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SESSION OVERVIEW

CROSS CHANNEL:101 WEB ANALYTICS

• Audience 
Development KPI’s

• Spotlight on: Culture

• Where we’ve been
• Where we are
• Where we’re going
• A note on constraints

• Spotlight on: Crain 
Process

CAMPAIGN METRICS QUESTIONS

• Steps
• Tracking
• Reporting

• Spotlight on: Cybba

• Note cards



CROSS-CHANNEL:101
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CROSS-CHANNEL:101 | where we’ve been

QUESTIONSDirect 
Mail

Events

Web

Email

Product 
Price

Message

The need to be consistent in product, 
price and message across channels 
resulted in:

One Product
One Price
One Message 

Missed Opportunities.



Audience 1 Audience 2 Audience 3

CROSS-CHANNEL:101 | where we are

QUESTIONS

Product Product Product

Ability to offer 
products for a wide 
variety of 
consumption 
needs.

Drive a consistent 
experience with: 

Multiple Products
Multiple Prices
Multiple Messages

Direct 
Mail

Web Web

Events

Direct 
Mail

Web

Events Email



CROSS-CHANNEL:101 | where we are



CROSS-CHANNEL:101 | where we are

QUESTIONS
Which of these 
tools are you 
using?

What do you 
have the 
capacity to add?



CROSS-CHANNEL:101 | where we are (con’t)
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QUESTIONS

When was the last 
time you looked at 
your website as a 
channel, rather 
than a product?



CROSS-CHANNEL:101 | where we’re going

QUESTIONS
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CROSS-CHANNEL:101 | a note on constraints

QUESTIONSPrioritize
Vendor Partners
Test
Committees
Systemized Methods
• Tracking
• Analytics

Labor
Knowledge
Market Shifts
Data Governance
Lifecycle 
Confusion



CROSS-CHANNEL:101 | CRAIN channel mix

QUESTIONS• Agency
• Blow-In Card
• Trade
• Web
• Telemarketing
• Wrap
• Tip-on
• Cover Sticker
• Direct Mail
• Email

• Event
• House Ad - Digital
• House Ad - Print
• Lists
• Social
• Project
• Retargeting
• Paywall



CROSS-CHANNEL:101 | CRAIN campaign process

QUESTIONS

Brand, Function, Channel, Campaign Name, Status, Owner, 
Dates, List (and list size), Offer, conversions,
Tracking code, Results, artwork 





($40.00)

($20.00)

$0.00

$20.00
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$60.00
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$100.00

$120.00

$140.00

P&L per Subscriber by Channel
Total Volume of New Subscribers

CROSS-CHANNEL:101 | CRAIN channel high-level review



WEB ANALYTICS
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WEB ANALYTICS| audience development kpi’s

QUESTIONS
Let’s look at the website as a channel.  What 
are your goals?

Gain new registrants (change unknown to 
known)
Convert Subscribers
Convert Event Attendees

How do you build an effective analytics 
review?

Tag the events that build your pipeline 
• Registration Page
• Subscription Page
Watch the metrics that matter….
• Page views vs Unique visitors



WEB ANALYTICS| audience development kpi’s

QUESTIONS



Web & Paywall Orders, Last 12 Months

• 60% increase in CBH paywall 
orders since dropping price to 
$199- will test $1 down next

 -
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Article View Data

Article Page Views Metered Page Views (event80)

WEB ANALYTICS| culture



WEB ANALYTICS| culture



WEB ANALYTICS| culture



WEB ANALYTICS| culture



CAMPAIGN METRICS
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1. Plan Campaign

• Holiday subscription offer

2. Determine Channels to Track

• Email, Web & Social Media

3. Define Metrics to Measure

• Conversions, CTR, & CPO

4. Measure Campaign

• Begin tracking those metrics once launched (analyzers)

• Look at overall campaign performance, then look at each channel

5. Use Tools to Analyze Data

• Google Analytics, Adobe Analytics, DOMO

6. Provide Campaign Insights & Learnings

• Share learnings with team members (weekly/monthly/quarterly)

• Determine elements to test for future campaigns

CAMPAIGN METRICS | steps to measure



• MSA – a unique set of UTM parameters we 
use to track subscriptions

• Daily data in a customizable dashboard 
(DOMO)

• Data rolled-up & opportunity to drill-down

• Total orders & total revenue

• Ability to test elements in your campaigns 
and track them

• List segmentation

• Price point/product

• CTA's

• Design

Total Campaign Orders: 374
Brand Campaign: Presidents' Day 2019

https://sec.crain.com/CD/QuickOrder.aspx?PromotionCode
=E97CDBJ4&utm_content=NAQW2U3769&utm_version=

wave1&utm_campaign=4thofJuly2019&utm_medium=e
mail&cci_msa=NAQW2U3769

CAMPAIGN METRICS | tracking paid orders



• Utilize CSCpn referrers to track 
newsletter sign-ups

• Standardize across teams & campaigns

• Track cross-channel (web, email, 
social)

