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WHAT YOU WILL GET OUT OF THIS GUIDE

Today’s consumers are spoiled for 
choice. They have more options for 
accessing streaming content than ever 
before, and the number of possibilities 
keep expanding. 

More competition for their attention 
means subscriber loyalty is no longer 
guaranteed. SVoD businesses have to 
work for it. They must also work much 
harder to attract new users and help 
guide them through each stage of 
the subscriber lifecycle, which is why 
a new data-driven, insights-focused 
approach to acquisition, engagement, 
and retention is essential to business 
success.

This guide outlines what that approach 
should look like. It also highlights the 
metrics you should track to enhance 
each stage of the customer journey.

KEY TAKEAWAYS FROM THIS  GUIDE :

1. Data visualization is no longer a nice 
to have: With every service vying for the 
same limited consumer attention, having 
the full picture of user engagement, and 
unlocking the data-driven insights to 
increase it, is critical. 

2. Every stage of the subscriber lifecycle 
is unique: Different metrics must be 
monitored at each stage, informing 
the most effective action to maximize 
platform success.

3. Not all data visualization tools are 
created equal: An audience insights 
platform can transform data into 
actionable intelligence, empowering better 
business decisions that grow the bottom 
line.

4. Each service must carve its own 
path: Standing out from the competition 
depends on a unique approach to the 
business pressures and subscriber 
demands experienced by that service. 
Understanding the ‘why’ behind these 
factors is key.

5. The importance of taking action 
today to ensure success tomorrow: 
New SVoD businesses have a huge 
opportunity to carve out a niche against 
industry incumbents. But, capitalizing on 
this means putting a system in place to 
create a data-driven cycle of success.
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It wasn’t too long ago that just a few names dominated a video streaming space that 
looked vastly different to what we have today. Success on platforms like YouTube used to 
mean getting a few thousand views rather than tens of millions, showing just how far the 
industry has changed in a little over a decade.

To suggest consumers have embraced SVoD services since then would be an 
understatement. It’s far more accurate to say widespread access to video streaming has 
forever changed the rhythm – and economics – of home entertainment, while ushering in 
the decline of pay-TV.

According to Statista, by 2024 there will be almost 950 million SVoD subscriptions 
worldwide.1 Currently, many of those are under the control of major players such as 
Netflix and Hulu, but niche services have also seen significant success in recent years. And 
competition for share of consumer wallet has become fierce as a result.

MOVING CONSUMERS FROM ONE STAGE TO THE NEXT

Regardless of their size, all SVoD businesses share a common goal: getting new users 
through the door and transitioning them as quickly as possible from trialist to paid-up 
subscriber. But, as the number of streaming services has grown, this has become more 
difficult.

With at least 800 video-on-demand services 
in the US alone, maximizing lifetime value at 
every stage of the subscriber journey is no 
longer just a nice to have – it is a necessity 
for growth. While conversion will always 
be a critical metric, the new end goal is 
transitioning subscribers into die-hard fans 
which means truly understanding each 
viewer on an individual level to know what 
makes them tick.

1 Gross number of subscription video on demand (SVoD) subscribers worldwide from 2015 to 2025

https://www.statista.com/statistics/949391/svod-subscribers-world/
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Making this a reality requires a holistic view of user behavior. It depends on data. 
Fortunately, streaming services have this in abundance. 

The challenge? Accessing it.

For many OTT services, this data is trapped within their various systems and databases. 
It isn’t available in a joined-up fashion, nor is it easy to glean insight from in its raw, 
unstructured form.

When it comes to data analytics, streaming services face a software problem, not a 
data problem, which is why visualization tools sit at the heart of getting a deeper 
understanding of user behavior. After all, raw data doesn’t hold much value until it’s 
transformed into meaningful insight.

Having a solution in place to collect, structure, and visualize data from across the business 
is the key to changing that. There are many options available on the market and each will 
present data in its own way, prioritizing different aspects of data interaction. 

Adopting a solution like Wicket Scorecard, which is designed for the OTT industry, can 
make things easier. Wicket Scorecard automatically aggregates and harmonizes data from 
all back-end systems. It then applies machine learning and AI to help identify additional 
insights and trends, eliminating heavy manual processing that can sneak in when 
investing in a tool not specifically created for SVoD businesses.

