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Our audience

70%
Of users of cen.acs.org are 
under 45 

43%
Of users of cen.acs.org are 
located outside of US

Users of cen.acs.org in 
2020

195,000
Total C&EN weekly 
newsletter subscribers (over 
70+ are non-members)

8.4 M88,000
ACS members who 
receive C&EN’s magazine 
each week (print + 
digital)

Since 1923, C&EN has been the flagship publication of the American Chemical Society, a professional society 
for over 155,000 chemists

46%
Of users of cen.acs.org are 
women



Our approach to Audience & Marketing
Key shifts in the media landscape helped us shift our 
marketing strategies to build a formal Audience team. 
Including...

● Readers are inundated with too much information 
available on a suite of different platforms 

Driving traffic to your content is 
the means, while building the 
audience is the end. 

-Keywee

https://whatsnewinpublishing.com/audience-development-the-building-blocks/


● If you build it, they will (not) come. 
○ 6% of our ecourse subscribers 

have found the email newsletter 
on their own 

● An audience impacts revenue, and 
deserves (paid!) attention.



Audience at C&EN
C&EN’s Audience team focuses on two major 
areas: development and engagement. Within 
these buckets, we:

● Utilize analytics, user feedback, and 
marketing best practices to attract new 
audiences and retain existing across 
platforms and communities.

● Deploy strategies to nurture and grow 
engagement with and reach of C&EN’s 
journalism

AudienceDevelopment Engagement

We grow not only a loyal audience for 
our journalism -- but also readers’ 

relationship with ACS.



Pillars of Audience Development 
& Engagement 

Advertising/  
Acquisition

Community 
Building

Analysis Education

Key strategic goals
● Move Users through the Funnel
● Diversify Distribution Channels
● Use content as the hook

Key metrics
● Engagement
● Loyalty
● Conversions



Our key strategic goals / 
1 - Move users through the funnel

Content is the fuel 
and analytics
inform throughout 
each stage



2 - Diversify distribution channels
● Reduce risk and expand reach by minimizing reliance on platforms we don’t own 
● Accomplished through retargeting ads, social advertising, etc. 
● Does not mean “be on all channels”

3 - Use content as the hook throughout it all  



Pillars of Audience Development & Engagement 

Advertising/  
Acquisition

Analysis Education

Community 
Building



Audience Pillar / Paid advertising & acquisition 
Core Platforms

● Social
○ Facebook 
○ Instagram
○ Twitter 

● Display Ads 
○ AdRoll Retargeting
○ In-house filler ads

What about search? Room for 
growth!



Audience Pillar / Paid advertising & acquisition 

Data/Targeting

Helps focus and 
inform future 

marketing efforts on 
what works

Content

Stories, products, 
events, newsletters, 
eCourses, and more

Messaging
Craft the message that will 
evoke the desired behavior

Core Elements



What we promote

- Boost editorial stories every week, also 
visual content

- Twitter primarily for larger campaigns 
and experimentation

- Also run sponsored posts for our 
advertisers

We always run campaigns for:
- Nominations, events, newsletter sign-

ups, meter account, large editorial 
packages

- Donations, evergreen content 



Case Study / Tying Content & User Behavior into 
Marketing Campaigns

Mar - May 2020 vs 2019



Case Study 

● Put your data together
○ What is it telling you
○ What can you do with it

● Define your goals

● Identify your channels



For us, we wanted to see if we could convert 
these new visitors into becoming more loyal 
readers 

● With the Adroll tracking pixel, we could follow visitors 
around the web with our non-member newsletter and 
donation campaigns

● Created RSS feed filler ads specific to latest coverage and 
placed on internal sites

● With Eloqua, we could track who signed up for the 
newsletter through COVID-19 related coverage and 
campaigns

● Further pushed these users down the funnel through 
email marketing programs promoting membership

Case Study 



Case Study  / Using Evergreen Content to 
Nurture Subscribers

● Using evergreen content allows us to more easily 
duplicate campaigns 

● Already popular coverage can resonate 
● Allows team to focus on experimentation with 

copy, ad formats and additional CTAs



Case Study  

Launched an evergreen email series, 
consisting of 11 emails sent over the 
course of 8 weeks, underwritten by an 
advertiser

● 79% non members
● 58% entirely new to C&EN’s database
● Primarily grad students
● More than half outside the US



Case Study  

● Those who are reading are 
engaged and going back to an 
email multiple times

● 76% of all subscribers have 
opened at least 1 email

● only 21% have opened all
● 63% have not visited cen.acs.org 

since the email course ended



Case Study  

Solutions: 
- Personalized follow-up email 

from one of the writers, 
explaining additional 
resources we have available

- Targeting these users with 
related content 

- Promotions for related 
products



Audience Pillar  / Analysis
Primary Dashboard:
● 13 page report for entire newsroom primarily 

monitoring behavior on cen.acs.org, weekly 
newsletters and video

Key metrics of success have included:

● 10k+ page views of an article in 1 month
● YOY growth in avg time on page
● Growth in referral traffic from internal 

campaigns, including social



Analysis / How Content Serves Different Audiences

Audience Explorer/Loyalty 
Dashboard: 

● Free resource: Center for 
Cooperative Media

● 3 different buckets of readers 
based on frequency to the site

http://bit.ly/AudExHowTo

https://centerforcooperativemedia.org/
http://bit.ly/AudExHowTo


Analysis / How Content Serves Different Audiences

ROI can be bettered measured beyond 
pageviews and based more on who is 
reading

● COVID-19 Coverage: Are ‘viral’ hits 
from search and social creating any 
additional engagement?

● Is there COVID-19 coverage “fatigue”?

● Who is engaging with our large 
editorial packages?



Growth and impact by the numbers



C&EN’s audience exploded in 2020 vs 2019

145% 71,000 66%
Increase in potential-member 
newsletter subscribers in 2020

Potential members who get C&EN’s   
newsletter each week

Increase in readers who bought an 
ACS membership in 2020 in order  
to read more on cen.acs.org

70% 82%
Increase in traffic from internal 
campaigns over 2019

Increase in sessions from our display 
ads and 85% increase in users



Growth & Impact

While we never expected to entirely 
maintain 2020’s numbers, we are 
seeing retention and far outpacing 
2019. Questions for the Audience 
team become:

How can we convert users? 

Are visitors moving down the 
‘loyalty funnel’? 

How can we serve them with our coverage?



THANK YOU
cen.acs.org

https://cen.acs.org/index.html
https://twitter.com/cenmag
https://www.facebook.com/CENews/
https://www.instagram.com/cenmag/
https://www.linkedin.com/showcase/74126158/admin/

