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OUR MISSION: We are an independent, nonprofit 

organization that works side by side 

with consumers to create a 

fairer, safer, healthier world.



HOW WE ACHIEVE IT

Rigorously testing 

products and services

Advocating on 

behalf of consumers

Investigating and 

highlighting market problems

Equipping consumers to make 

informed, meaningful decisions

Policies and standards 

in favor of consumers

Safer products, better value



BY THE NUMBERS

6m+
Subscribers 

60
state-of-the-art labs

$230+m
Revenue 

327acres

at Auto Test Center

5000+
Products and services tested annually

0
Advertising

80
years since our founding



Transactions were the core focus

In how we interact with consumers

“Subscribe”   | Minimal engagement   | Limited focus on our mission

And how consumers perceive us

Large purchase moments   | All about reviews



Meanwhile, technology changed everything

• Free competitive content

• User reviews

• Social media

• Cause marketing

• Trust factor

• Information overload

• Choice overload

• Immediate gratification

For brands For consumers



To remain relevant, we are pivoting

Relating to the conducting of 

business, especially buying 

or selling

Relationship with, bond with, 

understanding of/for



(Re)building brand affinity - from the inside out

• Clarity around brand, purpose, audience

• Staff engagement

• Organizational alignment

• Communicating our purpose

• Engaging along the way

• Leveraging data to personalize

Internal efforts

Consumer facing



Internal Efforts



Clarity around purpose, brand and audience

Who is CR?

Who do we serve?

Mission

Vision

Brand positioning 

and attributes

Attitudinal 

segmentation

Target segments 

For growth 



Staff engagement



Shared goals, enterprise

scorecard with brand KPIs

One marketing team

Organizational structure alignment

Siloed marketing teams

Distinct goals

Creative driven 

performance and brand

Overall contact strategyAir traffic control for contacts

Creative driven by performance

Reallocation to the top of

the funnel
Spend focused on conversion



Consumer Facing



Communicating our purpose



Communicating our purpose



Creating engagement in front of the paywall

13M UVs

Traffic up 20% YOY

78% of that growth is 

for content in front of the paywall

6% from partnerships



...and behind

Biweekly engagement emails

25% Open Rate

23% CTO



At zeitgeist moments where we play a critical role

Equifax Breach: What you can do to protect yourself

30% Open Rate

23% CTO



Leveraging data to personalize the experience



“I am still learning”

– Michelangelo at age 87



At 80 years old, we are a work in progress

• Landing on the right KPIs 

• Finding the right balance -

what’s in front of the paywall, what’s behind?

• Putting the emotion back into our brand

• Participation for consumers



Key takeaways

• Engage internally to engage externally

• Look at ROI - but don’t let it rule your world

• Own, live, breath your purpose



Thank you


