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LEVERAGING SMS 
FOR PUBLISHERS 

AND MEDIA 
COMPANIES

“If email is your newsletter… 
SMS is your cash register!”

--Aaron J. Kotarek







THE VAST 
MAJORITY OF 
AMERICANS…

 98% – NOW 
OWN A 

CELLPHONE OF 
SOME KIND

*Pew Research





A NEW WAY FOR SUBSCRIBERS TO 
COMMUNICATE

Two-way Communication

Subscribers can respond to messages directly by 
replying to the text. 

4% response rate

Users ask questions about their account or reply 
with concerns about the content of the message



COMPARATIVE 
PERFORMANCE METRICS: 

SMS VS. EMAIL

SMS Open Rate

SMS has a significantly higher open rate of 98%, showing 
strong user engagement compared to Email.

Email Open Rate

Email open rate is lower at approximately 20-32%, indicating 
less immediate visibility compared to SMS.

SMS Click-Through Rate

SMS click-through rate (CTR) is 21%, demonstrating better 
interaction rates over Email CTR.

Email Click-Through Rate

Email CTR is much lower at 4%, suggesting less engagement in 
email marketing campaigns.

Measurable, Immediate ROI

Faster Conversions.  Higher Retention.



INTRODUCTION AND 
RATIONALE FOR SMS AS A 

CHANNEL
High Open Rates

SMS messages have a 98% open rate, making it highly effective 
for reaching audiences quickly. Near-Instant Visibility and Read 
Rates!

Strong Engagement

Publishers experience over 30% engagement rates through 
SMS, enhancing audience interaction. Click-through and 
response rates significantly exceed email!

Direct Audience Access (POCKET POWER)

SMS provides instant access to subscribers' phones for timely 
communication and messaging.

Two-Way Communication

SMS allows two-way communication, enabling feedback and 
interaction between brands and audiences.

Collect First Party Data!



SMS IS THE 
GREAT 

ATTENTION 
ACCELERATOR

 “SMS is the only channel that 
guarantees near-immediate 
attention at scale.” 

 “Speed = Revenue: The faster the 
message is seen, the higher the 
conversion probability.” 

 “SMS turns dormant subscribers 
into active revenue in minutes—not 
days.” 



CHALLENGES FACED BY 
PUBLISHERS AND MEDIA 

COMPANIES

1. Declining Effectiveness of Traditional Channels

Email once the backbone of subscriber communication is losing 
impact

2. Fragmented Audience Attention

Subscribers now live across multiple platforms (SMS, apps, social, 
web, email)

3. Weak Real-Time Engagement Capability

Most publishers still  operate on delayed communication cycles

4. Limited Personalization at Scale

Despite having rich first-party data, many organizations struggle to 
segment audiences meaningfully, tailor messaging based on 
behavior, and deliver dynamic, triggered communications

5. Churn Driven by Communication Gaps

A significant percentage of subscriber loss isn’t product 
dissatisfaction….it’s communication failure

6. Underutilization of High-Impact Channels (SMS & Mobile)



SMS STRATEGIES 
FOR BUILDING 

DIRECT AUDIENCE 
RELATIONSHIPS

Direct Audience Relationships

Building direct relationships bypasses 
algorithmic platforms for more control 
and authenticity.

Subscriber Engagement

Personalized SMS messaging helps re-
engage and retain subscribers effectively.

Revenue Opportunities

Advertising and sponsorships through 
SMS unlock new revenue streams.



OVERVIEW OF SMS CHANNELS FOR PUBLISHERS

Retention Channel

SMS retention channels help maintain ongoing 
relationships and keep users engaged over time.

Re-activation Channel

Re-activation channels use SMS to revive inactive users and 
encourage renewed activity.

Advertising Channel

Advertising channels deliver promotional SMS campaigns 
to drive sales and increase awareness.

Engagement Channel

Engagement channels focus on interactive SMS to boost 
user participation and feedback.



EFFECTIVELY 
UTILIZING SMS 
MESSAGING 



CRAFT THE 
MESSAGE WITH 

INTENTION

SMS consumers are wary of spam

Brand the message

Direct link to your O&O 

Don’t be afraid to use full URL 
instead of randomized short links



BEST PRACTICES 
FOR CAPTURING 

FIRST-PARTY 
AUDIENCE DATA

Short code sign-ups (Direct opt-in)

Campaigns across all  channels solicit  non-
subscribers to sign-up for targeted campaigns

Subscriber sign-up 

All new subscribers who subscribe online (72% 
of new starts) are presented with check box to 
opt-in to SMS messaging

Customer Service

Customers can opt-in to specific campaigns by 
requesting addition via reps

QR Codes!



Our Very First Test



Our Very First Test

1. CONVERSION!
2. ROI!
3. RETENTION!

Prior to using Subtext, our digital 
subscriptions that were being 

terminated due to missed or failed 
payments had a 91.42%+ churn 
rate….a costly drop-off in both 

audience engagement and 
recurring revenue.



RED ZONE 
GRACE MESSAGING

Targets

Users within their last 7 days of Grace – The RED 
ZONE

Message

A reminder that they haven’t made a payment. 
Intentional inclusion of branded link and direct 
phone number

Outcomes

Collected 22.42% of payments
Saved 27.55% of potentially lost revenue
Received over $100k in payments collected in just 
7 months



NEWSLETTER GROWTH
MESSAGING

Targets

Subscribers not on a newsletter list

Message

Gif and catchy message to attract sign ups. 

Outcomes

1.9% Clickthrough rate
.07% Conversion rate



CREDIT CARD EXPIRATION
MESSAGING

Targets

Subscribers with a payment method expiring in the 
next 28 days.

Message

A reminder to update their credit card before 
expiring and losing access.

Outcomes

39% of contacts updated payment method
Retain average of $2.6k in revenue per week



WINBACK
MESSAGING

Targets

Subscribers who have stopped due to non-pay in 
the last 7-15 days

Message

Friendly note that their account has expired.

Outcomes

14% of contacts restarted
Reactivated over $20k in recurring weekly revenue



ADVERTISING OPPORTUNITIES



SPOKESMAN 
DINING DEALS







UPCOMING TESTS

Acquisition
Direct Mail follow up
Content targeted CTA

Retention
Disengaged Users
Digital Activation
Digital Zombies

Newsroom
Two-way conversations (Newsroom)
Breaking News Alerts
Newsletter mobile delivery



OTHER 
OPPORTUNITIES

• Solicit Philanthropic Donations

• Credit Card Expirations-Declines

• Convert to EZ Pay

• Breaking News Alerts

• Newsletter Distribution

• Download/Authenticate the App

• Delivery of Ads/Coupons

• Promotion of Events



CONCLUSION: HARNESSING SMS TO TRANSFORM AUDIENCE 
ENGAGEMENT AND SUBSCRIPTION SUCCESS

Boosting Audience 
Engagement
SMS channels provide direct 
communication, increasing 
reader interaction and 
engagement effectively.

Enhancing Subscription 
Renewals
Automated SMS reminders help 
improve subscription renewals 
and customer retention rates.

Driving Advertising 
Opportunities
SMS marketing opens new 
avenues for targeted advertising 
and revenue growth for 
publishers.

Leveraging Data-Driven 
Strategies
Data analytics integrated with 
SMS allows publishers to tailor 
content and maximize impact.



Aaron J. Kotarek
General Manager, Chief Operating Officer

www.linkedin.com/in/aaronkotarek

POCKET POWER: USING SMS TO RESCUE 
SUBSCRIBER REVENUE AND DRIVE 
ENGAGEMENT

“If you are not 
networking, you 
are not working!”
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