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• This is about creating an entry point for users who previously would not subscribe.

• This is about generating and growing a cohort engaged subscribers who retain well.

• This is about delivering a product that has given an audience what they want in a package that meets 

their needs. 

It’s the opposite of creating more features and hoping they will retain and pay more.
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Exec Summary



• Two regional news brands covering North-East Scotland.

• Grown to around 50k subs over 5 years.

• Low propensity to pay for content online.

• Free competitors.

• Grown through successful acquisition.
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DC Thomson news 
brands



“your new subscriber offer is the 
biggest lever to retention”
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Robert Skrob
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Where did the Sports pack 
come from?

Slower growth

• Growth had plateaued.

• What was working before wasn’t 

anymore.

Customer data & insight

• A large audience / content area 

that did not convert.

• Insight telling us readers only 

wanted this content.

Competitor activity

• Other news brands launching 

club specific products. Likely to 

come onto our patch.
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The Sports pack

• Both Courier and Press & Journal brands.

• Sport only content

• Half the price of standard pack

• No app access

• >2k subscribers over year / 20% of annual growth 

This did not fit into our wider objectives of 

improving retention & growing ARPU



• Prove if there was an audience willing to pay for 
sports content.

• Confirm if a pack with restricted content and a 

cheaper price is viewed more favourably for this 
audience.

• Confirm if the brand was the blocker to paying.

• Be able to say if we needed a standalone website to 
succeed.
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Launch Objectives
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What did we need to launch?

• 1 x passionate sports (football) audience.

•  1 x restricted content pack.

• 1 x paywall offer.

• 0 x marketing effort.

What did we need to get to a launch?



What happened when it  
launched?

9

DECK TITLE HERE



Courier PJ

Before sports pack After Sports pack launch

x2

x6

Sports content conversion rates
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Offer testing

£1 for 1 month

£3 for 3 months

£1 for 3 months

So we started testing

Copy testing

Team messaging

Specific town messaging



What kind of content converted

• Exclusive.

• Analytical.

• Increase premium content level.

Not 

• Match reports.

• Press conferences.
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And then… Content reviews
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Other opportunities it presented

Low price entry 

with upgrade

Downgrade 

option

Better subscribe 

page balance



Would subscribers cancel due to the off season?

...sales actually increased

No matches and no press conferences so content 
performance is down to the skill of the writers.
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End of season: 
panic?



Feb-24 Mar-24 Apr-24 May-24 Jun-24 Jul-24 Aug-24 Sep-24 Oct-24 Nov-24 Dec-24 Jan-25 Feb-25 Mar-25 Apr-25 May-25

Sports pack sales

Transfer window
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Out of season peaks

Transfer window
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Can a subscriber read enough 
content to see value?

 1  2  3  4  5  6  7  8  9  10  11  12

Decay curves

Sport Standard

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 25 26 27 28

RFV score over first 28 days

Sports pack RFV Web pack RFV



Is it different?

• Sport is different to local news.

• Live news matters now…your team will 
always be there.

• Perhaps tapping into a passion could be in 

this list….
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• Exclusive content is what makes our product worth 

paying for.

• Experiment and iterate.

• Listen to customers.

• Content reviews deliver huge value.

• “Doesn’t let perfection get in the way of progress”.
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The learnings go back into 
everything else we do
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• The Sports pack created an entry point for users who previously would not subscribe.

• Tapping into a passion it built a cohort of engaged subscribers who retain well.

• The sports pack created a product that has given an audience what they want in a package that 
meets their needs. 

• It’s the opposite of creating more features and hoping they will retain and pay more.

Summary


	INSTRUCTIONS
	Slide 1: Sports pack  INMA Retention Masterclass
	Slide 2: Exec Summary
	Slide 3: DC Thomson news brands
	Slide 4: “your new subscriber offer is the biggest lever to retention”
	Slide 5: Where did the Sports pack come from?
	Slide 6: The Sports pack
	Slide 7: Launch Objectives
	Slide 8: What did we need to get to a launch?
	Slide 9: What happened when it  launched?
	Slide 10
	Slide 11: So we started testing
	Slide 12: And then… Content reviews
	Slide 13: Other opportunities it presented
	Slide 14: End of season: panic?
	Slide 15: Out of season peaks
	Slide 16: Can a subscriber read enough content to see value?
	Slide 17: Is it different?
	Slide 18: The learnings go back into everything else we do
	Slide 19: Summary


