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Why:

• Build engagement while still in transactional mode
• First and perhaps most impactful opportunity to affect engagement
• Reinforce behaviors that increase engagement

• Interests, Newsletters, SMS Alerts, NewsdayTV+, App, e-Edition
• Increased engagement leads to a higher CLV

What:

• Series of web pages, promoting subscription benefits, served to new subscribers upon completion of an online purchase

How:

• Present a call to action to improve engagement
• Subscriber selects interests
• Sign up for newsletters
• Provide mobile number for SMS alerts
• NewsdayTV+
• Download app
• Links to e-Edition and other content
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Overview



Control



Test



Topics/Interests

7

• Test – reformatted icons to better align with the topics. Streamlined the CTAs 

Control Test
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• Control – has 3 pre-checked newsletters with option to opt-out or select more
• Test – Preselected newsletters based on Interests chosen by subscriber (ie user 

chose sports as an Interest, which prepopulated sports newsletter) 

Control Test

Newsletters



e-Edition
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• Control – Today’s Paper is a static image
• Test – made the final card work harder with a redirect back to the e-Edition or article

Control Test



New - SMS Alerts
• Providing mobile number allows subscriber to sign up for breaking news text alerts

• SMS allows for 2-way messaging, thereby adding another level of engagement 

Test
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New - NewsdayTV+
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• NewsdayTV+ introduces our newest platform

NewsdayTV+



New - App

Desktop Mobile

12

• Introduced app to increase download
• Adding a QR code has shown significant increase in response rate, across all channels



Churn comparison of groups
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• Churn from 12/10/23 thru 5/18/24  à Y=4.5% vs. N=8.1%



Roadmap
• Create new onboarding flow that leverages findings

• Test new card topics based on other research and best practices
• Add a customer service/concierge card. Evidence subscribers stop for technical issues
• Test combining Interests and Newsletters into one card 
• Promote new features as they become available; such as games/puzzles

• Create an “onboarding lite” version. All benefits on one card

• Test the strongest subscriber engagement, Alerts and App, by creating a 2-card series.
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Key takeaways
• To date, Control maintains an average completion rate of 74% while test is at 41%

• We have not reached statistical significance so will run and review data for longer term

• Results are proving that by adding new products and actions to the journey we are exposing more users 
to subscriber benefits, thereby increasing engagement.

• Use data from each individual card to optimize the subscriber lifetime journey

• Long term analysis of retention and engagement among subs that went through the onboarding process 
is key

• Determine at what point subs are dropping out of the flow and how to optimize. Has adding 3 additional 
cards impacted the journey due to longer completion time?

• Determine if the interactive cards positively affect retention and therefore improve CLV

• Measures of success
• Percent of subscribers that complete onboarding
• Clicks on calls to action

• Increase app downloads
• Increase newsletter signups
• Sign ups for SMS alerts
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Thank you
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