Regardless of what platform you choose though, here are the metrics to focus on and 
actions to take in order to enhance each stage of the subscriber journey.

ACTION TO TAKE

• Run targeted lookalike campaigns to enhance the user acquisition funnel

• Identify which marketing channels are most effective

• Track acquisition costs
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ACQUISITION

Acquisition with a high conversion rate is critical to the success of the entire operation. 
Without it, the stages that follow are irrelevant. For that reason, you want to remove as 
much guesswork as possible from the process.

1. RUN LOOKALIKE CAMPAIGNS

The best way to enhance the acquisition funnel is to run targeted subscriber lookalike 
campaigns. Use your chosen data tool to uncover two important data sets: users who 
have been subscribed the longest, and have the highest engagement rate across the 
board. These metrics will help find users who are happy with your service and perceive 
value from the offering.

Draw parallels between these data sets and focus on users who rank highly for both. 
You’ll end up with a tailored list of loyal subscribers, which you can use to run targeted 
campaigns on Facebook, Twitter, and Google Ads. Because you’re using a list of viewers 
who are actively engaged, those you reach based on their viewing habits will be more 
likely to convert.

2. IDENTIFY THE MOST EFFECTIVE MARKETING CHANNELS

To optimize this process further, it is important to test the performance of different user 
acquisition channels. This makes it easy to work out which platform should get the bulk of 
your marketing spend. Query your data visualization tool to understand what social media 
or advertising platform is more effective for acquiring new trialists. 

You’ll use this data again in the next stage 
of the subscriber lifecycle when we turn 
our attention to enhancing conversion, so 
it’s important to get a good handle on it at 
the acquisition stage.
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3. TRACK ACQUISITION COSTS (AND WHY THIS UNDERPINS EVERY OTHER 
STAGE)

Next, turn your attention to understanding customer acquisition costs. Find out how long 
it takes each subscriber to become profitable for your service. This is a key heartbeat 
metric for any SVoD business and is another figure that’s essential to track correctly, as it 
will underpin every stage of the subscriber lifecycle from this point forward. 

Your data platform of choice must help you to uncover:

• The average customer acquisition cost

• Average lifetime value

• The lifetime value to acquisition cost ratio

• Average revenue per user

Without these insights, you won’t be able to compare monthly and annual trends and 
won’t know where best to focus your retention or subscriber loyalty efforts. For example, 
comparing the lifetime value to acquisition cost ratio will enable you to truly understand 
how profitable your business is over time. This is critical as it further informs you about 
where to direct spend. 

A low ratio suggests more marketing budget should be directed to the most effective 
acquisition channels. A high ratio suggests your users are already staying with your 
service for a long time. In this case, continue to invest in retention while also shifting your 
attention to growth.
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CONVERSION

If the runaway success of Disney+ has taught the industry anything, it’s that making the 
most of your content catalog matters. So does leveraging data to ensure that customers 
can quickly find the content they’re after. A streaming service’s library is arguably its most 
important tool for acquiring new users, and the House of Mouse cemented its streaming 
service as a serious contender by leaning into the value of its original series. 

Creating active fans that go deep into at 
least one series is important for converting 
trialists and keeping them subscribed 
from one month to the next. To optimize 
conversion for your own service, then, you 
too must identify what assets most often 
convince users to subscribe (often referred 
to as a trial driver).

1. IDENTIFY TRIAL DRIVERS AND CAPITALIZE ON THEM

The best way to identify these assets is to track the content new users watch after they 
sign up for your service.

This is useful for two reasons: not only does it enable targeted content promotion 
to acquire new subscribers, becoming its own lookalike sub-group to reach with an 
advertising campaign, it also provides a valuable bank of content for nurturing stalled 
trialists and encouraging them to give your service another try.

2. UNDERSTAND YOUR CONVERSION RATE METRICS

From there, turn your attention to conversion rate metrics. Revisit the data insights you 
gleaned from the acquisition stage about your most effective marketing channels and 
feed in the conversion status of each trialist. 

