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Subscription models have revolutionized how businesses operate, offering a 
steady, predictable revenue stream and fostering deep customer loyalty. Whether 
it’s Netflix’s endless library of movies, Spotify’s all-you-can-listen-to music catalog, or 
a monthly surprise for your dog from BarkBox, subscription-based businesses have 
captured the imaginations—and wallets—of consumers across the globe.

But subscription models aren’t just for tech giants or trendy start-ups. From carpet 
cleaners that make life easier for busy homeowners to artists revolutionizing edu-
cation with on-demand tutorials, subscription models are reshaping industries. 
What about your business? Maybe it’s finding a way to turn occasional customers 
into loyal, repeat buyers. Perhaps it’s creating a sense of community that keeps 
people coming back month after month.

Our proprietary research of over 80,000 business owners shows that more than 
half of all business owners generate less than 25% of their annual revenue from 
recurring sales, leaving them exposed to unpredictable cash flow and a business 
that’s harder to sell when the time comes.

In this eBook, we’ll unpack nine distinct subscription models you can consider 
for your business. Along the way, you’ll discover real-life examples—from 
game-changing innovators to scrappy entrepreneurs—who’ve successfully 
applied these models. Their stories highlight the versatility and power 
of the subscription economy, proving that you don’t have to reinvent 
the wheel to get results.

So, what’s the best subscription model for your 
business? Read on, and you just might find the 
key to creating automatic customers.
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The Simplifier Subscription Model involves 
offering a service contract that simplifies your 
customers’ lives by providing a recurring service 
on an ongoing basis. Customers benefit from 
eliminating the hassle of remembering to schedule 
or manage a task while you enjoy predictable 
revenue and stronger customer relationships.

Imagine you own a carpet cleaning company. 
Instead of waiting for customers to call you 
when they need your service, you can offer a 
subscription plan to clean their carpets on a 
predetermined schedule. For the customer, it’s 
one less task to think about, and for you, it’s a 
steady source of recurring income.
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Set It and Forget It
A great example of this model is Hassle Free Homes in Washington, DC. For a fixed monthly 
fee, the company manages routine household maintenance tasks. Pricing is based on the size 
of the home. Each month, technicians perform a 100-point inspection, ensuring everything 
from smoke alarms to furnace filters is in good working order. If something needs replacing, 
it’s included in the subscription price.

Founder Jim Vagonis explains the appeal: “The owner wants to return from work, put their feet 
up, and enjoy their home without the hassles of a daily to-do list.” For Vagonis, the model also 
provides operational predictability: “In January, I can tell my guys how many hours I’ll need 
them for in July.” With a contract renewal rate of over 90%, Hassle Free Homes demonstrates 
how effective this model can be.
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Who 
the Simplifier Model 
Works Best For

What  
the Insiders Say

Consider the Simplifier Model if you have:
• A service that your customers need regularly, such as cleaning, maintenance, or personal care.
• The ability to target busy, affluent consumers who value convenience.
• A business that provides personal services, such as pet grooming, tutoring, massage 
	 therapy, or window cleaning.

• Discover your Simplifier Subscription Model by interviewing your target customer and 
	 asking yourself how you could take care of part of their to-do list.
• Set up a regular schedule for delivering your service. Part of the value proposition of the 
	 Simplifier Subscription Model is that you will remember to do the task so the customer 
	 doesn’t have to.
• An ongoing service contract is a platform for cross-selling and upselling. Your customer 
	 may need other services on a regular basis, and you’re already a trusted resource.



The Consumables Model involves offering a 
subscription to a product that the customer 
needs to replenish on a regular basis. The value 
proposition is simple: Life is too short to worry 
about mundane tasks like remembering to pick 
up diapers or razor blades. Subscribe, and you’ll 
never run out.

The model works best when there is no inherent 
enjoyment in shopping for what you sell. Consum-
ables subscription models have been set up for 
products as varied as razor blades, diapers, dog 
food, and toner cartridges.

