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Moving our cancellation journey online was motivated by
customer experience with a focus on retention management

e Account management - specifically online cancellation - was consistently one of the

° - no online function, (unless on a
trial)

° - poor foundation to
engage them in a ‘save conversation’

° of subscribers whom we could have moved onto the
right product and price
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Make it easier to cancel
subscription online. I totally
get that you want to improve

customer retention by
making it nigh on impossible
to leave but that only makes
customers who leave never
want to come back

Anonymous, FT digital subscriber, 2019



—
~—

. =
\ S
\
\
\:\\ ’ *
] "\

N7 _ i
SN -
g ). %‘i L
/‘. %
/4 .
52 4 > //"‘/ /
{5 % A,
V4 l

BRACKEN HOU

St &

66

Make it easier to
unsubscribe. Any online
service that makes it difficult
to unsubscribe isn’t worth
subscribing to

Anonymous, FT digital subscriber, 2019



Recognised that there was a commercial opportunity in
building a frictionless account management function

e Our premium journalism was not matched by a
- misaligned to our values

e Hypothesised that
o E.g.aproportion of subscribers just want to cancel - make it easy for them to

free up time for the in depth conversations other subscribers need
o Support more seamless fulfilment of regular marketing programmes

o New insight could be applied at a subscriber level (not just product)



Could we build
‘save me’ journeys
that persuaded
subscribers to stay
even though it
would make
cancellation easy?



By Spring 2020 all digital subscribers could cancel
online - our save me journey aimed to keep them

e Initially
- did not lead to more cancellation requests, providing reassurance

e Trialists, Standard and Premium subscribers had journeys built around a
, With specific save offers to retain them



Online cancellation journey
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Request
cancellation
reason

Subscriber
clicks cancel
subscription

[
Stay with us for another year, for the same price.

PREMIUM DIGITAL [—
oimAL

Save offer pages
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Katherine, before you go...

Integrity, Accuracy, Trust

Perks you won't find
anywhere elsc...

‘Fear of
missing
out’ page

FINANCIAL TIMES

Final
confirmation
page



Online cancellation journey stages

We’re sorry to see you go

Please could you tell us why you want to cancel your subscription?

() It's too expensive
N

N .
() lam not reading enough

\—
@ Other

Type reason for cancellation in the box
(max 200 characters)

Your current subscription renews on Mar 20, 2020

Request cancellation reason




Online cancellation journey stages

FINANCIAL TIMES mFT

Katherine, before you go...

Integrity, Accuracy.

FT journalists adhere fo our strict values and editorial standards, so the fopics we cover always surround
emerging themes that reshape business and society.

In-depth insights
Go beyond the news with daily analysis from our
expert team of journalists.

Perks you won’t find Tailored newsletters

Essential briefings you need fo keep abreast of new
anywhere else... developments, with new ones added every year

The App
Read offline, get live updates and get access fo
myFT, podcasts and more.
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You are part of a community that values accurate
reporting and in-depth analysis of the issues that affect
your life. We depend on our sul ers. You, in turn,
have access to a product that recognises the role of
business done in the right way. We hope you will stay.

Martin Wolf
Chief Economics commentator

Keep my subscription Cancel my subscription

‘Fear of missing out’ (FOMO) page



Online cancellation journey stages
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Marie, Keep the benefits of an FT subscription, for less.

CURRENT PACKAGE
PREMIUM DIGITA

Annual

£468.00

Next payment: Mar 1, 2020

Unlimited politics, world, tech and business news
FT Magazine and Life & Arts stories

Our full selection of newsletters, available in myFT
On-the-go news with the app

Gift up to 20 articles each month

The ePaper - the digital replica of the printed edition
Lex, arguably the oldest and most influential business column

Unlimited access fo coverage on Emerging Markets and M&A

WE RECOMMEND
DIGITAL
Save 25% off RRP

Monthly

£29.00

You will be charged from Mar 1, 2020 and each month thereafter

Save 25% off RRP

Annual

£270.00

You will be charged from Mar 1,2020 and each year thereafter

Our essential politics, world, tech and business news
FT Magazine and Life & Arts stories

A selection of newsletters, available in myFT
On-the-go news with the app

Giff up 0 10 articles each month

FT Confidential Research - data-based, analytical insight into China and

Southeast Asia

Cancel subscription

Offer page example



What was the business impact of the online
cancellation journey?

CANCELLATIONS CONTACTS INTO LIFETIME VALUE CUSTOMER
CUSTOMER CARE (LTV) SATISFACTION
) v,
{5 @ A\

No negative impact Now handle 25% of Starting to Decrease in overall
on cancellations cancellation understand the LTV number of feedback
performance overall requests, with ability dynamic across responses by 10% in

to have more in depth channels - our a first quarter

Trial save rate conversations guiding metric
doubled

Building a dynamic and personalised Manage my Account platform
Supporting engagement and retention strategies



Key learning

Value reinforcement drives
retention

o Knew thiswas an
opportunity from our

o  Non-personalised page
test showed
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Explore your year with the FT:

How many
articles have

;
m il you read in the

past year?

On average FT
subscribers
read

652

What new
stories and
topics most
captured your
attention?

End of Sub Year Campaign (Sent prior to renewal comm)

What did other
FT subscribers

read in the past
year?

What time of
day did you
look for most of
your news?

What was your
favourite way
toreadinthe
past year?



Key learning

Value reinforcement drives retention

o 2021:
playback engagement

using individual data to

FINANCIAL TIMES

This year you've
read 128 articles

Take alook at your
most recent reads

You saved 25
articles

Why not read them
before you go?

Brexit caught your
attention the most
Check the latest
Brexit news

Oliver, before you go...

This year you've
read 128 articles

You saved 25
articles

Brexit cought your
attention the most

New personalised value reinforcement page in online save me journey

Be part of the
conversation. Stay
on top of today’s
most read stories.

Are you ready for
what’s coming up?

Be part of the
conversation. Stay
on top of today’s
most read stories.

Are you ready for
what's coming up?




Key learning

o Higher save rate for those citing ‘price as a reason to leave vs ‘not

reading enough’
o Digdeeper to understand motivations, to then serve more tailored

offer propositions

e ‘Notreading enough’ could be an opportunity to offer flexibility in

term
e ‘Don’t need the full breadth of content’ could be an opportunity to

serve a lighter content offer



Key learning

o Persuaded to stay vs frustration in journey?
o Ahigher proportion of Premium subs go on to cancel compared to Standard
subs after drop out - identifies a gap in save strategy

o Currently testing new offers across save me journeys
o Subscribers being shown a 3rd offer has improved save rate
o Ensure subscriber feedback is not negative



What next? Part 1

O O O O

Reviewing for all save scenarios e.g. how best to
suggest annual term through the additional saving, reducing sense of loss for
Premium subs downgrading
Development of e.g. 1st year subscribers
Testing additional offers in the journey -
to reflect unserved audiences

Use

m Propensity to renew as a data point, for example

m Evolving to a centralised offer management that informs all channels



What next? Part 2

O

Striving for more on
retention

m Impact of device on save performance?

m |s MMA or Customer Care the best option for specific cohorts? How

should we proactively manage this?
Integration of e.g. annual
renewal campaign, end of subscription year campaign
- how does it become a

best in class subscription experience based on need?

m e.g. feedback from user testing has indicated a desire to see usage at
any point in time



