CASE STUDY

Launching a Financial New
and Media Company/'s

Direct-to-Consumer
Subscription Service

Overview

Entering a new market is no small undertaking. For
one global media company, embarking on that new
journey meant working with fractional CMO Alex
Montas to get the job done right.

The company specializes in business and financial
news, data, analysis, and insights. Traditionally, it
served enterprise clients in the financial sector but
had recently launched a direct-to-consumer digital
subscription service to deliver premium content
directly to individual consumers.

Let's go over some of the challenges that went along
with entering the new market, seven strategies Alex
implemented to address those challenges, and the
results the company experienced as a result of the
changes Alex brought.

Branching Out

The transition to a direct-to-consumer model presented several challenges for the media company. First, of
course, was the fact that they needed to establish a strong presence in the consumer market and build a
consumer-oriented brand with a strong B2B reputation.

In a way, that effort meant a fairly significant rebrand that challenged audience assumptions about what
their brand could offer. Entering a consumer-facing market also meant growing their subscriber count.

They needed to attract individual consumers to a product traditionally geared towards financial
professionals, which meant positioning that product in a new way.

From the financial side, they also needed to quickly scale revenue to validate the direct-to-consumer model
and justify the initial investment.

In addition, they needed to acquire enough subscribers to ensure sustainable long-term profitability.
Through it all, they would be a new player in a competitive landscape filled with competent, long-
established companies in financial news and analysis.

So, what was the approach to tackle all of these challenges?
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A Step-By-Step Game Plan

Alex worked with the media company to develop and execute a
comprehensive strategy.

First, he focused on delivering data-driven quick wins. Alex
leveraged data insights to identify and implement immediate
improvements for rapid impact. Next came the long-term
strategic planning. While he focused on gaining those quick
wins, he also devised a roadmap for sustainable growth that
could take the brand ahead months and years down the line.

He also implemented systematic A/B testing. This rigorous
testing across all facets of the subscription service was used to
optimize performance continuously. Alex was also instrumental
in developing an innovation pipeline by fostering a culture of
innovation to enhance both the subscription service and
marketing strategies.

To stay on top of areas of improvement, Alex focused on process
systematization. He established and refined systematic
processes to streamline marketing operations and instituted a
feedback loop using data analysis to drive ongoing strategy
adjustments.

Finally, Alex and the media company worked on expanding
channels. Initially, the focus was on digital paid media channels.
They gradually expanded efforts to include email marketing,
website optimization, and diversification into podcasts and
other channels.

What Do The Numbers Say?

When entering a new market, looking at data is a big focus to
ensure a company's effort is spent wisely. And for this media
company, the results were staggering.

First, they saw explosive subscriber growth—namely, they
achieved a 500% increase in subscribers through paid media
channels, including search, social, and display.

That major influx also drove a dramatic revenue increase, and
the company was able to enjoy a nearly 100x revenue growth
from the direct-to-consumer business.

And on the topic of revenue, the company saw a successful
enterprise expansion
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By launching and scaling
their enterprise offering,
they reached

In addition,

significantly improving the
subscription business's unit
economics.
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The Wins Keep Coming

We've taken a look at the numbers, but the 5-year process
revealed more wins for the company that went beyond
data.

For one, by diversifying their revenue and reducing their
reliance on advertising, they were able to create a more
stable business model.

And by building robust capabilities in performance
marketing, consumer brand marketing, and direct-to-
consumer product development, they created new core
competencies.

Along the way, they also collected more accurate,
insightful customer data. They learned more about their
customers' preferences and behaviors, which they can
continue to use to optimize their efforts.

In summary, their efforts enhanced the company's overall
brand wvalue in their market, increasing their brand
recognition and setting them up to be noticed outside the
strictly financial professional community.

What Worked?

Over the course of the 5-year improvement plan,
several factors stood out as key contributors to the
company’s success:

e The team's supportive leadership committed to
long-term success, allowing sustained
investment despite initial challenges.

e A collaborative environment that encouraged
openness and feedback.

e Close collaboration between product and
marketing teams facilitated rapid iterations and
improvements.

e Autonomous budget management and team
structure decisions by several teams kept the
company agile throughout the process.

e Involvement of more teams with complementary
skills created a holistic approach to business
growth.

e Alex and the company closely focused on data to
make informed decisions across all levels of the
strategy.

e The use of data to pivot if and when needed.

Is Your Brand Looking For Something New?

This company's success shows just how far strategic planning, data-driven insights, and organizational agility can go
when entering a new market. But the process can seem intimidating without help. Whether you're entering a new
market or looking to expand in your own way, a fractional CMO like Alex Montas can help your each those goals.

Alex Montas

ENHANCE YOUR MARKETING SUCCESS

CHIEF MARKETING OFFICER

Alex is a dynamic marketing executive with over 20 years of experience
driving revenue growth, building high-performing teams, and simplifying
complex challenges in fast-paced environments.

>4 alex.m@yorcmo.com

M connect with Alex on Linkedin

To discover how yorCMQ's expertise can enhance your brand and drive O r ‘ M o
growth, contact us for a consultation and start transforming your

marketing strategy today!
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