Project Onboarding

Driving renewals and instant engagement through targeting new subscribers

with a richer and more personal offer during their first 100 days as a subscriber
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Summary

Spring 2018 we launched a project across our newsrooms, product & tech and
commercial teams to improve the customer experience during the first 100 days
as a subscriber

Our mission was to increase engagement and retention from new subscribers
through a series of controlled experiments

A total of 20 different experiments were implemented in 2018

We are experiencing significant improvements in activation and engagement
numbers from new subscribers and promising retention numbers



Challenge

One of our main challenges is to make sure our customers utilize and
engages enough with the product to see the value and feel the need to
renew their subscription.

With more than 250 000 new subscribers coming in every year this is a
critical challenge for our brands to solve.

Between the start of 2017 and 2018, the renewal rates from our new
subscribers from campaigns dropped by almost 7%

So: We really need to fix this.



Project objectives

1. Increase engagement and reduce churn from new subscribers
through delivering an improved onboarding experience

2. Improve the collaboration between the newsroom, product &
technology and commercial teams

3. Build a common process and methodology for how we can work
across disciplines to solve customer experience challenges



The last couple of years Schibsted has had a strong focus on developing
and optimizing the onboarding process for their 24 news media brands. >M> 4,

We have gone from having a standardised series of emails with almost no
personalisation to an automatically and data-driven onboarding journey
with a high degree of individualisation.
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Churn Score - Action Point
Analyse frafall mellom ferste og andre full pris faktura
Deling av laste artikler
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Process and methodology

We established a project group consisting of representatives
from our newsrooms, product & technology and commercial
teams

We workshopped our way to a total of 42 ideas that we wanted
to test over a period of 4-5 months. In the end we had to cut
that list in half to have a chance of working our way through the
list of tests and experiments

Experiments were spread across four brands: Aftenposten,
Bergens Tidende, Stavanger Aftenblad and Faedrelandsvennen

Best practices and success stories are scaled to all brands



What did we do?

We would like to highlight 3 of our in total 20 different ideas that was
tested and implemented during the project.

1. Newsroom onboarding buddy

2. Meet our journalists

3. Instant newsletter signups after purchase



Newsroom onboarding buddy

New subscribers can choose one of our renowned editors or journalists as a guide through the onboarding period, completely
automated. Creating a personalized omnichannel onboarding journey addressing all of the factors we see have an impact on churn.

Choose your onboarding buddy

HAftenport . .
b - Customized emails based on your

choice of buddy

Velg din egen
Aftenposten-guide

Velkommen til Aftenpostent Vi skal gjare det vi
kan for at du skal bii fornayd. Derfor kan du la
en av vre dyktige journalister guide deg né i

starten. De vil sende deg tips til hvordan du far TOR MARIUS EBPEDAL

Afenmoften » Customized in-product communication

sterst mulig utbytte av ditt. Du Espen Eglll Hansen - b d h H d d t

e e e Alery ased on your cnoice and produc
Q o Din Aftenposten-guide

ESPEN EGIL HANSEN 3 Sarah Serheim

Sjefsredakior i Aftenposten Apnezppen  Lesapno Del

S a Customized content based on the

Hvem skal guide deg? SU bSCI’IbeI’S dlgltal bEhaVIOI’
Hvordan dekke kultur? Hei Katrine

Du som er abonnent, far tilgang til alt Aftenposten kan by pa. Derfor inviterer vi deg til &
la en av disse tre jouralistene veilede deg. Velg mellom Trine Eilertsen, Sarah
Serheim eller Helene Skieggestad. Tipsene sender de deg pa mail.

Hva er det som former oss som mennesker? Hvilke bevegelser preger tidsdnden
akkurat na? Og hvilken serie skal jeg velge & se pa i kveld? Inkludert i ditt abonnement har du en gratis ‘ﬂﬂenpoﬂen
digital bruker, del den med en venn na!

. Min profil: KATRINE STANGE S@RUM
Politikk og kommentarer _m At en enkelt arbeidsdag kan romme alle disse sparsmalene, er noe av grunnen il at

s det 4 jobbe med i eret stort

Vir jobb strekker seg fra & hielpe deg som leser il 4 finne frem til det beste og mest 0 0 Din Aftenposten-guide
interessante i jungelen av kulturtilbud, il 2 g inn i de store spersmalene i var tid. ORI e for o gy et 2458 Helene Skjeggestad
Gjeme med en annen vii enn den apenbare. Kulturen er ideenes opphavssted, og en Last ned appen Lesap.no Har delt

plass der stemmene og tankene som kan prege generasjoner, forst oppstér. Der andre — —

forteller deg hva som skjer; er var jobb a finne ut hvorfor.

