
Offboarding subscribers:
How improved cancellation process and 

personal touch save subscribers



Haaretz is an Israeli daily newspaper, founded in 

1918, making it the oldest daily newspaper in Israel. 

It is known for its left-leaning political stance.

The newspaper has invested heavily in its digital 

platforms, and its online content is widely regarded 

as some of the best journalism available in Israel.

About Haaretz



9-11 million unique users / month

137K digital only subscribers

450 journalists

200+ stories / day

About Haaretz









Sales and churn

2019 2020 2021 2022 2023

Churn

Net Growth

Sales

9,877

15,410
13,366

4,826

22,893



Sales mostly related to news cycle

Doubled the number of international subscribers during the 
Gaza war

Haaretz.com
Voluntary churn: 81%
Involuntary churn: 19%

Sales and churn



New cancelation 
process

-4%



Previous process



Previous process







Too expensive 
33.39%

No time to read 
27.92%

Other 
26.54%

Content 6.85%

Payment issues 
2.39%

Nothing to read 
1.89%

Technical issues 
1.01%



Technical Issues
Content
Other

4% request us to get back with a 
solution

Cancellation inquires are prioritized for 
customer support

Content complaints reach editorial staff



• While I find most of the content valuable, it is available for free from other redible
sources. I also find the contect, at times, unduly biased.

• I enjoy Haaretz and believe it is likely the most progressive newspaper in 
Palestine/Israel. I find myself unable to read all the articles and frankly, I am 
overwhelmed by the reading I've been doing about the crisis in Palestine

• Why are you siding with the terrorists? Seek help. "Free Palestine" is a compulsive 
liar, do not enable them.

• There was one article I wanted to read. I read it.

• It's a good paper but expensive and too depressing right now to make time to read it.

• Income dropping, can probably read via institutional account. Sorry to go but must.

Addressing complaints 



Nothing to read



No time to read

Low response rate - to be 
deprecated



Payment issues



Price Automated offerMarketing lead

88%

12%

13.4% of “price” 
sensitive customers 
stay with a better 
offer



Upcoming changes

New survey options

Smart Offers
Personal automated offers according to user (current subscription 
rate, state and churn reason)

Automated offers AB tests



Cancelation 
offboarding

-27%



Personal email



Personal email
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Personal email : 27% retention 



Returning subs (in 60 days)



1. Convince people to stay, but let them go. 25% of 
them will return shortly

2. Don’t lower the price, and follow the data: Why 
people are leaving, what will make them stay?

3. Incorporate a personal touch

4. Continuously evolve

4 Key Lessons


