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Housekeeping details

Use chat function for 
questions, comments, or to 
post examples

Stay in touch, share, like, link, 
post:

Website: 
Greatwesternaa.org

Twitter: @greatwesternaa

Facebook : Great Western 
Audience Alliance

Linked In: Great Western 
Audience Alliance



Upcoming 
events

Annual Business Meeting w Best of Best

July 16th

Free to GWAA members!



Virtual Conference #2
August 13



Upcoming GWAA Roundtables

Watch your email for additional announcements .

Aug 7: Acquisition & Retention

with Pat Leader

Special Guest: Mark Tibbetts, Boston Globe

Aug 24: Distribution & Operations

with Bobby Binkley with guest TBD



Guest 
Speaker

Laura Burkholder

VP, Consumer Marketing

The StarTribune



10 ACQUISITION PROGRAMS
July 2, 2020

WINNERS AND LOSERS:
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10 ACQUISITION PROGRAMS

Here’s an overview of 10 acquisition programs we’ve executed at Star 

Tribune.

There are both winners and losers here, and hopefully you find a nugget 

or two to apply to your own business.
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CONVERTING OPT IN TO PAID

If you have an opt-in product, you already have a ready-

made audience of people who have shown interest in 

your product. Reach them by phone, mail or email to offer the 

paid product at a strong introductory rate.

Don’t forget to use what 

you already know about 
them. If they’re coupon 
lovers, not only do they 

want a deal on the offer, 
they want more coupons!

Easy win!  One of our best performing DM campaigns
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IMPROVE YOUR OFFER 
Easy 15% gain – but not sustainable forever

After audience, offer is the second biggest lever for 

performance of a campaign, no matter the channel.

Pick the offer based on your need. If it’s immediate 

volume, then pull out all the stops. If it’s immediate 
revenue, then go with a higher priced offer. If it’s a 

particular product bundle, make that the most 
favorable offering so people can’t say no.

Frankly, I stole this offer from one or more of you, It 
worked great for a while, but had a big impact on 

discounts so we retired it after a year.



11|

KEEP THE OFFER,

CHANGE YOUR PRESENTATION
Whopping 87% win for one market, 

and flat for another

This grid presentation is modeled after a format 

we use for online sales.

Using it direct mail gave us a big win for one 

portion of our audience but did nothing to lift 
response in another.

The offer was same as previous slide (choose 
your news for one low price).

We only learned this by testing!
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TRY IT IN OTHER CHANNELS,WITH 

OTHER OFFERS
48% drop in response

Using the grid format that has been 

working well online and in some 
direct mail, we tried it on an FSI 
(single copy insert) but with our 

traditional pricing by bundle

The control is a breezy die-cut 
piece with cute art. The grid 
presents the benefits and pricing in 

an easy to view comparison.

Sometimes fun just beats out 
sensible!
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THE POWER OF PERSONALIZATION
Wow! 3x the response with this change

The offer on this sample program didn’t 

change, except to move the gift card from a 
more broad retail pick your plastic to a pick 
your coffee.

The main change was adding the 

personalization on the mailer, resulting in a 3x 
lift in response.

When you add personalization, be sure your 
data source is good and consider all the 

scenarios (no first name, first initial only, long 
first name, etc) in your plan.
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MAKE PARTNERSHIPS WORK
Big win! Twice the response rate of our 

normal mailer into this area!

The power in this is two-fold. We get a list of current and former 

subscribers from the partner (better audience) and we get to 
use their brand, which appeals to their loyal customers.

They get a bounty for every order, and also benefit in ongoing 
revenues as they deliver our paper in their market.

No matter if you’re 

the mailer or the 
delivery partner, 
both win!



15|

FROM FSI to EMAIL

Click here to see the 

animation on the email.

Easy win!

We took strong creative from 

an FSI and turned it into a 
successful email campaign 
with a new offer.

Every campaign doesn’t need 

to start from scratch. Use 
elements that have proven 
successful as your building 

blocks.
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EMAIL – SIMPLE and 

ANIMATED

Click here to see animation on the email. 

“MOSTLY” an easy win!

We needed some fast start volume, and this email performed 

well for a one-day sale. It has some dazzle with the animation 
but has previously performed well without it. 

Simple designs can work. Simple email design can get an 
extra boost from animation, though not all browsers support 

animation well.

Use simple tools like Bee Pro to create fast emails (see 

appendix for resources).

https://startribune.activehosted.com/index.php?action=social&chash=0245952ecff55018e2a459517fdb40e3.1713&nosocial=1


18|

EMAIL – SIMPLE and 

ANIMATED

Click here to see animation on the email. 

“MOSTLY” an easy win!

We needed some fast start volume, and this email performed 

well for a one-day sale. It has some dazzle with the animation 
but has previously performed well without it. 

Simple designs can work. Simple email design can get an 
extra boost from animation, though not all browsers support 

animation well.

Use simple tools like Bee Pro to create fast emails (see 

appendix for resources).

https://startribune.activehosted.com/index.php?action=social&chash=0245952ecff55018e2a459517fdb40e3.1713&nosocial=1


19|

115,263
Read only 

print

53,30999,840
Read print and 

digital
Read only

digital

OTHER EMAIL 

TESTING
Loss of about 40% over prior year’s Black Friday volume

We tried an incentive that was ‘trending’.

The premium was expensive, so sub pricing was 
higher but still a good value prop ($65 price with 

$50 premium).

2018 campaign had no incentive, all price driven 
($26 for lowest price purchase).

The price point and lack of ‘sense of urgency’ 
compared to prior year’s Black Friday campaign 

caused a significant drop in overall starts.

The 2019 

campaign 
that “lost”

The 2018 

campaign 
that “won”

Click here to see the animation on the 2019 

campaign. 
Animation on 2018 campaign was ‘scratch off” on the three dots

https://startribune.activehosted.com/index.php?action=social&chash=aff0a6a4521232970b2c1cf539ad0a19.1794&nosocial=1
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THINK OUTSIDE THE BOX
Easy win! We believe we saved more than 1500 

subscribers!

We created a simple page where customers could request 

a conversion from print to digital when the pandemic 
started.

This took pressure off the phones, allowed customers to 
submit their request outside normal call center hours and 

likely saved quite a few customers who wouldn’t have 
wanted to wait on the phone OR didn’t think about 
switching to digital until we suggested it.

Use a simple tool like LeadPages to spin up 

your landing page in a hurry (see appendix).
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APPENDIX: RESOURCES

Email creation: Many email platforms have existing templates you can tap into for ease of 

creation, no need to have a coder on staff. You can also use a simple tool like BEE PRO to 
drag and drop and create emails in a snap. They have plans starting as low as $15 a month.
https://beefree.io/bee-pro/

Landing pages: Creating landing pages can be a headache, but this online resource has 

easy drag and drop features as well as templates. It can be used for contest entries, 
collecting leads, showcasing information, and many other things. They have plans starting 
as low as $25 a month, and certain plans allow for easy integration with some email 

resources. https://www.leadpages.com/product

https://beefree.io/bee-pro/
https://www.leadpages.com/product
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Laura Burkholder

Vice President, Consumer 
Marketing
Laura.Burkholder@startribune.com

612-673-7250

mailto:Laura.Burkholder@startribune.com


- Q&A

- Discussion

- Other topics in this 
space?



Thank You

Stay in touch:

• Greatwesternaa.org

• Twitter – @greatwesternaa

• Facebook – Great Western Alliance

• LinkedIn – Great Western Alliance

• director@greatwesternaa.org

mailto:director@greatwesternaa.org

