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SUMMARY

• We developed Touchpoints to let business and product teams across Schibsted 
Media target and engage users with native in-app messages in a personalized, 
meaningful and non-intrusive way 

• A series of controlled experiments show we can use such messages to 
significantly improve acquisition, activation and retention of subscribers to our 
news products 

• We are automating successful messages to provide a more relevant and useful 
product experience
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Subscribers click relevant and timely messages. 
The welcome message has strong engagement  

with a 15 % CTR

A welcome message with tips on how to make the most of a subscription



Infeed sales posters were the second most 
important source after article sales, 

accounting for 16 % of digital subscription 
sales in the fall campaign on subscription 

sites in Norway
Infeed sales posters shown to non-subscribers during fall campaign



2,5 times higher adoption of family 
sharing for the group who was shown an 

infeed touchpoint vs. a control group

A group of subscribers was shown an infeed touchpoint promoting family sharing



With only subtle variations in copy  
version B had 146 % higher 

conversion rate than version A

Version A: «Give» Version B: «Share»

vs.

Two message variations encouraging subscribers to use family sharing was tested



Email and Touchpoints work well together.  
Adding Touchpoints to a campaign retention flow 

increased subscription renewals with 60 % 

Touchpoints was added to a campaign retention flow after an initial email with the same offer



+ 6 % increase in number of 
subscribers redirecting delivery of 

the newspaper to their holiday 
address vs. a control group

A group of print subscribers was shown a topfeed touchpoint promoting the holiday redirect option



Segmentation is important. Sports interested 
subscribers clicked with CTR 3,5 %, whereas 

random users did not click at all.

Two groups were shown a touchpoint promoting a live sports podcast event later that day



Touchpoints is a great channel for Winback. The re-
subscription rate doubled in the group targeted with the 

winback touchpoint vs. a control group

A group of subscribers who had cancelled their subscription was encouraged to re-subscribe at a good rate
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