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Retaining at all costs|

Todd J. Peterson

VP Circulation — Albany Times
Union

Publisher — Capital Region
Weekly Newspapers




“The man who moves a

mountain begins by carryin:
away small stones”
- Confucius

Uuq



)
S

Albany Times Union - Brief

* Very competitive market
* #2 Newspaper readership in the country

e Award-winning content/2016 Newspaper of
Distinction for New York

=+ Many small communities surrounded by
competitors

* 89% of phone numbers on the DNC
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Strategy Shift Needed

Years of low retention, cheap starts
Dropping volume

High write offs

Low introductory offers

No Data

No Email retention

No Qutside Promotion
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Data and Retention Investment

e Start acquisition reality
e Control stops to affect volume and revenue
* Data for informed marketing

* Touch points for retention

* Understand consumer behavior

* Focus on Digital

Partnership with LEAP Media
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Target them through pressure
sales channels

Eliminate deep discounts and
STICK WITH IT

Sacrifice the start volume at the
beginning for long-term gain

Diversify as much as possible
Focus on Digital

Money will not solve it
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* Touch Point Management

* Email is huge

e Content and Engagement




Don't miss a day of the Times Union
TIMES=UINION |

Your - TIMESETINION
subscription =Egdes

has expire

q E

Hi .
Our records indicate that your account was due for renewalon. Toe I‘ Like - Comment » Share
continued d - - -
a valued su . . = -
N timesunionPLUS @ Albany Times Union
Don't m You clicked but left! Sponsored - @
; Subscribe today for as little as $1.00 per
How 'bout a better deal? week! Call 518-454-5454 for more
We are information.

If you have

* Social Media at all times s J%§

Sincerely,

Todd

Todd Peters
Vice Presid
Times Uniot

TRUST.

Subscribe for only $.50!!!

, this is your last chance, and best offer for only $.50 a week!

ﬂ Wl CREDIBLE.
-~ FACTS.

L. . "
SUbSCrlpt|0T\SaV|ngs Learn More

Become a timesunionPLUS subscriber like Bob here, |
And aet 3 areat wavs to eniov all aur digital content that keens vouin__

|b Like §8 Comment ~ Share




Internal (auto
Customer Start: Internal Call: .
Leap Email: Leae 2railf Leap Email: AMR Call: AMR Call: | |AMR Call: | |7 pave prior || 412
we|co?ne Notice Renewal 21 Renewal 3 Retention calll | Retention Retention tostop | |22V 17 Davs
-Sent on start date slp s days before day(s) call day(s) call day(s) Prior to Stop
grace begins grace begins 21-28 4248 62-69

1 gy e
T ffaf

Leap Email:| |Leap Email:| | Leap Email:| |Leap Email:| | Leap Email: | | Leap Email:
Renewal 7 | |Renewal 14| |Renewal 31| [Renewal 46| |Renewal 63 | | Renewal 76
days AFTER| |days AFTER| | days AFTER | |days AFTER| | days AFTER | | days AFTER
race beging| |grace begins| |grace begins| |grace beging| |grace begins| |grace beging

* Touch Point Management
* Constantly evolving

e Shifting based on start channel, moving towards content that generated start




Results

e Starts over Stops +1,658 for 2016
* Net start stop variance +5,905 ‘16 v.s. ‘15
* Q4 Sunday HD (0.4%) to prior year

* Digital acquisition and activations increase
In every category



Permanent Stops Trend

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12
——2014 Actual ——2015 Actual - PM07 ——2016 Actual/Budget



Grace Stops Trend

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12
——2014 Actual ——2015 Actual - PM07 ——2016 Actual/Budget
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Net starts/stops Trend
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Sunday HD Volume

P1 P2 P3 P4 P5 P6 P7 P8 P9 P10 P11 P12

M Sunday / 2014 Sunday / 2015 Sunday / 2016
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Using data to improve engagement

#CustomerlLoyaltyMonth @

. "Get closer than ever to your
... customers. S50 close that you tell
o ﬁ“ them what they need well before

they realize it themselves.”

Steve Jobs




platforms improves retention. There was
previously a single communication path to drive
engagement.

