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ADVERTISEMENT




This means that what is selected to
show on this small screen, is even
more important then ever.
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L Big data’can generate
gNconsumer insights at our fingertips




from product centric organisation
towards a consumer centric organisation




Registered
reader

Which data points do we have?

= Male, 30y

= Visits our brand several
times / day

= Visits our brand in the morning
(enters via newsletter)

= Loves video’s

= Reads update me articles
= Reads regional articles




Registered
reader

Which data points do we have?

Subscription history:
2 X via promotional offer

Visits our our webshop regularly
Current 3 products in his basket

=  Advertising?
= Dislikes ads
= Does not click on ads



Registered reader
Which data poinst can we predict/estimate?

=  Will recommend our brand to friends & fa

3 cu ,

= Preferred communication channel is mail

= High interest in service me - articles

= Probably also a podcast lover . ‘

= High propensity to buy in combination witha =
high churn risk. |

= Butalso high predicted customer life time ve
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What could this mean for
the 30year old prospect?

Based on history we might want to offer him
more service me kind of articles to read instead
of only update me. We should also include
more videos.

Different onboarding journey might be a
solution (adding podcasts as an integral part

fe.).

Using the available advertising space to
optimize the CLTV. Focusing on maximizing

subscription value AND e-commerce potential.

Sending newsletters on a more personal
moment in time (not only in the morning).

Once subscribed making sure the
personalization engine focusses on long term
customer lifetime value offering a mix of
articles instead of short-term attention time
optimization.

< A cross-domain approach



De Telegraaf
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73Noordhollands Dagblad
Leidsch #% Dagblad

De Limburger

Irish Independent @ NOGRDEN

Sunday Independent
Telégraph

Aachener Zeitung
Aachener Nachrichten

i De Standaard

N Het Nieuwsblad

GAZET VAN ANTWERPEN

HELANG
v
LIMBURG

Luremburger Wort
LUXEMBOURG TIMES

Mediahuis today

A portfolio of more than 30 news
brands

More than 1,7 mio. subscribers
(print + digital)




Beyond the
human mind



4 insights engines

Personalisation Engine

1003ubscription Intelligence Engine

Revenue optimisation Engine

Al as a support engine

for all domains




Subscription Intelligence Engine
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Subscription Intelligence Engine

fo [

= vate
T RYYS

+ 0

Q mErE AAAG e

S mm lAAA..

N

Predicted best-next-actions

frore S e

€85

e et
Q mErEAAAGeses 0
P THI FYVE R on
3V-ARPU
€876
e
. S EEImAAAG[eces]e s
N
Predicted best-next-actions
3Y-CLV

oo /o

’ s &
Q' mErmALAAGeree

A EETEAAAGe

. €875

€ars

LN

aray

N

Predicted best-next-actions

N ST

AT RNV

PN TE FYVYX R

S mErmALAG[ecec]e

N

Predicted best-next-actions

FYTHI FYVYEERS

G mEImAAAG[eses]e

IV-ARPU.

876

€76

arav

o oo f i /s

TR Y

*0

N

Predicted best-next-actions



Case. customer retentlon

From churn redlctlon to retention




Using churn prediction model.

increase in retention

increase in retention

Not wasting an

resources.



Moving on towards retention actions
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Capabilities

r [Facebook Ad M]
Unified profile DMP
Reader DNA Journey [ Google Ads J
Campaign 360 builder
Article DNA Mailings, call center ....
Brand DNA .
Campaign .
Data science orchestration | Pushes, sms, e-mailings,
platform newsletters....
Subscription o Marketing Automation
Intelligence Engine tooling
Personalisation engine
Revenue optimizer Campaign | > Dynamic Paywall
Al as supportive tool creator -

Reporting tools
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