Chewy Autoship simplifies pet care by 
delivering food, treats, and supplies on a sched-
ule that works for pet owners, offering discounts 
and customization to keep customers loyal. 
Huel, a meal replacement subscription, caters to 
health-conscious consumers by delivering nutri-
tionally complete, plant-based shakes and meals 
on a recurring basis. Meanwhile, Who Gives A 
Crap provides an eco-friendly take on household 
essentials, shipping sustainable toilet paper and 
other paper products directly to customers, 
blending convenience with a feel-good commit-
ment to sustainability. 
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Who 
the Consumables Model  
Works Best For

What  
the Insiders Say

Consider the Consumables Subscription Model if you have:
• A product that naturally runs out and needs regular replenishment.
• An offering that customers find inconvenient or annoying to restock manually.

• To compete with major players like Amazon, brand what you sell as your own. Name the 
	 product yourself, even if you’re buying it from a supplier.
• Because big players can win on clinical points like price, delivery speed, and breadth of 
	 product, you need to give customers a different reason to choose you. Invite customers to 
	 fall in love with your brand through the experience you provide.
• Ensure you have a steady flow of supply. Either take control of the manufacturing process 
	 or ensure you can find enough supply when you need it.
• Don’t underestimate the logistical challenge of fulfilling a physical product or service for 
	 thousands of subscribers.



The Surprise Box Subscription Model involves 
delivering a curated package of themed products 
to subscribers on a regular basis, often monthly. 
This model appeals to consumers’ desire for 
novelty and personalized experiences, making it 
a popular choice for businesses aiming to engage 
passionate audiences.

Examples of Successful Surprise Box Services
BarkBox
For dog lovers, BarkBox offers a monthly subscription 
box filled with themed toys, treats, and accessories 
tailored to their pet’s size and preferences. As of 
2024, BarkBox serves over two million dogs monthly 
through its subscriptions and retail distribution, re-
flecting its widespread popularity among pet owners. 

Scentbird
Catering to fragrance enthusiasts, Scentbird provides 
subscribers with a monthly supply of designer per-
fumes or colognes, allowing them to explore new 
scents without committing to full-sized bottles. This 
service was highlighted as a top subscription box in 
2024 that offers a wide range of authentic fragrances 
from renowned designer houses. 

Universal Yums
For those with a taste for international snacks, Univer-
sal Yums delivers a monthly box featuring treats from 
a different country, providing a global culinary ad-
venture from the comfort of home. This subscription 
has been recognized as a unique gift option, allowing 
subscribers to discover the world through a delectable 
assortment of international snacks and candies. 

A significant aspect of the appeal of surprise box 
subscriptions is the curation process. With the vast 
array of products available online, consumers can 
become overwhelmed by choices and may struggle to 
identify quality items. Subscription services like Bark-
Box and Scentbird alleviate this challenge by carefully 
selecting products that meet specific standards and 
preferences, ensuring subscribers receive high-quality, 
tailored items.
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Who 
the Surprise Box Model  
Works Best For

What  
the Insiders Say

Consider offering the Surprise Box Model if you have:
• A passionate, clearly defined market of consumers that are excited by the element of 
	 surprise and discovery.
• Reliable suppliers or manufacturers that can provide high-quality products at competitive 
	 prices and scale as your subscriber base grows.
• The ability to manage the logistics of shipping and inventory, especially as subscriber 
	 expectations for speed and reliability continue to rise.
• An interest in leveraging subscriptions to deepen customer loyalty and grow a broader 
	 e-commerce presence.

• Subscribers love the thrill of discovering something new. Plan for how you’ll keep your 
	 offerings fresh and engaging over the long term to avoid subscriber fatigue.
• Logistics and fulfillment are critical to your success. As you gather data about your 
	 subscribers’ preferences, be prepared to meet their increasing demands for personalization, 
	 which can complicate fulfillment processes.



The All-You-Can-Eat Library Model gives subscrib-
ers unlimited access to a vast array of content or 
products for a recurring fee. Netflix and Spotify are 
standout examples that provide expansive libraries 
of entertainment that keep users engaged month 
after month. However, this model isn’t limited to 
large corporations; it has also been embraced by 
businesses offering niche products and services.

Consider the story of Joshua Jacobo, who founded 
New Masters Academy to democratize art ed-
ucation. Frustrated by the high cost and limited 
access to quality instruction, Jacobo created an 
online library of art classes led by professional 
artists. Bootstrapped with just $70,000, Jacobo 
partnered with artists to build a library of content 
that subscribers could access for an affordable 
monthly fee. Today the platform serves a global 
audience, proving that SMBs can leverage this 
model to disrupt traditional markets.