Data changes that.
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We are starting with a fairly engaged audience:

99% of digital-only subscribers have activated
81% engaged in last 30 days

65% of Sunday print + digital subscribers have activated
38% engaged in last 30 days

59% of subscribers who get digital with their print have activated
26% of those engaged in last 30 days




YOY increase in subscribers who have activated digital

100% 99% 97%
90% -
80% -
70% -
60% -
50% -
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59%  59% cpo

Digital-only Sunday + DigitalMulti-Day Print



YOY increase in subscriber engagement (usage)
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Digital-only Sunday + Multi-Day
Digital Print
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There’s still opportunity for improvement

Increase
engagement

e

Increase
activation, then
engagement

B Not
activated,
not known to

Increase be active

engagement _
m Activated

and not
known to be
active

Digital-only

Sunday + Digital Multi Day Print



Marketing B.C. (before CRM system)

Digital
Activation
Database
Lots of
data,
none of it

connected




Series of 10 emails ﬁ.ct.:/a:ts ynOl:‘rt Q-Ct-iValts VOL]JC-F
regarding digital (vl\i:c;in 3eO Z; Z ( 'i';?terfne Its
benefits (beginning 1- mmp £ start Y — qua y y ,
5 days after start) bl reminder unti

activated)

Multi-day

print with 1

digital
Audience for email #1 comes Everyone gets quarterly
from sub database, emails 2- reminder of WaPo
10 triggered in ESP from email Digital Access benefit

1 population

Doing something is always better than doing nothing.
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Use the data to create more personalized
communication for each subscriber, and
activation and engagement as
separate goals
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Now using ESP connected to CRM
system

Every send uses up-to-date
subscriber information with all the
connected CRM data

Automation from CRM and ESP
(and connection between them)
allows for more frequent sends

More frequent sends allow for
more timely contact with
subscriber

Goal is to get them engaged
(activated and digitally active)
within first 30 days, then keep
them engaged
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Communication strategy for activation/engagement

- \ Activation Activate your

Series of 5 emails email not digital benefits
i o opened, or no (quarterl
) regarding digital — bt q y
- benefits (beginning 1- activation, =) eminder)

2 days after start) resend email
Multi-day weekly
print with , \
digital Resend email #5 (WaPo

digital access) quarterly if not
opened or clicked through

Have a look at the new “WELCOME” series and how
we use the data to customize it...




Goal: Activation
#1: Get the most out of your
digital access: Activate your
account (create username
and password)

Sent to all subscribers with
Digital Access

Use activation data: Re-
send a version of this

weekly for first 30 days to
those not activated

A StarTribune

WELCOME TO STAR TRIBUNE!
GET THE MOST OUT OF
YOUR DIGITAL ACCESS

Thank you for suUbsCrioing 10 Star Tridunz. We're g1ad you'r2 nars. Your naw

subscripBon givas you 247 accass 10 Minn2sotd s largest n2wsroom, With hundrads of
#0ca and natonal n2ws arcies pubiishad dalty.

Today ks 2 frst of 3 5arias of £p5 WIth Emportant informasion on how 1 gt h2 mast out
of your digital accass.

Activate your account now
and avoid interruptions.

Use activation data: Re-
send a version of this
guarterly until activated

Limit sends after 3
months to print subs

ACTIVATE >

Your StarTribune.com account is your key to unlimited digital
access. You'll need to log on with each device you will want to
access the news with. But once you've done this, you never need
to log in again unless you log out.

- Starkrbune

Now you can easily manage your account and subscription from
any device. Simply click on your user name and select "Manage
Account” to make any updates including payment methods, email
preferences, account info and more.

T ms e CT—mN

click here


http://startribune.emlnk.com/lt.php?notrack=1&s=3b01fa26e9d2e1f4d3614b3536bb09ce&i=263A341A5A117666

Goal: Activation &
Engagement
#2: Take a tour of
eEdition

Sent to Digital-only
subscribers

A StarTribune

Use subscription data:
Identify those

| customers with
eEdition (digital
replica)

Use digital data:
Resend a version of
this if subscriber
hasn’t accessed
eEdition

WELCOME TO STAR TRIBUNE!
GET THE MOST OUT OF
YOUR DIGITAL ACCESS

What's !h2 parfact Companion ¥ your morning cofiee? Tha aSaison of coursa! if's 3 compiete digital rapiica of ha dally papar
With evary saction evary sXry, Spars scoras—avan he iglest s3ies. Your pramium dgﬁi 3CC02ss subscription Inciudes 3
daly aSdmon, Jvalabia frst ing evary morming
eEdition is the complete daily paper, viewable on your
favorite device.

click here

* Access Ranywhare, 3nyBme and on any davica.
o Just CRcK e ink we provide in your daily aEdition amall or visit http:fa StarTribuna com.
* You canevan viaw 3 month of back adisions.

Check out today's cover:

— S e a2
~ Starribune -

E s
. InFrance, it’s novice vs. firebrand
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http://startribune.emlnk.com/lt.php?notrack=1&s=3b01fa26e9d2e1f4d3614b3536bb09ce&i=262A340A5A116893

- A Starfribune
WELCOME TO STAR TRIBUNE!