Pairing these information sources in your data visualization tool enables you to 
understand the most effective channels for attracting users. It will also uncover what 

ACTION TO TAKE

1. Track trial drivers for targeted 
promotion and nurturing of stalled 
trialists

2. Understand your conversion rate 
metrics
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channel most often leads to a conversion, enabling you to optimize your new user 
acquisition spend in the future.

More advanced platforms will streamline this process for you, providing these insights 
as part of your conversion rate dashboard. They also offer insight across the complete 
subscriber lifecycle, which is valuable to track how performance changes over time, and 
for working out the true value of each subscriber compared to the acquisition costs 
associated with that channel.

 
RETENTION

By this point, you’ve spent a large amount 
of effort, money, and resources to attract 
and convert new subscribers. Now it’s time 
to make sure they stay – or win them back 
if they do decide to churn. This is a critical 
stage to overall growth, as a modest 5% 
increase in customer retention can produce 
a 25% increase in profit in the long run.2

2 Prescription for cutting costs

ACTION TO TAKE

1. Identify and take action against the 
biggest churn factors

2. Implement win-back campaigns for 
lost subscribers

3. Find content relationships for targeted 
promotion and greater engagement

https://media.bain.com/Images/BB_Prescription_cutting_costs.pdf
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1. TACKLE THE BIGGEST CHURN FACTORS

Understanding why customers leave helps you work out how to keep others coming back 
for more month after month. In order to do this, you’ll want to track whether subscribers 
were active to the point of churn, whether they had watched blockbuster content assets, 
what device they used, the marketing channel that acquired them, and whether they’re 
exhibiting similar behavior to other viewers like them.

These factors are a good starting point for working out the unique churn hurdles your 
service must overcome. For example, if a lot of subscribers who use your Android app 
are leaving the platform, that implies there is an issue with the app that impacts the user 
experience.

Many other considerations go into managing subscriber churn as it is a large and complex 
topic. Fortunately, we have an extensive whitepaper tackling this issue. Download it here 
for a deeper understanding of the different types of churn and specific tactics to help 
lower your churn rate.

2. EMPLOY TARGETED WIN-BACK CAMPAIGNS FOR LOST SUBSCRIBERS

The metrics highlighted above are also important for understanding whether users who 
churn are worth pursuing. Many are, but some will be a lost cause. It’s important to 
recognize the difference between the two in order to protect your profit margins. 

This is another complex area, but we have written a separate guide dedicated to the topic 
of win-back campaigns. Here you’ll find out how best to approach this, including the three 
types of subscribers at greatest risk of churn and practical advice on how to win them 
back once they decide to leave.

3. UNDERSTAND THE RELATIONSHIPS BETWEEN CONTENT ASSETS

You might have the best content available, but if you’re not promoting it to the right 
audience, retaining loyal subscribers is going to be an uphill struggle. 

https://www.wicketlabs.com/resources/subscription-churn-whitepaper/
https://www.wicketlabs.com/resources/subscription-churn-whitepaper/
https://www.wicketlabs.com/resources/expert-guide-how-to-win-back-lost-subscribers/
https://www.wicketlabs.com/resources/expert-guide-how-to-win-back-lost-subscribers/
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Not all content will have the same impact on user engagement. Therefore, knowing what 
assets to promote to different subscriber groups cannot be based on simple metrics 
like viewer count, or left entirely to a recommendation engine. Instead, use your data 
visualization tool to track how users engage with different assets – i.e. where do they go 
after watching a blockbuster series, and do they watch that content to completion? 

This level of insight is the key to finding out what your audience likes and giving them 
more of what they want. It’s useful for luring back stalled subscribers too. By identifying 
content that would bring them back into the fold based on other users like them, it is 
possible to create a targeted content promotion funnel to reach the right subscriber at 
the right time with the right content.

 
GROWTH AND LOYALTY

Being able to turn your customers into 
die-hard, loyal fans is what every company 
strives for. Again, data analytics can be used 
to identify the markers of loyal behavior 
and activate them across the board to drive 
new revenues. It’s also the secret to better 
personalizing and monetizing your content 
offering once you reach the growth phase.

