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a strategic growth 
consultancy

• Founded in September 2022 by 
market-leading experts

• Building in-house and bespoke 
systems for making sense of 
customers 

• Data informed, customer centric and 
real-world solutions

• Strong focus on core subscription 
KPIs and how to affect them

• Working closely with clients to deliver 
strategies for sustainable profit growthThink with Clarity

Act with Confidence



What drives subs growth?

Customer insight and understanding of customers’ 
needs are essential for building out offers, products and 
messaging

Acquire to Retain – target high quality acquisitions to 
drive Lifetime Value

Tailor your messaging – the right offer to the right 
person at the right time will convert best

Your content will play a different role throughout your  
funnel – understand and work with it

Customer service will support retention – listen to your 
subscribers

Team efficiency and effectiveness – subscriptions is a 
team sport

Image taken from Tien Tzuo’s book Subscribed

Subscriptions profit and growth requires patience. 
The below strategies are essential – and AI can accelerate them all.



AI is a tool, choose the right one for the job

Supervised 
learning

Unsupervised 
learning

Reinforcement 
learning

Makes 
predictions 
based on 

historical data

Detects 
patterns in data

Recommends 
decisions or 
actions to 

achieve a goal

Propensity 
Modelling

Customer 
Segmentation

Performance 
Optimisation



Where are you on the hype graph?



Understand the task you’re entrusting to AI
Different tools have different capabilities
An AI project is not “magic” – you should be able to understand the task you’re 
briefing, how it could be done manually and why AI will be a better solution



AI making teams more efficient day to day

A centralised 
source of 

information for the  
team to interrogate 

with questions

Generating creative 
and iterating for 

different 
placements

A ‘style’ bot to 
ensure all marketing 

copy adheres to 
house style

Desk research 
and insights

Meeting 
transcripts and 

actions
Data analysis 

Marketing 
automation and 

testing



Understand your 
customer needs 
and wants 
through research.

Establish your 
audience and 
decide who 
you will target.

Decide how you 
will position your 
offering to them.

Set realistic, 
timely and 
challenging 
objectives.

Choose the 
channels, 
products and 
opportunities to 
achieve growth.

Marketing 
strategy

Marketing 
tactics

Marketing 
research

Get closer to your customer before 
building out strategy and tactics



Who is my customer? 
What are their needs?
Use generative AI and key prompts to get closer to your customers

Tell the AI what role you need it to play

Be specific as to the output formats that you require 
– and tell it when it’s wrong.

Give it context and build on your questions. 

Ask it to write in a specific style

Break down complex tasks into sections and use 
questions to get into the detail

Ask the AI to ask you questions to clarify your 
objectives if necessary

Get closer to 
your customers



Meet your customer Be critical about the outputs: 
Challenge everything

Get closer to 
your customers



Right offer, right person, right time

• Customers respond to offers better when they 
are perfectly targeted 

• Make the offer make sense considering their 
engagement level

• Identify their Next Best Action through your 
market funnel

• Present existing subscribers with messages 
that make sense and help to nurture and 
increase loyalty

The holy grail of 121 targeting is within reach. 
Enrich customer data through insight and 
performance and use it to inform comms



Case study: Subsets
Identify and 
target audiences



Case study: Subsets
Identify and 
target audiences



Use your content to hero your brand and 
engage your readers

Understand what role 
different content plays 
throughout the funnel in 
moving readers from 
unknown to known, 
through conversion to 
subscription.

CONSIDERATION

CONVERSION

Deliver accessible and inspiring 
content to subscribers

AWARENESS

Anonymous
Users
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Data 
exchange
Unknown to 
Known

Loyal
Brand advocates

Data & 
monetary 
exchange
Known to 
paid

NURTURE



Case Study: HBM and Which?
Understand the role 
your content plays



Case Study: HBM and Which?
Understand the role 
your content plays



Test, test, test!
Marketing experiments - learning faster than A/B tests
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Structure tests with hypotheses

Make sure every test has a control

Tests can help you win arguments

Tests are essential to keep improving 
performance

Make sure you analyse results and act 
on what you’ve learned

https://unsplash.com/@jkoblitz?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText
https://unsplash.com/photos/RlOAwXt2fEA?utm_source=unsplash&utm_medium=referral&utm_content=creditCopyText


A/B testing versus AI optimisation
Example: Which offer should be used on the website?