GET THE MOST OUT OF

ACCESS
AU0UELDD

SAPLP RS SHTSINEE B
YOUR DIGITAL

W2 hopa you are enjoying s muitiuda of iocal and natonal staras 3t are 3t your fingariips avaryday 'with your Star Tribun2

Goal: Activation & Bk s Bk, e mare
Engagement
#3: Discover the
features of
StarTribune.com

Discover great content beyond our top sections .
click here

Sent to all subscribers
with Digital Access

Go to StarTribune.com and discover:

Use su bscrl ptlon data: Most read, most watched and most shared stories of the day
Version as Tip #2 unless
you're a digital-only

subscriber Aot RS e

‘v Starfibune ==
& X

— Use digital data: Resend a
version of this for
subscribers who have
activated and haven’t
visited the site

“LoeA

Richard Pano, Gophers get 7-foot transfer
from dad's Losswile 1oam « OOPMINS

Limit sends to print
Su bscribe rS after 3 Amazing photography and immersive videos
months



http://startribune.emlnk.com/lt.php?notrack=1&s=3b01fa26e9d2e1f4d3614b3536bb09ce&i=285A364A5A185086

Goal: Engagement
#4: Use the mobile apps,
engage with us on social

Sent to all subscribers with
Digital Access

Use subscriber data:
Version as Tip #3 unless
you're a digital-only
subscriber

— Use digital data: Resend a
version of this to subscribers
who are not following us on
social or aren’t accessing
through an app

A StarTribune

WELCOME TO STAR TRIBUNE!

One of h2 gra3t banatis of your Star Tribun2 dig i 300253 15 3l yOu C3n N0y IWard-winning Covarags anyime,
anywnarz and on ay d2vica. Our Madiis 3pps QIVE You T2 33920 park of 3 1351 r2ading &xpanance and s23miess

accaes, even offina!

Download our mobile apps fora

/’/"’ . faster reading experience
A
(TIPE4
‘.;::\:\‘-» 7
—— news

Qur iPhone- and Android- apps deliver the freshest Star Tribune news, photography
and video — get seamless access, even offline.

£ Oowrdoad on the
' App Store

The Star Tribune News app for tablets (iPad-, Android- and Amazon’s Kindle Fire)
combines the best of the newspaper, website and mobile experience.

Use digital data: resend to
those accessing on mobile
but not thru apps

click here


http://startribune.emlnk.com/lt.php?notrack=1&s=3b01fa26e9d2e1f4d3614b3536bb09ce&i=286A365A5A185214

Goal: Engagement
#5: Activate your
WaPo Digital
benefit

Sent to all
subscribers with
Digital Access

A Starlribune

L Use email send data:
Resend a version to
subscribers who
didn’t open the
previous email, or
who have opened but

haven’t clicked on the
link

Laura Burkholder:

Introducing your extra benefit!

As a subscriber with Digital Access to the Star Tribune, you are now

eligible to receive a FREE 52—week Digital Premium subscription to

our partner, The Washington Post. In just seconds, you can have

complete access to every story, every feature and every insight from The
Washington Post's award—winning reparters and columnists. This new

benefit is the perfect complement to your news package from the

Star Tribune.

Details

» 24/T access to The Washington Post for 52 weeks—on your
computer, smartphone or tablet!

« Avalue of over $100—yours absolutely FREE when you sign up!

» One-step registration process!
ACTIVATE THIS FREE BENEFIT »

STAR TRISUNE TN PARTHNERSHIF WITH ﬁ:[’]t‘ ‘tl'ﬂﬁi]ingtﬂﬂ ”ﬂﬁt

Have questions about your free subscription to The Washington Post?

Visit washingtonpost.com/FAQs for more information.

Benefit available through an agreement with The Washington Post and is su
change or cancellation st any t

me without prior notice. Benefit avsilable to e

click here


http://startribune.emlnk.com/lt.php?s=3b01fa26e9d2e1f4d3614b3536bb09ce&i=225A286A4A53158

What’s up next:

more engagement using data

Tap into digital data to determine when to nudge customers:

» after periods of inactivity to re-engage
» before renewal to remind them of value based on usage

Tap into digital data to tailor messages to them based on usage
(i.e., sports highlights, local news, business)

Use the data to customize the message and timing to drive even
gbetter engagement. Making it specific to the subscriber will
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“A customer is the most
important visitor on our
premises; he is not dependent on
us. We are dependent on him.
He is not an interruption in our
work. He is the purpose of it.”

Mahatma Gandhi
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