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The Telegraph’s vision



Subscription-first strategy

3



Acquiring 
registrations Engagement Converting to 

subscriptions Retention

How do newsletters contribute?
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What we’ve seen
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Newsletters are high engagement products which produce our best quality 
registrants and subscriber prospects, and our most engaged subscribers.

● Users who register by signing up to a newsletter are more likely to convert to 
a subscriber than via all other sources of registration

● Those who sign up to multiple newsletters have significantly higher rates of 
conversion within their first 30 days of their registration and higher onsite 
engagement

● Registrants entering the site via newsletters are three times more likely to 
convert to a subscriber than those coming to the site naturally

● Subscribers derived from newsletters have 30% better retention at 3 months 
and over 50% better retention at 12 months than the average



An excellent tool for acquisition and retention
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Why?

● Value exchange
● Introduction to subscription product
● Increase repeat site visits
● Habit-forming
● Targeted to individual users
● Valuable products in own right
● Direct connection with journalists



The Telegraph’s newsletters



Portfolio
Structured around purpose
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Onsite 
retention

Inbox 
engagement 
(registrants)

Inbox 
engagement 
(subscribers)



Onsite retention
Driving traffic back to site
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Aimed at driving high CTRs.

● Frequent briefings
● Round-ups of onsite content
● Cover broader subjects
● Personalised recommendations



Example: Headlines
Personalised recommendations
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Vertical-specific personalised 
newsletters.

Launched Culture in May, followed by 
News, Politics and Football.

Feature five articles recommended by 
the algorithm.

The more you read, the better the 
personalisation.



Inbox engagement (registrants)

● Longer reads
● Bespoke editorials
● Original analysis
● More niche subjects
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Engaging readers using in-email content



Example: Chopper’s Politics Newsletter

Personality-led commentary on the 
inside workings of Westminster.

Includes a main column, ‘whispers’, 
recommended must-reads, a regular 
feature on Brexit and a cartoon and a 
comment of the day.

Complements Chopper’s Politics 
Podcast.

12

Weekday missive from Portcullis House



Inbox engagement (subscribers)
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Engaging subscribers using in-email content

● Bespoke editorials
● Exclusive articles, which are not 

published elsewhere
● By our best journalists
● On subscribers’ favourite subjects



Example: Matt Newsletter
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Weekly diary from The Telegraph’s cartoonist

A round-up of Matt’s cartoons. the 
inspiration behind his sketches and 
an exclusive unseen sketch.

Also includes links back to the 
cartoons onsite.



Evaluating performance



The newsletter-specific variant of the Single Telegraph Acquisition 
and Retention Score (or STARS) quantifies the acquisition and 
engagement driven by each email.

There are three key metrics:

● subscriber conversion rate
● onsite retention
● inbox engagement

These elements are weighted and combined to create a score for each 
edition, which is used to track performance to target.

N*STARS
The Telegraph’s internal scoring system
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The key to understanding what good looks like
Benefits of N*STARS

Easy to compare different newsletter 
formats and list sizes

Comprehensive overview of progress

Can set targets based on purpose

Diagnostic tool to identify 
opportunities or problems and to 
continuously optimise performance

Transparent communication with 
stakeholders across the business
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Managing the portfolio



Continuous optimisation
Case study: Cookbook
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Relaunches
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Case study: Dispatches



Topical takeovers
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Case study: Euros Edition of the Football Nerd newsletter



Sunsetting
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Case study: club football newsletters



To conclude...



Key takeaways

Engagement (among registrants and subscribers) is just as important as the 
initial acquisition - and newsletters are a good tool for both.

Targeting and segmentation are more effective than a one-size fits all 
approach. Identify similar groups within your audience, learn what works 
for each and apply that to improve sign ups and engagement.

Look at the data and listen to your audience - it's OK to adapt or retire a 
newsletter if it isn't fulfilling its purpose or appetites change.

Think big - and small. Make radical changes, but don't neglect the 
incremental tweaks (like optimising subject lines).

Collaborate with other stakeholders, consider the whole reader experience 
(notifications, print, online, app, email) and be informed by wider findings.
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Any questions?
Michelle Brister, Head of Newsletters
michelle.brister@telegraph.co.uk

mailto:michelle.brister@telegraph.co.uk

