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We have lost our digital customer 
relationships. 
This is how we get them back.
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1. We decided to get to

know our users (again)
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Source:  braunwald.ch
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Over the last 20 years, publishers lost the direct connection 

to their users and clients

Marc Isler
Werdstrasse 21
CH-8001 Zürich

Publishing Customer in Print
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Over the last 20 years, publishers lost the direct connection 

to their users and clients
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Publishing Customer in Digital
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Over the last 20 years, publishers lost the direct connection 

to their users and clients

Source: https://gs.statcounter.com/browser-market-
share/mobile/switzerland

Mobile Browser Market Share in Switzerland (Jan 2019 - Jan 2020)
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Over the last 20 years, publishers lost the direct connection 

to their users and clients

marc.isler@tamedia.ch

Industry Standard Digital
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Data is not the new oil, data is what allows us to know our 

customers

Login Share in Switzerland

100%

0%-10%

Publisher

100% 100% 100% 100% 100% 100%



2. Optional registration on tagesanzeiger.ch

Is it a lever for growth?
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Source:  Arosa Bergbahnen AG
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66% of the people in Switzerland are reading one of 

Tamedia’s news brands or magazines
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We see significant growth in digital subscriptions since we 

changed from “Metering” to “Premium” in 2017

In addition we 
sold 250’000 day 
passes in 2019

Close to 90’000 
subscribers at 
the end of 2019

Source: Qlik - Paid Publishing Roll-up



Premium ArticlesFree Articles
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In October 2019 we started with an optional login 

on the frontpage, free- and premium-articles

Can be 
skipped

Shown 
maximum 
every 3 
days

Cannot be 
skipped

Free trial 
for 2 weeks



Registration
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Registration is as simple as possible:

Only E-Mail and password, no further details 

Day 1: Verification After 14 Days

Day pass 
and other
offers
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Based on implicit and explicit signals, we process registered 

users with marketing automation (“Next best action”)

Registered
(“Trial”)

“New”
Subscriber

Anonymous / 
Prospects

“Former” 
Subscriber

“Loyal” 
Subscriber

0 1 3

Registered
(“Sleeper”)

2

4 5

Drive registrations 
& free trial

Enhance 
engagement & drive 
new subscriptions

Enhance 
engagement, 
ensure retention

Keep 
engagement, 
drive upgrade & 
renewal

Re-activate for re-trial & 
drive new sign-up

Drive Win-Backs

Explicit/Implicit Signals: Subscription Type/Duration, Device/Platform Usage, Engagement Level, Interest Categories
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The percentage of logged-in user traffic has increased 

by 10% since the call for registration

15 October - 30 November29 August - 14 October

Source: Google Analytics - Paid Publishing Roll-up 1.2, Aug 29, 2019 - Nov 30, 2019

+10 %
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An increase in logged-in traffic can be seen on desktop,

mobile remains at the same level, tablet traffic decreases

Source: Google Analytics 
Paid Publishing Roll-up 1.2, Aug 29, 2019 - Nov 30, 2019
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Registered users are qualified leads: 

The e-commerce conversion rate is 6x higher

Source: Google Analytics 
Paid Media - All Titles, Nov 1, 2019 - Dec 31, 2019

More Visits per User

4.5x

7.5x

6x

Higher Avg. Order Value

Higher E-Commerce Conversion Rate



3. Swiss Login Alliance “Diamond”
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Source: Iglu-Dorf Davos-Klosters
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Creation of a Swiss login alliance to establish a personal 

relationship with as many users as possible 

Source: persoenlich.com

...
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With the goal to “make content more relevant for users” all 

4 major publishing houses introduced the optional login
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Step-by-step creating awareness of login relevance, 

and pushing the registration rate

Voluntary login

Separate login 
infrastructure

Single Sign On 
(SSO) 

Consent 
Management

Mandatory login

15.10.2019 Summer 2020 End 2020

1 2 3



Raffles Access to contentCompetitions
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Each media title is testing different incentives, such as 

competitions and/or product benefits

Access to features 
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After 3 months we see significant increase in the proportion 

of registered users despite voluntary action & limited 

incentives

No negative 

effects 

No increase in the 

bounce rate, no 

deterioration in the 

intensity of use.

High frequency 

is important

Recurring users register 

10x more often than 

users in session 1. 

But...

Conversion overall in 

the low single-digit 

range.



4. Summary & Discussion
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Source: Jungfraubahnen
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It’s external and internal change management: 

The earlier you start, the better

Perceived user value 
is critical for success.

Optional login is a 
good starting point.

But only with a login 
obligation, the mass of 
users can be transferred 
into a login relationship.

Personalization is not 
an argument for signing 
up, it's merely a tool to 
increase engagement.

Our biggest driver is 
(journalistic) content.

Every new registration 
is a (hot) lead.



Thank you!

marc.isler
@tamedia.ch

Twitter: @misler


