
DATEN
MASCHINE

[data machine]



LOCAL NEWS

from THE BLACK FOREST

Foto: Carlotta Huber



Automation
Personalization

Segmentation
Habitualization

Curation



DATA MACHINE WEBSITE

Personalization
Marketing-Automation

SOCIAL MEDIA

Automation
Habitualisierung

NEWSLETTER

Automation
Habitualization

NEWSROOM

Automation
Curation



DATA MACHINE



NEWSLETTER
Monday to Saturday, 7 PM:  Newsletter „My Evening“

> Launch: March 2020
> 160.000 receiver
> 200 regional variants are sent, segmented by post code

Any of the 200 newsletter-variants is generated automatically
by engagement metrics delivered by PIANO and the post code
of the receiver (most important stories nearby their
hometown).  The composition of the newsletters is run by an 
algorithm wich is part of our data machine.

Opening Rate: 28%

Newsletter is approximately as important for our reach as
facebook

Most important tool for loyalty
Human effort per newsletter sent: 5-10 minutes (control) 

CASE 1



SOCIAL MEDIA
Automated data-driven publishing of news-

stories on Twitter and Facebook powered by
engagement- and traffic-metrics delivered by Piano and 
Chartbeat. An algorithm of our data machine decides, 
which stories are published.

Most important benefit for the newsroom: Less workload
thanks to automation. 

Twitter: Launch 
Automation

Uplift referrer-

traffic: >100%

CASE 2



CURATION
Data-Driven Curation:

 a) Monthly e-mail delivered to the 
newsroom automatically with the 25 most
engaging premium stories according to our
article store (Smartocto). These stories are
packaged to a dossier „11 most popular
longreads of the month“ (see screenshot)

 b) Hidden pearls: automated daily e-mail
to the newsroom showing articles with
outstanding engagement score but little
reach. These stories could get some more
airplay (because of the high engagement)

 c) Daily bot: automated daily e-mail to the 
newsroom with suggestions, which stories
of the printed paper should be optimized
for the digital channel (because of early
above average engagement metrics)

CASE 3



PERSONALIZATION
Best of Week (homepage-module)

Inspired by Spotify: My mix of the week

Personalized collection of the best stories of the 
previous 7 days a reader has missed

condition: reader hasn‘t read the story yet
condition: deep dive  at least 500 words
condition: article suits to readers‘ reading history

Strong emphasis on engagement  there‘s a 
threshold in our data machine for articles defined
by engagement score (Smartocto). 
Personalization via Piano. 

The „Best of the week“-content is supplemented
by sales impulses (upper right banner), which are
also personalzied by marketing-automation

CASE 4



SEGMENTATION
In the corona-spring of 2020 we

recognized that our readers were crazy for
recommendations for hiking-trips in the 
black forest. So we put up some
honeypots like  hiking-videos on 
Facebook or Youtube (mehr.bz/hiking).

Once we attracted users to our website
and put them in our „hiking-bucket“, we
offered them even more hiking-content
with our hiking-lasso (see screenshot) 
controlled by our data machine and Piano.

For these users, we even put the salewall
in a personalized hiking-outfit offering
a free hiking-book as a bonus for
subscribing. This hiking campaign was 
a great success. Sequel follows in 2021.

Hiking-Salewall

Hiking-LassoCASE 5
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DATA MACHINE

64%

Growth rate
web-subs

55.000

Active plus-user 
per month

Registrations
in total: >200.000.

Exponentieller growth path
(before corona yet)



Launch Digital-

Subscription and 

Paywall (Metered)

Dec 2012

Launch BZ-Plus 

(premium-layer)

April 2017 Sept 2018

20.000 Digital-

Subscriber

10.000 Digital-

Subscriber

June 2014

32.000 Digital-

Subscriber

Dec. 2020

BZ-Digital

DATA MACHINE

The total customer base (subscriber print + 
digital) has a positive growth rate since Mai 
2020 – for the first time in 10 years!



DATA MACHINE
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