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The Journey:
From subscription to 
membership
By: A Malaysiakini Member
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Together, they changed the Malaysian 
political media landscape

Founders:

Premesh Chandran (CEO)

Steven Gan (EIC)

Since 1999



2002 - Malaysiakini launches 
subscription
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● Started with 1000 subscribers
● Launched BM site in 2003 - Remains 

a free site until 2020
● Launched Chinese site in 2005 - 

subscription
● First time price increase in 2004 

(RM100-RM120-RM150-RM200)



4

Website: Early days when design was the 
last on the list
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Website: Today when UX is a priority
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2014 Buy a Brick campaign saw 1.7 million 
raised by the Malaysian public
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2018 Legal Defence Fund raised 
RM350,000 in 12 days
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Malaysiakini is literally transparent
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What was our relationship to our readers?
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What is the outcome of a purely 
transactional relationship?

ELECTIONS ELECTIONS ELECTIONS ELECTIONS

MEMBERSHIP OR 
DIE?



11

Soul searching… To membership or not to 
membership?

NOT CONVINCED!
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The outcome?

SUBSCRIPTION MEMBERSHIP
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2019: A new membership team...

BRANDING

MARKETING

PARTNERSHIP

RESEARCH & 
ANALYSIS

CUSTOMER 
SERVICE
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Who works on membership today?
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Newslight
The magic subscription manager

FOR SALE
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What do we offer members?

Lorem ipsum dolor sit 

amet, consectetur 

adipiscing elit, sed do 

eiusmod tempor 

incididunt ut labore et 

dolore magna aliqua. 

Ut enim ad minim 

veniam, quis nostrud 

exercitation

Ut enim ad minim 

veniam, quis nostrud 

exercitation

● Duis aute irure 

dolor in 

reprehenderit in 

voluptate velit 

● Esse cillum 

dolore eu fugiat 

nulla pariatur

Excepteur sint 

occaecat cupidatat non 

proident, sunt in culpa 

qui officia deserunt 

mollit anim id est 

laborum.

NEWSLETTER KINI COMMUNITY INVITATION TO 
EVENTS
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March 2020 - COVID Strikes - Malaysia 
Goes Into Lockdown

Subscription was increasing

Question: How to sustain? 
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May 2020 - Chief Membership Officer...

Experiencing existential 
numbness 

from not knowing 

what else to do... 
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June 2020 - When the students are 
ready, the saviours appear...
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Where are we at today with 
membership?

STILL LEARNING
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Results? 

● Subscription revenue has increased from 
25% of total revenue to 46% 

● We have managed to slow down the churn 
rate 

● Since 2019 we have increased subscriber 
numbers by 25%

● We are building more sophisticated funnel 
and data collection systems
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READERS

Readers need to be 
top-priority. A 
listening-mechanism needs 
to be built into membership

RESOURCES

An evaluation of resources 
available to invest in membership 
- tech/marketing/data/customer 
service 

RETENTION

Focus on the retention of 
members - habit 
development 

RESILIENCE

Be willing to fail and try many 
different strategy before 
sustained market penetration

REINVENT

There needs to be 
continuous product and 
business innovation 

What have we learnt so far? 
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Lessons  

● Membership requires across the board 
collaboration

● Continuously listen to and engage with 
readers

● Data collection is key in measuring growth
● A seamless payment system is vital 
● Strive for a holistic development of user 

experience 
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Thanks!


