Which? send their
subscribers monthly
content in the form of

articles.

They had no way of
monitoring how well their
marketing activity was
driving engagement and
what effect it had on
potential, new and existing
customers.
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We developed a series of dashboards to monitor ongoing marketing activity.

These were used to identify
areas that would enable
them to maximise new
trialists, trialist to subscriber
conversion rates and
retention rates over time.
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Outcome:
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