Experiment, 
don’t just test

6 issues for £10 One year for £18

SUBSCRIBE NOW

vs

SUBSCRIBE NOW

DRIVE is a title for motoring enthusiasts generated by Dall-E



The problem with A/B testing
Test 1 – to half the audience

Split 50%

Audience offered 500

Description 1 year for £18

Offer value £18  (£32 3 year LTV)

Response 2%

Total Orders 10

Total Order value £180 (£320 3 year CLTV)

Test 1 rollout to entire audience

Split 100%

Audience offered 1000

Description 1 year for £18

Response 2%

Total Orders 20

Total Order value £360 (£640 3 year CLTV)

Test 2 – to half the audience

Split 50%

Audience offered 500

Description 6 months for £10

Offer value £10  (£20 3 year LTV)

Response 1%

Total Orders 5

Total Order value £50 (£100 3 year CLTV)

Test 2 rollout to entire audience

Split 100%

Audience offered 1000

Description 6 months for £10

Response 1%

Total Orders 10

Total Order value £100 (£200 3 year CLTV)

WINNER

Experiment, 
don’t just test



The solution with AI audience optimisation
Test 1

Split 70%

Audience offered 700

Description 1 year for £18

Offer value £18  (£32 3 year LTV)

Response 3%

Total Orders 20

Total Order value £360 (£640 3 year CLTV)

Test 2

Split 30%

Audience offered 300

Description 6 months for £10

Offer value £10  (£20 3 year LTV)

Response 3%

Total Orders 10

Total Order value £100 (£200 3 year CLTV)

Total Response

Response 3%

Total Orders 30

Total Order value £460 (£840 3 year CLTV)

The audiences are now 
optimised to the offer that they 
are most likely to respond to. 
Users are shown the targeted 
offer for them and response 
rates increase on both offers. Experiment, 

don’t just test



Case study: Business Insider
Which articles should be behind a paywall or registration wall? Business 
Insider tested AI driven decision-making against decisions made by an editor

https://digiday.com/media/how-business-insiders-ai-based-paywall-strategy-increased-conversions-by-75/ 

The previous paywall was “freemium” - only articles written by a 
specific team of journalists were paywalled.

The smart paywall AI determined content users are most likely to 
pay for 

• Based on the user’s previous reading habits
• Based on what platform the user came from
• The propensity the genre of content had for conversion

This decided whether the user sees a paywall a registration wall 
or nothing. 

At the end of the test period 60% of new conversions were 
from ‘non-premium’ stories which wouldn’t have been 
paywalled before.

Experiment, 
don’t just test

https://digiday.com/media/how-business-insiders-ai-based-paywall-strategy-increased-conversions-by-75/


Case Study: the Philadelphia Enquirer

https://www.inma.org/blogs/reader-revenue/post.cfm/dynamic-paywalls-gain-momentum-as-news-companies-prioritise-personalisation

A series of 
iterative steps 
building up to 
progression

Experiment, 
don’t just test



Put your customers first
AI and ML’s role in monitoring, assessing, supporting and empowering 
customer services is becoming essential

Customers expect great service

Facilitating customer self service is essential

Chatbots are becoming normal

What else can you learn? 

Analysis of comms to understand sentiment, discover 
trends and identify key issues early

Assess the performance of your customer service team



Case Study: Customer Service
Listen to your 
customers

VOICE
• All calls are transcribed and AI 

technology reviews the transcriptions 
looking to provide the customers 
sentiment (positive or negative)

• The use of keywords enable us to 
identify ‘Moments’ within a call. We’re 
utilising this to recognise complaint 
calls so they can be escalated to the 
appropriate team

• Transcription coupled with Moments 
enables the evaluators to see if an 
agent has followed various processes 
e.g. call opening/closing, data 
protection and cross sell

EMAIL
• AI technology reviews all inbound 

emails, and looks for key words or 
phrases to establish the nature of the 
enquiry e.g. cancellation, renewal, 
missed issue

• The enquiry is then classified and put 
into a contact category

• This streamlines the workflow such that 
only agents skilled in that category will 
be offered this enquiry to action

• Agents will also only be offered 
templates that are relevant to the 
category which simplifies the process 
for them



Case Study: Customer Service
Listen to your 
customers

Within the Chat environment ABS 
subscriptions now have a ‘virtual 
agent’, Maggie.

Maggie handles the initial customer 
interaction collecting data protection 
information and providing 
recommended FAQs based on an 
understanding of the customer’s 
enquiry.



Can you use AI to unlock 
subscription growth? 
Subscriptions growth requires patience – and AI can accelerate your strategies.

• Get closer to your customers

• Identify and target audiences

• Understand the role your content plays 
and work it harder

• Experiment, don’t just test

• Listen to your customers effectively

AI can’t define your strategy – don’t let it. It still makes mistakes.
It can’t do anything unlimited resource couldn’t – but it can accelerate your opportunities



Thank you

Questions?
abi@atlas.how


