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Aboutm
e

H
ead of Sales and M

arketing at Politiken

2012-2018
Digital subscriptionsspecialisation, freem

ium
and m

etered
2013-2015

Head of digital subscriptions, Ekstra Bladet
Initatorof Freem

ium
Sum

m
it–Bild (DE), Aftonbladet (SE), VG (NO) and 

Ekstra Bladet (DK)

Contact
Astrid Jørgensen
aj@

pol.dk
linkedin.com

/in/astridjoergensen/
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Print 
ads

CON
TEN

T

Digital 
ads

A
DS

Single
copysales

Subscriptions

OTH
ER
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POLITIKEN
•

Denm
ark’slargestpaid

new
spaper(readership)

•
Social liberal

•
Politics, society and a strong

em
phasison culture

•
M

etropolitan (Copenhagen bias)

•
Part of JP/Politikens Hus 
(Denm

ark’sbiggestprivatelyheld m
edia com

pany)



ONE AUDIENCE
•

M
odern com

m
unity-oriented

•
Divided

(m
ainlyage-driven)  into

print and digital. 

•
Onlylim

ited
overlap.

POLITIKEN
DIGITAL

817.000 w
eekly

POLITIKEN
PRINT

622.000 w
eekly

BOTH PLATFORM
S

97.000 w
eekly



PAID CONTENT LAUNCH 2013

2
5

M
etered

m
odel 

25 free
articles/ m

onth

M
onthlyprice

(after€ 1,5 trial):
•
€ 6 in 2013

•
€ 10 in 2016



LEARNINGS
•

Cheating
w

astoo
easy

•
Lackof shared

focusinternally

•
Too low

price
point / unrealistic

am
bitions on num

berof subscribers

•
Im

possible to scale
to a sustainable

business in a niche language
m

arket



SHIFT TO PREM
IUM

M
ay 2013 –

Dec. 2016

M
etered

m
odel 

W
ebsite onlyaccess

No e-paperaccess

Loyaltyclub
(’Plus’)

6€ (2013) => €10 (2016) / m
onth

Dec. 2016 –

Prem
ium

 m
odel

W
ebsite acces …

 and m
ore: 

Full access
to e-paperedition

Com
plete archive

from
 1884

Loyalty
club

&
 events (’Plus’ &

’Live’) 

€
40 / m

onth



CURRENT ABOVE-THE-LINE PRODUCTS

Digital only

€
40 / m

onth

Digital all w
eek

+ print Sat-Sun
€

60 / m
onth

Digital 
+ print 7/7
€

74 / m
onth



Source: M
ediet Bias (bias.nu)

International colleagues
€40 m

onth

€20 m
onth

Danish m
arket

M
ONTHLY PRICE POINT



A UNITED POLITIKEN

Externalm
essage: Full price

and fullaccess
Internalm

essage: A transform
ation you

believe
in

Þ
new

sroom
engagem

ent in the business is key
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E-PAPER LEARNINGS

5%

18%

56%

19%

8%
11%

38%
41%

Know
 and use the 

Politiken e-paper
Know

 and have used, but 
do not use Politiken’s e-

paper anym
ore

Know, but have never 
used the Politiken’s e-

paper

Do not know
 Politiken’s e-

paper

How
 w

ell do you know
 Politiken's e-paper ?

Politiken.dk -heavy users
Politiken.dk -light users

Our target group, the digital heavy 
users(20-45)know

s the e-paper exists. 

But m
ost of them

 do not use it.

So w
hy bother?



E-PAPER LEARNINGS

Because
the targetgroup, 

w
hen

asked, actuallylong 
to be

new
spaperreaders!