 
 
1. TRACK CONTENT ENGAGEMENT AND MONITOR HOW IT CHANGES OVER 
TIME

Start by returning to your user engagement metrics. Scour the stats related to your site 
and app analytics integrations to find out what content attracts the most engagement. 
This makes it possible to track popularity over time, lifetime value of specific show 
audiences, and content ratings correlated to consumption.

ACTION TO TAKE

1. Identify what content types attract the 
most engagement

2. Track how engagement changes over 
time

3. Plan for future success based on 
changes to user preferences
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Sector-specific solutions, such as Wicket Scorecard, will even provide a breakdown of your 
library by genre. This helps you identify what percentage of total viewing minutes go to 
each asset type. Paired with insight into your biggest trial drivers from the conversion 
section, this paints a more accurate picture of where future content licensing spend would 
be best placed.

Understanding what people want to watch will help you demonstrate the breadth of your 
content offering. By monitoring the frequency and scale of consumption, you will also be 
able to further understand the value of each content asset and its impact on customer 
lifetime value.

2. PLAN FOR FUTURE SUCCESS BY UNDERSTANDING WHAT CONTENT USERS 
WANT

It’s important to remember the success of original content is also informed by analytics. 
Netflix has been very outspoken about how it leverages data to create its blockbuster 
original content. Niche players can achieve this for themselves and increase their own 
appeal by having a deeper understanding of what content success should look like, 
identifying and understanding how consumer preferences and viewing habits change over 
time. 

Tracking content engagement across the long-term not only helps create a better 
user experience by helping users find content they love. It also helps inform content 
acquisition strategies to continue delivering on that goal.
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How to Move Subscribers from 
Trialist to Die-hard Fan

The Subscriber Journey

1. Acquisition

• Subscriber 
Happiness

• Marketing 
channel 
performance

• Acquisition costs 
& CLV/CAC ratio

3. Retention

• Churn metrics

• Attention metrics

• Content 
completion 
metrics

4. Growth

• Library 
breakdown & 
Engagement 
insights

• Customers by 
plan

• Engagement 
metrics

2. Conversion

• Trial drivers

• Stalled trialists/
Conversion rate 
metrics

Most effective marketing channel 

identified based on acquisition costs and 

performance data.

Lookalike campaign implemented to 

attract subscibers likely to stick around.

Trial drivers identified and actively 

promoted to trialists to encourage initial 

engagement.

Trialists convert into paid subscriber.

Data analysis of the entire subscriber 

base used to indentify the biggest 

reasons for voluntary churn. Taking 

insight-led action to enhance retention.

Targeted win-back campaign 

implemented to lure back subscribers 

lost at this stage. Thereby lowering 

overall customer acquisition costs.

User engagement continually tracked 

over time to identify changing user 

preferences ahead of time, enhancing 

engagement and perceived value.

Platform insights and content 

engagement metrics used to plan for 

the future. Library expansion based on 

the needs and desires of the existing 

subscriber base.

Lastest content used for targeted 

content promotion based on viewers 

who have engaged the new blockbuster 

content or original series.
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Success for each SVoD business will mean testing how best to acquire, convert, retain, and 
increase the loyalty of their particular audience.

Parallels can be drawn across the industry, and the importance of this cannot be 
downplayed: it’s critical for benchmarking, helping to inform where best to divert your 
marketing spend. However, standing out against the competition depends on adopting 
a unique approach to the particular blend of business pressures and viewer needs being 
experienced by your service.

THE VALUE OF AN AUDIENCE INSIGHTS PLATFORM

Understanding the data at your fingertips is critical to delivering on that, which is why data 
visualization tools are so important. But not all data visualization tools are created equal.

An audience insights platform like Wicket Scorecard takes data visualization to the next 
level. It bridges the gap between content, marketing spend, and your technology stack 
to provide a better understanding of business trajectory and how your decisions impact 
success. 

HOW WICKET SCORECARD CAN FURTHER ENHANCE THE 
SUBSCRIBER LIFECYCLE

Regardless of which stage of the subscriber lifecycle you’re looking to improve, Wicket 
Scorecard can help to enhance its performance.

