
Audience Development: 
Subscriber Acquisition & Retention
2018 Fall Workshop – Audience Development 10/30/18

Cambria 166 East Superior, Chicago, IL 60611
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Meet the Panel

Representing 50+ years in media, this sessions panel is determined to talk 
strategy and tactics.
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Christina Galoozis

Christina Galoozis has spent 15 years in media, on both 
the editorial and business sides of publishing, as well as 
in agency and corporate marketing roles. She is 
currently a manager at West Monroe Partners, where 
she oversees all media – paid, earned and owned – for 
the Chicago-based business and technology 
consultancy. Christina started her career with internships 
at the Indianapolis Business Journal and Inc. magazine, 
and also worked for Crain’s Chicago Business, Modern 
Healthcare, and NFIB’s MyBusiness magazine. Today, 
she blends her journalistic training and editorial skills 
with client management and business acumen.
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Rebecca Meyer

Rebecca works as the Director of Circulation & Audience 
at the Daily Journal, a local newspaper outside of 
Chicago. She has 14 years of experience in the 
newspaper media industry, 12 of which were spent at the 
Chicago Sun-Times. She has diverse experience within 
Circulation and Audience from single copy, to 
subscription sales, retention and distribution. Rebecca 
holds an MBA from the University of Illinois at 
Chicago. Currently, she focuses her time blending sales, 
customer service and distribution to continue keeping 
community news a priority.
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Deanna Milojkovic

Deanna Milojkovic has spent 10 years in media on the 
business side of publishing. She is currently New 
Acquisition Director at Crain Communications where she 
oversees new customer acquisition programs for thirteen 
brands. Prior to that she managed audience 
development and marketing for Crain’s Chicago 
Business for several years. She started her career with 
internships in radio, TV, and media relations. She holds 
a bachelor’s and Master’s degree from Northern Illinois 
University.
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Agenda

We’re all looking to increase email address and paid subscribers. What are 
best practices and ideas working in today’s marketplace.

• Customer Lifecyle: What do you need before you start?
• Prospects and Leads: Converting Unknown to Known
• New Subscriptions: Monetizing Prospect and Leads
• Retention: How to keep your most valuable customers!
• Closing Thoughts

But before we start…question for the audience.  Biggest pain point?
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Customer Lifecyle: What do you need before 
you start?

• What is your product?  

• How do you know your product is matching your audience’s needs?

• How are you branding and is branding important to the funnel?

• Who in your organization is “picking” the audience and how frequently do 
you meet to confirm?

• How do you track changes and market size?
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Prospects and Leads: Converting Unknown to 
Known

• How are you finding people?

• Do you purchase lists and does it work?

• How much data are you asking for? Why?

• Where are you getting the names? Tactics discussion.

• Are you developing different audiences for different products? How is that going. 

• Are you worried about the upcoming audience? What tactics are you using to find 
and convert them?

Now you have them:

• What is next once you have a lead/prospect?

• How are you using content to engage your reader?
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New Subscriptions Customers: Monetizing 
Prospects and Leads

• What channels are performing well for you? Year 1 vs year 5
• How do you avoid burning your limited audience?
• Are you “just” selling subscriptions….have you moved on to other 

products? IF so, what are those products? 
• Events
• Awards & Recognition
• Newsletters
• Vertical
• Data

• When you run into pitfalls – what typically accounts for them?
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Retention: How to keep your most valuable 
customers!

• How are you engaging and not forgetting about your current audience?

• When do you begin efforts?

• What channels are you using?
• Have you done in-person engagement?  

• Have you thought about experiences, branded products, gift-cards?  Why, 
cost to acquire a new subscriber is more expensive then the above

• How do you surprise your audience and delight them?

• How has autopay impacted your business. 

• How are you taking those that don’t retain – and learning from them?
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Closing Thoughts

• If you were to set-up your own content / publication product, what would 
you do differently from the start?

• What are the VIP KPI’s to gauge success?

• If you could give one success story or one tip to the audience, what would 
it be?
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Appendix

12



13



Axios Survey



Axios Survey (con’t)
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Axios Survey (con’t)
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Channel Sources for Crain’s
Crain Audience Development

10/30/18



Channel Makeup & CPO

SOURCE % of Total
G-Auto Renew 42%
R-Renewals 26%
W-Web 11%
0-Direct mail 6%
S-Site License 3%
X-Paywall 3%
H-Group 2%
E-Email 2%
A-Agency 2%
6-Misc/Vol 1%
8-Conv. 1%
N-Short-Term 0%
Q-Event subs 0%
7-Telemarketing 0%
K-Social media 0%
4-Insert cards 0%

• Looking at all Crain brands, 68% of the 
customer base are renewals

CHANNEL CONV % CPO
Social (organic) 0.02% $0.00 
Web (subscribe page) 5.00% $0.00
Paywall 1%-5% $0.00
Email (Journeys) 0.97% $0.04 
Email (Total) 0.06% $0.94 
Digital House Ads 0.00% $1.06 
Group sales/site license 1.42% $3.67 
Retargeting - general 0.02% $19.84 
Retargeting - on-site 0.68% $29.28 
Telemarketing total 1.28% $73.99 
Direct mail (average) 0.59% $112.82 

• Telemarketing & direct mail are not 
profitable in year 1



Acquisition Programs

• Direct mail

• Email – monthly offers & automated campaigns

• 3rd party retargeting to users who hit web site & paywall

• Telemarketing to expires outside renewal series

• Social media boosting & offers

• Digital house ads

• Print house ads & insert cards don’t perform well



Acquisition Channels
What’s Working?



Subject Line Test – Use of Parentheses 

(24% off) when you join this Memorial Day! 24% off when you join this Memorial Day!

VS

Open Rate: 13.3%
Total Opens: 4,446

Open Rate: 12.8%
Total Opens: 4,275

#1



Button Test – Subscribe vs. Learn More

CCB
22 Subscriptions

CTR: 2.20%
Revenue: $1,587.00

CL
16 Subscriptions

CTR: 2.30%
Revenue: $624.00

CNY
10 Subscriptions

CTR: 2.20%
Revenue: $590.00

#1
CCB

21 Subscriptions
CTR: 2.30%

Revenue: $1,449.00

CL
12 Subscriptions

CTR: 2.10%
Revenue: $468.00

CNY
10 Subscriptions

CTR: 2.30%
Revenue: $472.00



Percent Off vs. Dollar Off

56% off
38 subscriptions
Revenue: $1,482.00

VS

$50 off
25 subscriptions
Revenue: $975.00

#1



Retargeting Creative Samples & Results

• Retargeting is running for 9 Crain 
publications

• Sites our ads have appeared on
• MSN.com
• Yahoo.com
• Weather.com
• Zillow.com
• Linkedin.com
• CBSnews.com
• Forbes.com
• Ebay.com

Impressions Conversions Conv. Rate Revenue Costs CPO
P&L per 
sub

11,752,008 1,795 0.02% $206,226.03 $41,245.21 $22.98 $91.91



Social Media – What’s Working?

• Paying to boost content – 9x the reach of 
organic posts

• Partnering more with editorial and digital 
via biweekly meetings

• Testing paid social campaigns with agency
• Targeting specific job titles & industry 

on Linkedin, Facebook and Instagram
• Better response from Facebook
• Still trying to determine long-term value



Direct Mail – What’s Working?

• Lower price always wins

• Statement Enclosed in red on outer envelope

Note: these are small lifts on 
already small relative response 

rates. E.g. 0.82% vs. 0.64%.


