
KICKSTART!
How we engaged our subscribers by getting them off the couch



SUMMARY
m December 2018 Expressen launched its digital 
subscription service: Premium. We had a flying 

start when we managed to get 70 000 digital 
subscribers. December 2018 Expressen launched 

its digital subscription service: Premium. 
We had a flying start when we managed to get 

70 000 digital subscribers in one year.
m During our second year, 2020, we faced 
the challenge to continue our rapid growth 

at the same time as we needed to get 
existing subscribers to stay.

m By using data we found that one fifth of our 
subscribers had started their subscription by 

converting through content concerning health.
m We then decided to create a special 

program for subscribers providing them with tools 
to change into a more healthy lifestyle.

m We were amazed by the result: almost 7000 of 
our subscribers chose to join the program! We also 
managed to attract hundreds of new subscribers.



PROJECT OBJECTIVES
1

To maintain our rapid growth in new subscribers with 
the aim to further increase digital reader revenues.

2
Learn more about our subscribers and their 
expectations to be able to create a stronger 

bond between them and Expressen.

3
Convince as many existing subscribers as 
possible to stay with us by providing them 
with relevant content within their sphere 

of interest – health – making them 
more engaged and loyal.



PROCESS & METHODOLOGY
m By working closely together in Expressen 
Premiums cross-functional team with people 

from both editorial, analytics, tech and 
commercial, we were able to make smart 

decisions supported by data.
m Studying data on subscriber behaviour 
made it possible to identify segments and 
helped us prioritize and focus on the right 

efforts, deciding on a number of target 
audiences we wanted to give extra attention.
m One of the of target audiences we decided 
on was subscribers which had started their 
subscription by converting through content 

concerning improvement of ones health. We 
then decided to create a special program 

for subscribers providing them with tools to 
change into a more healthy lifestyle.

m We used data to analyze and monitor all 
of the actions above, and made sure 
to share that data with everyone at 

Expressen to quickly share our new findings.



WHAT DID WE DO?
We would like to highlight three things that 

have had a big impact on our success

1
Using data for segmentation.

2
Creating a niche product.

3
Using newsletters and live chats 

to engage the audience.



WHAT DID WE DO?
USING DATA FOR SEGMENTATION

By using data we found that one fifth of our subscribers had 
started their subscription by converting through health content. 

A significant portion of our subscriber base. 
When we dug a little deeper into the data it turned out many 
had decided to pay for content concerning improvement of 

ones health, through exercise, eating better or losing weight. 
We also discovered that interest in this type of content peaked 

at the beginning of the year.

Digital screens in 
the newsroom making data

available to everyone.

Dashboard monitoring conversions on different articles – one 
fifth of our subscribers had started their subscription by con-

verting through health content.

Dashboard monitoring our 
subscribers engagement and 

loyalty.



WHAT DID WE DO?
CREATING A NICHE PRODUCT

– the health club Kickstart
We then decided to create a special program for subscribers 

providing them with tools to change into a more healthy lifestyle:
The program lasts six weeks and is guided by four experts: 

two personal trainers, a dietitian and a mental coach.

Click on the image
to read the articles and see the videos

https://www.expressen.se/premium/kickstart/kickstart-sa-latt-blir-du-valtranad-pa-sex-veckor/


Every week the participants received four emails with weekly menus, different workouts and 
mental training to help them find a way to a more healthy lifestyle. The participants were also 

given the opportunity to ask questions to the experts directly on our site.
The interest from the subscribers has been enormous: the newsletters we send to them have 
an average open rate by 52% (in comparison with an average of 23%) and we have received 

large amounts of emails from subscribers asking questions to the experts.
We also arranged several live chats where subscribers could ask their questions to 

the experts and get answers in real time. Since we know that engaging subscribers means 
they are more likely to stay we believe this will have positive effects on our retention.

WHAT DID WE DO?
USING NEWSLETTERS AND LIVE CHATS

to engage the audience



WHAT DID WE DO?
USING NEWSLETTERS AND LIVE CHATS

to engage the audience

Every week the participants received 
an email from our personal trainers
providing them with weekly menus 

and different workouts.

Click on the images above
to read the articles and see the videos

We  arranged several live chats where 
subscribers could ask their 

questions to the experts.

https://www.expressen.se/premium/kickstart/chatta-med-personliga-tranarna-anna-och-philip/
https://www.expressen.se/premium/kickstart/chatta-med-mentala-coachen-jenny-har/


RESULTS
m We were amazed by the result: 

almost 7000 of our subscribers 
chose to join the program! 

m We also managed to attract 
more than 500 new subscribers!

m During 2020 we went from 
70 000 to 118 000 subscribers. 

m In total, our churn rate 
decreased by 29% last year.
m We met our revenue target 

and 80% of our loss 
in revenue from print was 
compensated by revenue 
from digital subscriptions.

m The health club Kickstart 
helped doing that by ensuring 
good retention and to reduce 

churn providing our subscribers 
with something the found very 
useful in their everyday lives. 


