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multiple brands in multiple cities. Category 11. Best initiative to retain subscribers. 
 

How to win the hearts of Norwegian bankers. 
By Schibsted B2B - Schibsted Bedrift  
 
Challenge 
When we got the largest bank in Norway as our B2B client, our focus was to give them the best 
digital editorial product. But we had not established a way to communicate with our new 
business reader, nor were there any effective channels to do so. 
The corporate policy had strong restrains about using email and facebook at work for 
commercials gain, and on top we had limitations with physical meetings due to the Coronavirus.  
If we didn't manage to convince the decision makers on how important this offer is for the 
employees, we could lose a million dollar contact. But how do you communicate in a market 
where time and money is of the essence,  and where the users are very hard to reach? 
 
Solution 
We wanted to convince the decision makers how relevant our B2B solution is for the employees, 
as our interviews showed. In order to do so we went from a corporate to a personal approach, 
using the corporate bankers themselves  to play the major part in our campaign! 
According to the employees we asked, it turns out that the best mornings are associated with 
good coffee, news (!), and someone who wishes you a good day. 
Nothing we couldn't help out with, in other words.  
 
To kick off our new activating plan, we went all in with the whole team to create that good feeling 
— an early morning outside norways largest bank measuring -10 celsius degrees.  
We served high-quality coffee with our own barista, fresh baked croissants and  high-quality 
news to all the employees. And  many key decision makers showed up as well.  
Our new activating plan is based on this personal approach where we put the customer first. 
Throughout the year it was easy to scale the concept using digital screens, digital events, email 
and facebook as our main channels to create top of mind and inspire.  
 
Results 
This was all part of our launch to win the hearts and souls of Norwegian bankers. 
But did it  work?  
More than 60 % of all the employees are now using the Schibsted B2B platform, and over 70 % of 
the  logged on are reading their “Good morning - emails” with the personal approach. 90 % of the 
ones we asked in our survey use the  product often. 
Not only did we manage to keep the contract, but we increased the revenue with 44 % in ONE 
YEAR. When we signed  a new contract with Norway's largest bank, they put emphasis on the 
fact that we had managed to establish a close relationship with the actual users.  
Developing our B2B digital products, adjusting our communication strategy and putting the 
employees and users first all contributed to building  our new B2B partnership for the future. 



 
 
Short version; 
Script for video 
 
On a freezing March morning last year, our team put our warmest coats on and brought 
barista-made coffee, croissants and big smiles to the headquarters of Norway’s largest bank. 
  
We had two main goals: to give our customers, the bank employees, a fantastic start to the 
day, and to remind them to use their Schibsted B2B subscriptions. 
  
If we couldn’t convince the bank decision makers that our platform was crucial to their 
employees, we risked losing a million-dollar contract. We had to find a way to communicate 
with the bank employees and turn them into readers. 
  
We asked our colleagues what they associated with a good morning, and the answers were 
coffee, news and for someone to wish them a great day. Inspired by this, we parked our 
coffee bike outside the bank, and offered the employees the perfect “good morning feeling”. 
A sticker on the coffee cups acted as our call to action to remind the customers to activate 
their Schibsted B2B subscriptions, and we kept the campaign going throughout the year 
through digital events, emails and Facebook ads and posts. 
  
We wanted to win our customers’ hearts, but did it work? 
Absolutely - more than 60% of the bank’s employees are now using the Schibsted B2B 
platform and 70% of active users open their personalised “good morning” emails. The bank 
also renewed their contract, citing our close and personal relationship as a contributing 
factor. 
  
We also increased revenue by an incredible 44% in just one year, and making the customer 
the focus of our communication strategy was key to this success. 
 
 
 
 
 
 
 
 
 
 
 
 

 
 


