
Faster Growth in Digital Subscription Sales

Johanna Suhonen, Director, Content Sales and eCom



eCom is our community driving subscription growth
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Our products

Digital subscription business consists of

• Digital-only subscriptions

• Bundle subscriptions: combining print 
and digital

• Corporate sales (in business media)

• Freemium model 

• Combining freemium and metered 
model



We are able to attract new customers with
digital products
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30%

43%

Alma Media Finland  digital  subscription revenue 2018* 

B2B digital-only B2C digital-only Bundle

*Rolling, prev. 12 months



Growth in customer base

Alma Media digital subscription customer base 2013–2018

year 2018



Growth in digital content revenue
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Digi-only revenue split 2018*
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*Rolling, prev. 12 months



Success comes from a stack of things
Digital subscription business is complex. Numerous factors go into our 
subscription growth. 

Traffic volume

Traffic quality

Overall demand for news

Brand value Value proposition onsite

Marketing online

Marketing offline Journalistic process & creativity

Asset load speed

Offers Registered user volume 

Engagement building

… and many more.



Creating value for the customer
The subscriber should find value in the subscription every time they visits our brand. 



We monitor closely what kind of content converts new 
customers, and also builds subscriber engagement
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Paywall hits

Subscriber 
page views

• Some topics are great for reaching new 
customers, some increase customer 
engagement. 

• The best topics are able to do both: they 
are important to new and existing 
customers.  



Newsroom KPIs are clear and visible

n% opened the story

n% added it to the cart.

n% of those, bought a 
subscription, total of n 

subscriptions.



Data and predictive analytics combined with efficient
marketing automation

Accuracy of different models in test data

• Using machine learning methods, we 
search for behavioural models that 
predict subscribing potential or churn. 

• According to the data, customers are 
taken through automated marketing 
flows which are frequently a/b-tested to 
improve results.



Understanding
customer purchasing
behaviour
• Payment method and invoicing 

period affect customer behaviour.

• Easy ongoing commitment – not 
cancelling but pausing the 
subscription.

• Micropayments as an introductory 
subscription
• day and week passes

• pay later –concept.



Cornerstones of Growth

Audience – focus on audience as customers.

Brand – strong brands also have a competitive advantage in 
digital content market.

Content – quality content is the key factor of creating value for a 
reader.

Data – insight on customers and content, clear KPIs for every 
team and role, shared common goals for editorial and sales 
department.
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