
Audience and Subscriber Management
Bonus Session | #2019MegaConf



Tim Turner
Program Manager, Content



▪ Get everyone on board

▪ Common metric to track across 
business and editorial teams:

▪ Recency, Frequency, Volume (RFV)

▪ Customer Lifetime Value in Revenue

▪ Customer Lifetime Value in 
Pages/User
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▪ New metrics can be a 
combination of existing metrics

▪ Take advantage of all the data 
available

▪ Track a variation of Recency, 
Frequency, and Volume (RFV)
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▪ Find a DMP, CDP or other tool 
to use data

▪ Build targetable audiences
▪ Make your conversion strategy 

more efficient
▪ Start converting users from 

their first visit
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▪ Performance impacts a 
company's broader goals

▪ Data reports should be:
▪ North star orientated 
▪ Visual
▪ Easily understood
▪ Immediately actionable
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Mark Sanders
Director of Customer Development



UNLOCKING UNTAPPED
VALUE OF YOUR FIRST-PARTY DATA
Applying a powerful asset to drive performance



Mark Sanders
Director of Customer Development

Lotame



WHY FIRST-
PARTY DATA?

It’s already yours

It’s yours, uniquely

It’s updated in real time
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A MAP OF VISITORS 
INTERESTS & AFFINITIES

A PROXY 
FOR INTENT
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HOW TO 
COLLECT FIRST-
PARTY DATA?
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Interests:
Content Categories

Search:
Search Queries

Demographics
Age, Gender, HHI

Interests:
Content Tags

Action:
Watch Video

As interaction and
InView Time Spent

Exposure to Content
And Sentiment

Action:
Follow Site Updates

Recency/Frequency:
Interest and Actions

Action:
Share Content

Editorial:
Video, Blogs, Articles

REAL TIME

BATCH UPLOAD

CUSTOMIZABLE
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HOW IS THE 
DATA USED IN 
AN OVERALL 
STRATEGY?
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iQ Engage
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854%

120%

BOUNCE 
RATE

SESSION 
DURATION

Session duration increased 120% (from 
1:47 for the average visitor to 10:01 for 
behaviorally targeted audiences)

Bounce rate decreased 854% (dropping from 
70% for the average visitor to 7.33% for 
behaviorally targeted audiences)

Pageviews per session increased 70% (from 3.33 
PPS for returning visitors to 5.7 PPS for 
behaviorally targeted audiences)

Real 
Results
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Valentin Cornez
News Consumer Insights Partnership Lead



A data  d rive n journe y 
to  grow Use r Value

via Ne ws Consume r Insight s

Vale nt in Corne z



Focus on current publisher DATA Issues

Subscription
(+offline purchases)

Subscription 
type

Bounce rates 
Content-drilldown: 

Interest or intent for products 
of certain categories, brands, 

sizes, price-segments, ---

Geolocation / 
system

Time on site / 
pages per visit

Subscription rates

Traffic 
sources/

Devices

Site search

Logged-in user

Events
Duration

Session

CRM

Loyalty 
programs

But… Actionable DATA?Data EMPOWERS Publishe rs



Proprietary + Confidential

News Consumer Insights ...

Partnering with publishers to identify efficient
business strategies , 

to achieve digital sustainability. 



Proprietary + ConfidentialProprietary + Confidential

g.co/newsconsumerinsights

1. Transform GA data into 
an intuitive audience 
development 
dashboard.

What is NCI?  A new way to see Google Analytics 

https://newsinitiative.withgoogle.com/training/newsconsumerinsights
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g.co/newsconsumerinsights

1. Transform GA data into 
an intuitive audience 
development 
dashboard.

2. Use the NCI Playbook
to  uncover optimization 
strategie s and tac tics.

A new way to see  Google  Analytics 

Gayle Tomlinson , Group Editor - Social Media, Fairfax Media

https://newsinitiative.withgoogle.com/training/newsconsumerinsights
https://twitter.com/gayle_tomlinson


Proprietary + ConfidentialDriving more Consumer Revenue.



Proprietary + ConfidentialProprietary + ConfidentialFocused on partner impact 

+15% newsletter subs.

+150% subs. revenue in 1Q

3x digital subscriptions

+11% visits from organic 
search

+39% ad inventory growth
+22% Adx revenue growth

https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/business-insider-case-study.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/3_2018_GNI_case_study_boosting_final.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/business-insider-case-study.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/wral-case-study.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/3_2018_GNI_case_study_boosting_final.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/3_2018_GNI_case_study_boosting_final.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/independent-case-study.pdf
https://newsinitiative.withgoogle.com/training/states/consumer_insights/pdfs/independent-case-study.pdf


Proprietary + ConfidentialDemo Time!

g.co/newsconsumerinsights

https://newsinitiative.withgoogle.com/training/newsconsumerinsights


Thank You! Questions?

g.co/newsconsumerinsights

https://newsinitiative.withgoogle.com/training/newsconsumerinsights


Bridget Sibthorp-Moeker
Corporate Director of Digital Subscriptions



10 WAYS TO 
JUMPSTART 
YOUR DIGITAL 
SUBSCRIPTION 
STRATEGY
FEBRUARY 2019
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1. START ASKING.

