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The 4 pillars of 
our reader 
revenue strategy



We believe a successful reader revenue 
strategy is essential to keep our journalism 
open and freely available 

Four pillars of our reader revenue strategy

One



Understand the relationship 
between print & digital 

Four pillars of our reader revenue strategy

Two



Develop digital subscription revenues
to offset declining revenue lines

Four pillars of our reader revenue strategy

Three





Leverage our global reach and wide addressable 
audience in order to grow financial support 

Four pillars of our reader revenue strategy

Four



Pre-contributions support 



Now, a truly global 
support base



114,000 
print subscribers 

digital 
subscribers

475k
one off

580k
members and 
recurring
contributors

419,000 

We have over 1 million digital ‘supporters’ in addition to one-off 
contributors and print subscribers 

*Figures from December 2021



The Guardian’s 
supporter model



The key lessons from our 
contributions business 

How we use these to create 
moments of high growth - 
and what we have learned 
along the way

Our supporter model in-depth



1. Listening to our readers



1. Listening to our readers 
- what they told us

Our Independence

Quality journalism

Open platform (no paywall)

Protecting Free Press

Challenging the powerful

The Motivations for Support



2.  Creating the right space within our journalism

Traditional 
marketing channel 
served through an 
ad slot and sitting 
outside Editorial 
space

Custom native 
unit, 
embedded in 
our journalism 
and presented 
to the reader at 
a natural 
moment

90 x improvement 



3.  Crafting the pitch

Our core pitch seeks to provide context, articulate our values and link them both to Support



4.  Innovation through optimisation 
Keeping Count



4.  Innovation through optimisation 
Staying innovative



Making 
moments



Moments are a way to showcase the great work our 
journalists are doing, in areas we know motivates our 
audience to support us 

They’re not traditional marketing campaigns, they live 
exclusively on our own platforms and include specially 
commissioned editorial 

Completely informed by our testing, optimising amd 
deep understanding of our audience’s motivations 

What Moments are



Moments



Moments



We fail more than we succeed



Pandemic trends



Physical to Digital 



Print edition: 
Anonymous to Known acceleration 



Newsletter focus



Boost in Audio 
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