The platform has several features that provide an added advantage:

• The benefit of machine learning: 
Understanding subscriber happiness 
is a complex process. Wicket 
Scorecard removes that complexity by 
introducing a new way to think about 
user health. It is called the Customer 
Happiness Index, or CHI® Score. The 
CHI Score uses machine learning and 
dozens of data elements to assign 
each subscriber a unique score based 

CASE STUDY:  HOW 
UNDERSTANDING THE 
USER EXPERIENCE 
BOOSTS ACQUIS IT ION

Urban Movie Channel (UMC), operated by RLJ 

Entertainment, has quickly carved out a niche in the 

streaming space. Featuring original urban-themed 

movies and television series, UMC has ...(continued)   
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on a measure of their loyalty, content 
consumption, activity, and experience.

• Understand the value of your 
content library: Take a deeper dive 
into content consumption habits 
at the individual user level and 
support targeted content promotion 
to subscribers with similar viewing 
habits with Content Explorer.

• Know if you’re on track: The 
challenges of today’s attention 
economy are industry wide, so 
valuable lessons can be learned from 
your peers. Wicket Scorecard gives 
a confidential assessment of how 
your service is performing compared 
to the rest of the industry for key 
metrics including conversion, churn, 
and overall engagement.

• Streamline user acquisition: Wicket 
Scorecard has everything you need 
to make your data actionable with 
the Subscriber Export feature. Use 
it to quickly and easily acquire more 
of your best customers through 
Facebook, Google, and Twitter by 
running lookalike campaigns and lure 
back lost users.

• Enhance engagement by escaping 
the echo chamber: Use the Attention 
Index feature to find hidden gems in 
your library – i.e. content few people 
know about but those that do love. By 
tracking the percentage of users who 
stick around to watch more than 75% 
of a video asset, this tool is also very 
useful for knowing whether content 
you promote is targeted and aligned 
with what subscribers are looking for.

(continued)... been able to 

generate a loyal, highly 

engaged user base by 

integrating Wicket Scorecard 

into its daily processes and 

leveraging the platform for 

continued success.

Having deeper insights at 

their fingertips has led to 

better, more informed marketing decisions. UMC 

has been able to tailor how, when, and where they 

present content for maximum effect.

UMC has also used the CHI Score to identify 

lookalike audiences for targeted Facebook and 

Instagram campaigns, which have since become the 

service’s best performing platforms for new user 

acquisition.

“Having so much actionable data to drive acquisition 

and achieve the results we have has been 

impressive … Every time the [Wicket Labs] customer 

success team shows us a feature I think, “oh my 

gosh, we need to use that!” That’s the good part 

about having such a robust tool like an audience 

insights platform.” – Sylvia George, General 

Manager at UMC.

Read the full UMC case study, and others from our 

international client base, in the Resources area of 

WicketLabs.com.

https://www.wicketlabs.com/wp-content/uploads/2020/05/umc-case-study.pdf
https://www.wicketlabs.com/resources/#resource-grid|Case-Studies|1
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USING DATA TO ENHANCE EACH STAGE OF THE SUBSCRIBER LIFECYCLE

As an action-orientated platform, Wicket Scorecard offers enhanced visibility into your 
user base. It guides business decisions through audience insights, using your internal data 
to improve user acquisition and reduce churn. Paired with an industry-leading customer 
success team, Wicket Scorecard does all the heavy lifting for you.

TAKE ACTION TODAY TO ENSURE SUCCESS TOMORROW

The effective use of data supports growth and enables SVoD businesses to attract, convert, 
and keep their subscribers through all phases. And, as competition increases, data-driven 
insights will be what separates the winners from losers in a crowded SVoD arena.

Putting the right platform in place creates a cycle of success, making it easier to advance 
users through the various lifecycle stages and increasing the likelihood they will become a 
loyal, die-hard fan.

Once you get the foundations in place to create those fans (i.e. identifying and nurturing 
your best customers) it is then possible to attract more subscribers just like them, while 
also unlocking the insight necessary to further enhance platform performance. 

Learning from your subscribers in this way helps drive loyalty and engagement across 
the board. It also enables your service to reach its full potential and remain a profitable 
business for years to come.

See how Wicket Scorecard can unlock hidden insights from your platform

LEARN MORE

To find out more about what Wicket Labs can do for your business, 
visit www.wicketlabs.com

https://www.wicketlabs.com/wicket-scorecard/
http://www.wicketlabs.com