For businesses considering the All-You-Can-Eat Li-
brary Model, success often hinges on a few key fac-
tors. The quality of what you offer is paramount—
subscribers expect high-value, engaging content or 
products that keep them coming back. Scalability is 
another critical component as growing demand re-
quires systems that can handle expansion without 
compromising quality. Pricing is also vital; it must 
reflect the perceived value of your offering while 
staying competitive in your market.
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Who 
the All-You-Can-Eat Library Model  
Works Best For

What  
the Insiders Say

Consider offering the All-You-Can-Eat Library Model if you have:
• A library of high-quality, “evergreen” content that remains valuable over time or the ability 
	 to consistently create or acquire such content.
• An engaged audience—whether through a blog, social media, or other platforms—that 
	 already values and interacts with your free offerings.

• Successful All-You-Can-Eat Library Model operators rely on evergreen content as their 
	 foundation but sprinkle in enough fresh material to keep subscribers engaged and loyal.
• To prevent cherry-picking, many providers restrict access to the full library to subscribers 
	 only, ensuring a compelling reason to commit.



The Private Club Model offers exclusive access 
to limited resources or experiences through a 
membership or subscription. Traditionally associ-
ated with elite sports clubs like golf or tennis, this 
model has expanded into various sectors, including 
business-to-business services.

A notable example is Joe Polish’s Genius Net-
work®. Polish, who began his career as a carpet 
cleaner, now leads this exclusive group where, for 
an annual investment of $35,000, entrepreneurs, 
authors, and innovators convene to exchange 
ideas and insights. Described as a “wisdom net-
work,” it connects individuals seeking to share 
and gain valuable knowledge.
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Who 
the Private Club Model 
Works Best For

What  
the Insiders Say

Consider the Private Club Model if you have:
• A service, experience, or resource of limited supply that holds high appeal among affluent, 
	 achievement-oriented consumers.
• A market of ambitious individuals that are drawn to exclusivity and the promise of unique 
	 opportunities they can’t find elsewhere.

• The success of a private club lies in exclusivity. Avoid offering à la carte access—customers 
	 must commit to membership if they want to be part of something rare and valuable.
• Exclusivity is both the greatest strength and the inherent limitation of this model. By design, 
	 growth is capped to maintain the prestige and allure of limited access. Expanding too much 
	 risks diluting the very exclusivity that makes the model appealing.



The Front-of-the-Line Subscription Model involves 
selling priority access to a group of your customers. 
For example, at Salesforce.com, all customers get 
basic-level support, where someone will provide 
you with a response over email within two business 
days. However, if you want a faster response, you 
can subscribe to a monthly service plan. Their “Sig-
nature Success Plan” offers urgent turnaround time 
on what Salesforce.com deems “mission critical” 
problems. If a few minutes of downtime equates 
to lost revenue for your business, you can buy the 
“Mission Critical Success” package, which gives you 
a response within fifteen minutes.

Transportation is another area where this model 
shines. In Georgia, the Peach Pass provides driv-
ers with access to express lanes, allowing them to 
bypass traffic congestion. The service has evolved 
with features like interoperability across nineteen 
states and new tools like the Peach Pass Verify app, 
which helps carpoolers declare toll-free trips. Your 
local bank may offer a special counter for their busi-
ness customers, whose monthly banking fees are 
more than a consumer’s.

The healthcare sector has also embraced this mod-
el. Services like ThriveWorks allow subscribers to 
pay $99 annually for priority access to counseling 
sessions, ensuring that individuals facing mental 
health concerns or significant life decisions can 
secure timely appointments when they need them 
most.

This model is particularly effective for businesses 
where responsiveness is crucial. It builds a win–win 
scenario: Customers gain peace of mind knowing 
they’ll be prioritized, while businesses benefit from 
an additional revenue stream.

15

The 
Front-of-the-Line  
Subscription  
Model



16

Who 
the Front-of-the-Line Model 
Works Best For

What  
the Insiders Say

Consider the Front-of-the-Line Model if you have:
• A relatively complex product or service where customers often require timely assistance.
• A customer base that values speed and is willing to pay for priority access.
• Clients for whom waiting in line or experiencing delays could lead to serious or costly 
	 consequences.