THine Ellertsen Sarah Sorheim Helahe skal vaere en p for var nasjonale idedebatt. Vi skal finne
Poliisk Redaktor Kulturredakter Skjeggestad frem til stemmene som kan gi deg som leser nekler fil 3 forsta var tid. Eller deg selv.
Trine er var politiske Sarah er i
redaktor. Det betyr at hun Aftenposten, et felt hun har SARAH SORHEIM
Helene er utenriksjournaiist
leder kommentaravdelingen jobbet med stor set hele sin oo pioppendé Kulturredaktor i Aftenposten
og er ansvariig for Karriere. Hun er ogsd en del
5 : korrespondent i Moskva for
Aftenpostens profil pa v podcasten Aflenpodden
Aftenposten. Hun har jobbet i
lederplass. Trine har skrevet som tar for seg norsk politkk
nesten alle avdelinger i
mest om norsk politikk, men og forsoker oppsummere

Aftenposten over en periode

erogsdinteressertiokonomi  ukens mest engasjerende 3 M . Pl W i -

:i ﬂgﬂr::ie\and::”r::\\om saker 1 Rissetand. harhun bolo, De beste kultursakene fra i ar:
Lol verden som arbeidsomrade.

med fokus pa vart naboland i
ost
Velg Trine
Velg Helene

Jordan Peterson: — Norge har
storst ulikhet mellom menn og
kvinner




Experiment learnings

Newsroom onboarding buddy

Resulting in an average of 30% increase in volume read and 25%
increase in clicks on CTAs, as well as double the email open rate. And
most important increasing the renewal rate with 5% against the
control group

Retention rates after first renewal

84 %

79 %

Onboarding buddy Standard onboarding

Unique email opening rates

Onboarding Standard
buddy onboarding

63% 33%
unique opens unique opens

Average digital events per day after purchase
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Instant newsletter signup after purchase

Through offering an easy and instant way to subscribe to our editorial newsletters from the receipt page after buying a subscription
we were able to increase our newsletter signups extensively over a period of only one month.

Newsletter promotion on receipt page News media brand Increase in newsletter signups
Bergens L4, Tidende
Hftenpofien 239 %
el Katrine WBergens L&l Tivende 21%

Ditt abonnement pa BT Helg er na opprettet. Vi haper du blir
forneyd!

Vil du motta vért daglige nyhetsbrev?

Fedrelandévennen 19 %

Fortsett til Bergens Tidende >

Stavanger Aftenblad 13 %



Meet our journalists

New subscribers are invited to special subscriber only events aimed at building relationships and create emotional links between our
brands and our subscribers.

Visit our offices Breakfast with our news reporters Meetings with newsroom specialists
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Comments from our visiting subscribers:

“People should know more about how much time it takes to make a high quality article”
“I read the newspaper with fresh eyes”

"Nice to see the new offices - impressive newsroom”



Meet our journalists

@ FORDELER

Velbommen til
frokostmate

Examples on new regular events in Feedrelandsvennen

Guided tour in the newsroom: Quarterly

Photography exhibition: Quarterly

AVSLORINGENE . FROKOSTSEMINAR Breakfast with the Newsdesk: Monthly

Fadrelandsvennen inviterer til frokost (gratis) med de erfarne journalistene
Tarjei Leer-Salvesen og Connie Bentzrud.

De vil fortelle om aktuelle saker og hvordan de jobber med store avslaringer
og undersgkende journalistikk.

Les mer pa fin.no/fordeler

Dorene apner KL 08.00.
NB. Begrenset plasser. Meld deg pé for a sikre din plass.
Arrangementet er kun dpent for vare abonnenter.

Din fordel: Gratis



Results

1.

14 of the implemented tests resulted in a significant improvement in
engagement and/or churn

At the most we achieved a 5 % decrease in churn and 30 % increase in
digital engagement in various target groups. We are now seeing positive
developments in churn from our new subscribers

12 of the 20 tests implemented were in collaboration across 4 different
news media brands and across the newsroom, product & technology and
commercial teams - in only 5 months

The project has gained a strong foothold within Schibsted, and the project
group for 2019 gathers an even more diverse competence than in 2018.
By using common work processes and tools across the departments, we
were able to share procedures and results effectively



Next steps

The outlined project timeline was due in December,
but because of the initial results we are continuing
the Onboarding project into 2019.

We have just started a second phase looking at
how we can improve the first 100 days even

________



Project Onboarding is a collaboration across

Wergens L6 Tidende ﬂﬁenpoﬁen
$tavanger Aftenblad gedrelandsvennen
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