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Insight to grow profitable subscription businesses.

Daily News & Info

Membership Portal

Vendor Directory

Online Training & Webinars

Events & Conferences

www.subscriptioninsider.com
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UPCOMING

EVENTS

www.subscriptioninsider.com/EVENTS

How to Select the Right 

Subscription Technology 

For Your Business

Tuesday, August 23, 2022 1:00 AM EDT
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Actionable Insight and 
Advanced Strategies for What’s Next

Join us in New York City or via Live Stream. 

Main Conference is November 9-10

Pre-Conference Boot Camps is Nov. 8th 

www.subscriptionshow.com



The subscription platform 
powering possibilitie s

Presented by

Theresa  McEndree , CMO

How to never lose  

a  subscriber
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What’s the  real challenge?

Anytime you want to do anything new with subscriptions –
from bundles and promotions to payment methods and 
integrations – there’s a lways another roadblock standing in 
your way. 
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Keep a good thing growing�

Grow faster

How leading consumer brands manage  and 

grow the ir subscription revenue

Grow strongerGrow smarter

Revenue  growth for 

top 130 customers

20x
Avg. rate  recove red 

revenue  for 

customers

73%
Monthly avg 

subscribe rs

50M+



Market realities
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Macro-economic and consumer trends 

● Macro-economic trends

○ “Revenge  Spend” in out of home 

○ Supply chain challenges

○ Uncertain economic outlook 

○ Inflationary pressures

○ Global uncertainty

● Consumer shifts

○ Omni-channe l 

○ Higher consumer expectations

○ Experience  + access > ownership

○ Value  > brand loyalty

80%
Shopping across 3+ channe ls

Source : PWC

95%
Impacted by inflation

Source : Dynata

https://www.pwc.com/gx/en/industries/consumer-markets/consumer-insights-survey.html
https://www.dynata.com/content/Dynata-GCT-Economic-Crossroads.pdf
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Source: Mckinsey & Company

Why
Subscriptions?

Value .

Quality.

Varie ty.

Convenience .

Personalization.

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/sign-up-now-creating-consumer-and-business-value-with-subscriptions


RECURLY FACT

U.S. consumers fee l more  loyal to (51%) and 
spend more  money (42%) with brands and 
business they subscribe  to.
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8x
Rate  of subscription company growth 

vs non-subscription 



“Winning companies are  investing time  and re sources 

into re imagining the ir business mode ls to unlock the  

power of consumer-centric, data-driven growth—which 

our analysis suggests is a $1.7 trillion to $3 trillion 
opportunity across industrie s.”

- McKinsey & Company
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Source: Profitwe ll

The DTC Shift

● Own your brand, customer 

expe rience , and data

● Opportunity to build 

community and brand 

loyalty, ie . increase  

customer LTV and AOV

● Multi -channel approach -
wholesale , ecomm, re tail, 

partne rships

138% growth
2019 to 2023

Source : eMarke te r

https://www.profitwell.com/recur/all/direct-to-consumerdtc-metrics
https://www.aptean.com/en-CA/insights/blog/rise-of-dtc-how-to-compete


The takeaway: 

Leading consumer brands will grow 
exponentially through subscriptions.



RECURLY FACT

31% of U.S. consumers plan to cance l 

one  or more  subscriptions this year.
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Top reasons subscribers choose  to cance l*?

*Recurly: 2022 Endemic impacts & trends in subscriptions report
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7.2%
Of subscribe rs are  at risk each month due  to 

involuntary churn



What does it take  to keep a  
good thing growing?
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Grow faster Grow smarter Grow stronger
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Ite rate . Experiment. Adapt.

• Consumers want a personalized , custom 

subscription plan in just a few clicks

• Businesses need to test and optimize - quickly -

for positive  downstream revenue  impact

• Lower the  total cost of ownership . Simplify 

billing and payments tech stack with an 

integrated, flexible  subscription platform that 

pivots quickly with trends. 

76%

Source : McKinsey

Demand 
personalization

*

Grow faster

https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
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Two subscription offering comparisons

NxN build your box FabFitFun plan comparison

https://www.nxnbeauty.com/customize-your-box
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Deliver options across the  subscriber lifecycle

• Trial lengths

• Flexible  payment me thods 

• Billing frequency (67% pre fe r monthly)

• One-time  purchases

• Custom bundles 

• Ad-based tie rs (media brands)

• Registration vs. paywall (publishe rs)

• Gift options

50%

Source : Customerthink

Will abandon cart without pre fe rred 

payment method

Grow faster

https://customerthink.com/how-having-various-payment-methods-can-help-your-customers/
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How do your subscribers like  to consume?

• TIME offe rs multiple  ways to engage  

with pricing to accommodate

• Bundles create  ways for multiple  

subscribe rs to engage , driving 

loyalty

• Diffe rent plans have  associated 

offe rs creating diffe rent leve ls of 

value
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Unlock subscriber insights. 
Grow re la tive  ARPU/ LTV.