• Ability to track newsletter sign-ups by 
placement on our websites

• Homepage footers

• Subscribe page footer

• Footer on specific article pages (ex: 
healthcare)

https://home.crainsdetroit.com/clickshare/ch
angeServicesAdd.do?CSCpn=footer_Home

page

CAMPAIGN METRICS | tracking newsletter enrollment



Key metrics:
- Subscriptions
- Revenue
- Gross Response %
- Open Rate
- Click Rate
- Cost Per Order

Key insights:
- What efforts bring in most revenue/orders?
- List performance
- Time of send data
- Creative tests
- Subject line analysis
- CTA tests

CAMPAIGN METRICS | email campaign reporting



Create best practices in tracking and share with your teams

Determine the tools that best fit your business needs

Setup meetings with your teams to review/analyze results

Test and track elements in campaigns to increase performance & insights

CAMPAIGN METRICS | key takeaways



SPOTLIGHT: CYBBA PARTNERSHIP
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Meet Our Experts

Lisa DePaolo

VP of Sales

Cybba Inc.

Julia Crawford

Digital Account Manager

Cybba Inc.



THE SOLUTION

A  U N I F I E D  A P P R O A C H

SERVICES

Account Management

Design & Digital Services

Campaign Optimization

Increase 

Traffic

Increase 
Conversions

LAUNCH

No Setup Costs

Singular Tag Placement

Performance-based Model



I N C R E A S E  T R A F F I C I N C R E A S E  C O N V E R S I O N S L E A R N  &  O P T I M I Z E

User Acquisition Customer Conversion Insight

D I S P L AY  P R O S P E C T I N G

P A I D  S O C I A L

S E M

M O B I L E  A P P  I N S TA L L S

O N S I T E  E N G A G E M E N T

E M A I L  R E M A R K E T I N G

D I S P L AY  R E TA R G E T I N G

C L I E N T  D A S H B O A R D

A / B  T E S T I N G

C O N S U L TAT I O N



Today's Focus

PA I D  S O C I A L  A D V E R T I S I N G S E A R C H  E N G I N E  M A R K E T I N G

O N S I T E  E N G A G E M E N T D I S P L AY  R E TA R G E T I N G



InstagramFacebook



C a m p a i g n  S e t u p

Duration: 60 days

Goal #1: Drive Subscriptions

Goal #2: Brand Awareness

S t rat e g y

Determining Relevant Audiences

Creative Testing

Demographic Targeting

Placement Evaluation

Challenge: Acquire New Users | Facebook and Instagram 



� 578K unique users reached

� 19,696 page engagements

� 2,534 post likes

� 10.2% of total subscriptions driven

� 17.2% of total recovered revenue

Results: New Users | Facebook and Instagram



Search Engine MarketingSearch Engine Marketing



C a m p a i g n  S e t u p

Duration: 90 days

Goal #1: Drive Subscriptions

Goal #2: Brand Awareness

S t rat e g y

Search Term Analysis

Quality Score Optimization

A/B Testing

Rotating Keywords

Challenge: Acquire New Users & Traffic | Search Engine Marketing



� 111K impressions served

� 8K clicks

� 6.67% click through rate

� 1.4 average position

� 2.3% of total subscriptions driven

Results: New Users & Traffic | Search Engine Marketing



Onsite Engagement



Challenge: Re-Engage Users | Onsite Engagement 

Features:

-Exit-Intent triggered (by mouse 

movement)

-Dynamic copy & images

-Mobile responsive

Benefits:

-Up to 10% incremental uplift in 

conversion

-Abandonment Rate Reduction



� 23.5% of total subscriptions

driven

� 11.7% of total recovered

revenue

Results: Re-Engage Users | Onsite Engagement



Ad RetargetingAd Retargeting



Challenge: Re-Engage Users | Display Retargeting

Features:
Customized Strategies & Segmentations

Retargeting strategies created based on site interaction

High Personalization

Frequency capping and audience exclusions

Benefits:
High Volume

Stay Engaged & Top of Mind!



� 2.7M impressions

� 825 clicks

� .04% CTR

� 12.9% of total subscriptions driven

� 14.7% of total recovered revenue

Results: Re-Engage Users | Ad Retargeting



Key Takeaways



Key Takeaways

� Crawl, walk, run

� Importance of testing

� Committed partner –

extension of your team

� Performance focused



Jen Mosley
Group Director, Audience Development

jmosley@crain.com
Crain Communications

Alliya Samhat
Acquisition Marketing Manager

asamhat@crain.com
Crain Communications

THANK YOU!

Lisa DePaolo
VP of Sales

lisa.depaolo@cybba.com
Cybba Inc

Julia Crawford
Digital Account Manager

julia.crawford@cybba.com
Cybba Inc