• The Front-of-the-Line Model can be used in conjunction with other subscription models 
	 to add an additional annuity stream of recurring revenue.
• To use this model, it’s important that you already have a good reputation for the 
	 baseline service.
• Ensure that you don’t lump your standard customers in with those that are paying for 
	 a special tier of service.
• This model can work well when your customers are small and mid-sized businesses 
	 that lack their own in-house resources to get their questions answered.



If you have a specific expertise or passion, no 
matter how obscure, people may be willing to pay 
for access to what you know. The Membership 
Website Model involves publishing your know-how 
behind a pay wall, where subscribers get access to 
unique content, including articles, videos, webinars, 
and forum discussions.

For example, The Wood Whisperer Guild, founded 
by Marc Spagnuolo, has become a go-to resource 
for woodworking enthusiasts. For an annual fee, 
members gain access to expertly produced video 
tutorials, detailed project plans, and direct advice 
from seasoned professionals. This combination 
of expert instruction and hands-on projects 
has cultivated a loyal community of hobbyist 
woodworkers.

Another popular site is Rachel’s English 
Academy, designed to help non-native English 
speakers improve their pronunciation and fluency. 
Rachel Smith, a pronunciation coach, created the 
platform to offer structured lessons, practice ex-
ercises, and real-world examples. Subscribers get 
access to interactive materials and a supportive 
community, making it easier to build confidence 
in speaking English. 
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What Do You Know That Nobody Else Does?
If you’ve developed a unique approach to running your business or have consistently achieved 
above-average profitability in a competitive industry, others in your field will want to learn 
from you. The Membership Website Model allows you to share your expertise in a structured, 
scalable way, turning your knowledge into a recurring revenue stream.

The most financially successful membership websites tend to focus on helping business 
owners master a specific industry or skill. For instance:

• RestaurantOwner.com guides aspiring restaurateurs by offering tools, training, and 
	 resources to help them build profitable restaurants. Its content includes step-by-step guides, 
	 financial templates, and webinars designed for independent operators that want to succeed 
	 in a highly competitive market.

• ServiceTitan Toolbox has emerged as a leader in supporting trades professionals, offering 
	 content and resources tailored for plumbers, electricians, and HVAC specialists. Through 
	 detailed training modules and community forums, the platform equips members with 
	 actionable strategies to grow their businesses.
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Who 
the Membership Website Model  
Works Best For

What  
the Insiders Say

Consider the Membership Website Model if you have:
• A tightly defined niche market like “ambitious dance studio owners” or “woodworking 
	 enthusiasts.”
• Ongoing insider knowledge or expertise that others value and can’t easily access elsewhere.
• Related products or services you can sell to your subscribers. 

• The most profitable membership websites are business-to-business companies that solve 
	 a real problem, offering must-have information and maintaining forums that are 
	 constantly evolving.
• Most successful operators produce content in multiple formats (video interview, podcast, 
	 written transcript) to account for subscriber preferences and to increase the chances the 
	 site will be found by search engines.
• Create ways to monetize your subscribers through adjacent products and services (e.g., 
	 conferences, coaching, courses).



The Peace of Mind Model involves selling an 
insurance premium for something your customer 
hopes they will never have to call upon.

For example, a roofing company might offer a 
warranty program. For a modest monthly fee, 
homeowners can rest easy knowing their roof is 
covered for repairs in case of leaks or damage. 
Similarly, pet owners often worry about losing 
their furry companions. Companies like Fi Smart 
Collar have updated the pet tracking game by 
offering GPS-enabled collars that track a pet’s 
location and activity, alerting owners when their 
pet leaves a designated safe zone.

The model extends beyond individual consumers 
to businesses as well. Website monitoring platforms 
like Pingdom notify companies of outages or 
performance issues in real time, ensuring their 
online presence remains strong. DataDog has 
also become a go-to resource for cloud monitoring, 
providing peace of mind to IT teams managing 
complex infrastructures.