• Subscribe r feedback begins at sign-up - and re tention 

opportunitie s continue  throughout the  subscribe r 

lifecycle

• Analyze  diffe rent sign-up cohorts and subscribe r 

segments - who’s your ideal subscribe r?

• Analyze  voluntary and involuntary reasons for churn

Grow smarter 
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• Apply preventative  measures

• Launch dynamic, automated payment re try 

logic

• Dunning best practices, including an auto, 

multi-channe l comms strategy 

recurring transactions at 

risk of failure

13%

reasons a payment fails

2000+

added to LTV if recove red

12m

“After implementing 
Recurly, Output saw an 
astounding 45% 
decrease in card 
declines.”

- Brian Zarlenga, General Manager

Don’t disrupt your subscriber experience .
Minimize  involuntary churn interruptions.

Grow smarter 
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Recurly Technology: Dynamic Credit Card Retry Logic

Dynamic Retry Logic

Recurly’s analytical mode ls use  data 

points from millions of historical 

transactions to gene rate  a transactions 

re try schedule  customized to attribute s of 

each invoice

31

Credit cards can decline  for 2000+ unique  reasons. 

A one  size  fits all approach is not tenable  to recove r subscribe rs.

Model treatments are  specific to industry  

(ex: OTT) or generic across all data points.

Days afte r initial transaction decline

In
v
o

ic
e

 R
e

c
o

v
e

ry
 R

a
te

Recovery by Treatment Group

Recurly recovers a percentage of both 

‘hard’ and ‘soft’ card declines to improve 

billing continuity and reduce churn
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Dunning Effectiveness

Understanding how your dunning programs are  

driving impact is critical - to both maximum revenue  

collected and minimize  time  to collect. Of the  

invoices that go past due , this report tracks the  

dunning recove ry rate , amount of revenue  

recove red, and number of subscriptions saved.

Ways to use this report:

● Monitor your dunning recove ry ove r time  and 

continually optimize  schedule  length, number 

of emails sent, a/b te sts

● Understand the  e ffectiveness of dunning 

against your re try process - separate  out 

re trie s vs. email sends to optimize  each 

process 
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Be ready to scale  without limits

• High volume, high ve locity transaction processing 

• Apply industry best practices and benchmarks

• Anticipate  challenges with an experienced partne r

• Ensure  your tech stack has the  necessary security and 

compliance  backbone  

• Global ready - recognize  localized requirements for 

currencies, payment gateways, tax, and language

• Lean into the  full subscribe r lifecycle  - even cance lation

Grow stronger



• Create  a sense  of community with 

your subscribe rs

• Translate  ideas from offline  brands 

digitally

• Drive  re fe rrals

• Re inforce  value  of se rvice

• Reward loyal and engaged 

subscribe rs

Grow stronger

306% higher LTV
for brands with emotional connection
Source : Motista

Build community and loyalty

https://findstack.com/branding-statistics/


RECURLY FACT

52% of U.S. consumers would 

consider pausing over cance lling.
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Grow stronger

• Should be a positive experience
• Legal + brand sentiment impact 

• Multi -step process

• Opportunity for feedback + insight for win -

back campaigns

• Promotions based on data

65%
positive customer experience over advertising
Source : PWC

Alternatives to cancel

https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/future-of-customer-experience.html
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Keep a  good thing growing TM

Growth is possible and powerful with 

subscriptions

• Grow faster with flexibility to te st and ite rate , 

pe rsonalize  plans, and go global with ease

• Grow smarter with a 360° subscribe r view and 

revenue  optimization engine  

• Grow stronger with the  expertise  and tech stack to 

support high volume, high ve locity processing, data 

security, and compliance  for global expansion.
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Complementary Benchmark Analysis

We’ll work with you to benchmark pe rformance  for subscribe r re tention against 1,000s of like  merchants 

and e stimate  exactly how much more  revenue  you could be  recove ring.

Backed by data from millions of monthly transactions, your revenue  recove ry assessment includes:

• Consultation with a revenue  recove ry expe rt on your business and needs

• Data-backed predictions of how much revenue  you can recove r each year

• A complimentary churn success kit to he lp you put insights into action

The  ave rage  monthly revenue  recove red is 70%, increasing revenue  by 12% MoM. What could yours be?

Please email me at tmcendree@recurly.com. 

mailto:tmcendree@recurly.com


Thank you

@recurly

/company/recurly-inc-

/use r/RecurringBilling

recurly.com

Questions?
tmcendree@recurly.com
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Keep a good thing growing at 
Subscription Show 2022!

Use promo code RECURLY30 at checkout 

for 30% off your in -person or virtual ticket!

Join us at the leading subscription business conference to see 
the latest strategies and tactics for subscription success.

Subscription Show 2022

● Nov. 8-10

● CONVENE Confe rence  

Cente r in New York City

● Attend in pe rson or 

virtually
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