Don’t wait until 
your website is 
perfect.
✓ Start now. Growth 
takes time.

Lee’s Subscribe 
page visits 
increased

1300%
Jan 2018 -
Jan 2019, 

Google 
Analytics
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2. KNOW YOUR DATA.
Lee grew 

digital -only 
subscriptions

78 %
in 1 year

Lee Rollup
Audience

Dashboard
FY18

Set up Google Analytics 
E-Commerce to track 
subscription purchases.

✓ Use  UTM co d e s 
t o  e xa m in e  a n d  
o p t im ize  d ig it a l 
ca m p a ig n s.
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3. WHY SUBSCRIBE?
Think you know your 
value proposition? 
Think again.

✓ Ask your readers what they 
think with surveys

✓ Use the data to optimize the 
text on your digital marketing 
promotions and meter 
messages

Using Google 
Surveys, 

Lee asked

7,000
readers

why local
news is 

important.
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4. SEND EMAIL OFFERS.
Email is the

#1 tactic
to growing 

subscriptions.
American Press 

Institute
Email is the most 
important thing 
you can do.
✓ Se n d  e m a il o ffe rs

✓ P la ce  su b sc rip t io n  a d s 
in  e m a il n e w sle t t e rs

“Nothing is more important to 
the brave new world of building 
subscriptions than the relatively 
old world of email. ”
- Gwen Vargo, American Press Institute

https://www.americanpressinstitute.org/reader-revenue/acquisition/how-to-get-the-email-addresses-you-need-to-drive-new-subscriptions/


Growing email lists is a 
priority for long -term 
success.
✓ Signup widgets on your website
✓ Develop email newsletters
✓ Run contests & giveaways
✓ Ask for website registrations
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5. GROW 
EMAIL LISTS.

Newsletter 
subscribers are

10x
more likely

to pay.
INMA

https://www.inma.org/blogs/conference/post.cfm/inma-webinar-how-boston-globe-uses-newsletters-to-drive-engagement
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6. RUN SALES.

Fear Of Missing 
Out (FOMO) drives 
subscriptions.
✓ Start the sale early

✓ Run the sale

✓ Extend the sale

Lee ’s 2018 Black 
Friday Sale 
generated

2.5x
MORE 

STARTS
than reg. 

volume
Google 

Analytics
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7. RUN TARGETED ADS.
Lee’s targeted 

display ads 
yielded a

1.86%
CTR

in 12/2018
Google 

Ad Manager
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8. MAKE IT EASIER.
“Keep it simple 

for as long as 
you can, and 

pick the low -
hanging fruit.”

Peter Gray, 
The Wall 

Street
Journal

Reduce friction.
Focus on optimization 
for all users before 
honing in on specific 
segments.
✓ W h a t ’s  t h e  g o a l?

✓ W h a t  a re  w e  m issin g ?

https://www.inma.org/blogs/marketing/post.cfm/wall-street-journal-searches-for-low-hanging-fruit-of-reader-subscriptions?_zs=5KA7N1&_zl=RJOi4&utm_source=API+Need+to+Know+newsletter&utm_campaign=2ba5ae33f0-EMAIL_CAMPAIGN_2018_10_18_12_25&utm_medium=email&utm_term=0_e3bf78af04-2ba5ae33f0-31697469
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9. GIVE THEM OPTIONS.
Subscription 
landing pages 
should be clean 
and simple.
✓ Reinforce special 
pricing - and the best 
offer - with consistent 
promotional designs.

“The calls to 
action must be 

clear and 
convey a
sense of 

urgency.”
AMERICAN PRESS 

INSTITUTE

https://www.americanpressinstitute.org/reader-revenue/what-are-the-keys-to-an-effective-subscription-offer-page/?utm_source=API+Need+to+Know+newsletter&utm_campaign=c14d3aeef1-EMAIL_CAMPAIGN_2019_02_06_01_26&utm_medium=email&utm_term=0_e3bf78af04-c14d3aeef1-31697469
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10. CELEBRATE WINS.

Get everyone in the organization 
involved to create a culture
focused on data , 
performance 
and asking the
right questions.
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HOW TO

JUMPSTART YOUR DIGITAL 
SUBSCRIPTION STRATEGY:

1. Start asking
2. Know your data
3. Why subscribe?
4. Send email offers
5. Grow email lists

6. Run sales
7. Run targeted ads
8. Make it easier
9. Give them options
10.Celebrate wins



Questions and Takeaways

Tim Turner
Program Manager, 

Content
TownNews

Mark Sanders
Director of Customer 

Development
Lotame

Valentin Cornez
News Consumer 

Insights Partnership 
Lead, Google

Bridget Sibthorp-
Moeker

Corporate Director of 
Digital Subscriptions

Lee Enterprises

#2019MegaConf
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