Advancements in technology have enabled innova-
tive takes on this model. For instance, SimpliSafe, a 
subscription-based home security system, provides 
customers with 24/7 monitoring and instant alerts. 
Services like Aura Identity Guard help consumers 
monitor their credit and protect against identity 
theft for a monthly fee, offering peace of mind in 
a world increasingly vulnerable to cybercrime.
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How Insurance Companies Make Money
Like all insurance, the Peace of Mind Model is selling the serenity of knowing you’re covered 
in the event of a catastrophe. Most people think insurers profit by charging more for premi-
ums than they pay out in claims, but the real money is made from “‘float”—the money they 
make investing the cash people pay in insurance premiums before they make a claim.

When leveraging the Peace of Mind Model, you can limit your risk by:

• Offering the subscription to a handful of customers so you can get a sense of how often 
	 claims are made.
• Limiting your customer offer. In the roofing example, you could offer to cover repairs up to 
	 a certain dollar amount or for damage caused by a limited number of reasons.
• Buying an insurance policy of your own that covers you for an unexpected volume of claims.
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Who 
the Peace of Mind Model  
Works Best For

What  
the Insiders Say

Consider this model if you have:
• A business where you can absorb the cost of a claim by leveraging your existing assets 
	 rather than paying out cash. In the roofing example, you already have the crew, ladders, and 
	 trucks for installing roofs, so your cost to honor a claim may be minimal.
• A history of customer service calls, thus enabling you to predict the likelihood and frequency 
	 of a claim.

•	Limit your risk. Premiums may look like free money, but you need to ensure you have the 
	 resources and infrastructure to honor your commitment if your customer calls.



The Network Model is a subscription offering 
where the value of the service grows as more peo-
ple join. To understand its power, let’s start with 
one of the oldest examples: the telephone. When 
only a few people owned a telephone, its utility was 
limited—after all, who could you call? But as more 
people subscribed, the network became increasing-
ly valuable for everyone, making the telephone an 
essential part of life.

Fast forward to the 21st century, and the Network 
Model has evolved into something far more dynamic. 
Social media platforms like LinkedIn exemplify this ap-
proach perfectly. For professionals, LinkedIn becomes 
exponentially more valuable as colleagues, industry 
leaders, and potential clients join, creating an ecosys-
tem that fuels networking and business opportunity. 
Similarly, tools like Slack and Microsoft Teams have be-
come indispensable for businesses by enabling seam-
less collaboration across growing teams, with each 
new member amplifying the platform’s usefulness.

But it’s not just the big players that benefit from 
the Network Model. Small businesses are putting 
it to work too. Take Sktchy Art School, a subscrip-
tion-based online community for artists. Sktchy offers 
courses and challenges where members can learn 
new techniques, showcase their work, and interact 
with fellow artists. The more artists that join, the more 
dynamic and valuable the community becomes as 
members get feedback, inspiration, and networking 
opportunities that wouldn’t exist in isolation. This kind 
of network effect turns a simple online learning plat-
form into a thriving, self-sustaining ecosystem—one 
that continues to grow as word of mouth spreads.

What makes the Network Model so unique is its self-
sustaining growth loop: Users aren’t just subscribers—
they’re advocates, naturally drawing more people in.
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Who 
the Network Model 
Works Best For

What  
the Insiders Say

Consider the Network Model if:
• You have a product or service that becomes more valuable as more people join.
• Your customers are digitally savvy and socially connected. Growth comes faster when your 
	 audience naturally spreads the word.
• You offer something exceptional that people feel excited to share. (If it’s only slightly better 
	 than the competition, this isn’t the right model.)

• You need subscribers to build the network, but you need a network to attract subscribers. 
	 Start with a small, clearly defined group of early adopters, and build density in that market.
• The Network Model works best for companies with access to capital or entrepreneurs that 
	 can bootstrap strategically.
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Conclusion 
Subscription models aren’t just a passing trend. They’re reshaping the way 
businesses connect with customers. In fact, establishing a recurring revenue 
stream is the fastest way to grow the value of your business.  

The key isn’t reinventing your business overnight; it’s finding a model that fits 
your strengths and meets your customers’ needs in a way that makes their lives 
easier—and keeps them coming back.

The right subscription model can help you build your company into something 
even stronger, with more predictable revenue streams that enable you to deliver 
more rewarding experience for both you and your customers.