Oure-paperhas value
in targetaudience

•
A finished and prioritized product
•

M
ost im

portant current topics
•

Background and perspectives instead of new
s flow

•
Stim

ulates focus and concentration
•

Fitsa dailyroutine
•

Handy, recognizable
form

at
•

Offline access
•

M
obile and alw

ays available
•

No w
aste of paper and it doesn’tpile up in the m

ailbox

It justifiesa high
price

point



Anonym
ous

User
Banners

New
sletter

subscriber
Banners, m

aybe
a 

lead
or perm

ission

App
dow

nload
M

aybe
a push-

notification

Registered
user
Banners, fullnam

e, 
m

aybe
a 

lead
or perm

ission +
 

newsletter

Registered
subscriber
Banners, fullnam

e, 
address

m
aybe

a 
perm

ission +
 

newsletter

Trial
subscriber
Print, digital or
a com

bination

Banners, nam
e

and address.
Perm

ission and
newsletter

New
subscriber
Print, digital or
a com

bination

Banners, nam
e

and address.
Perm

ission and
newsletter



Ourapproach so far

#1 contentcam
paigns

#2 retargeting
(content)

#3 retargeting
(tactical)

#4 cam
paigns(tactical)

#5 lead
collection

(tactical)

FACEBOOK



Source: PHD M
edia, Denm

ark

FACEBOOK PRICING /Danish M
edia Agency custom

ers



•
Control yourad spend

•
Facebook aided

telem
arketing 

Lead
acquisition

Lead
prepping

•
Constantcam

paign
m

ode

•
W

eekly
follow

ups

TAKEAW
AYS



CONTROL YOUR AD SPEND

M
ake it dynam

ic
Ensure

Custom
er 

Lifetim
e

Value (CLV) 
calculation

Operationalise
it



Ad spend
(per cam

paign)

New
 custom

ers(per product)

CostPer Acquisition

Share
of <30 subs. (50%

 discount)

VAT regulationsper product

M
onth

1-6 profits

Based
on 

-m
argin

-average m
onthlychurn

per productcategory

CLV CALCULATOR



B
r

u
g

e
n

 a
f

 s
o

c
ia

l
e

 m
e

d
ie

r
 i 

n
y

h
e

d
s

o
r

g
a

n
is

a
t

io
n

e
r

 

Nicolai Puggaard Hansen
Digital M

arketingspecialist, Politiken

Y
e

a
r

 o
u

t
 c

a
m

p
a

ig
n



Year out cam
paign

299,-(40€) up front
Next40€ paym

ent
after3 m

onths



CHANNELS -OW
NED

E-m
ail

On-site ’editorial’ w
indow

s
On-site pop-ups



AGE

Dem
ography

(18 år+): 

49 Y

Year out 299,-
(3 m

onths) 

51 Y

1,-firstm
onth

then
299,-

41 Y



1 kr.
299 kr.

299 kr.
299 kr.

299 kr.

299 kr.

58%
40%

51%

29%
33%

47%

RETENTION: 1 kr. vs. 299 kr.
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VISITS FIRST 31 DAYS

M
arch-October2017
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PAGEVIEW
S FIRST 31 DAYS

Pageview
s per 1000 subscribers. M

arch-October2017
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STAYING CUSTOM
ERS COM

PARED TO CONVERTING ARTICLE SECTION

Graferne viser andelen af tilbagevæ
rende kunder på baggrund af konverterende sektion. Alle data tager udgangspunkt i abonnem

entstatusd. 1 novem
ber 2017

27%
27%

31%
31%

32%

26%

23%

34%

28%
28%

DEBAT
(ud af 1512)

KULTUR
(ud af 1444)

INDLAND
(ud af 744)

FORBRUG OG LIV
(ud af 471)

UDLAND
(ud af 277)

IBYEN
(ud af 172)

REJSER
(ud af 122)

SPORT
(ud af 112)

TOP 20 ARTIKLER
(ud af 765)

SAM
LET

(ud af 5258)
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CONVERTING ARTICLE VS. BEHAVIOUR

Graferne viser forbrug i sam
m

e sektion som
 den konverterende artikel i forhold til gennem

snitlig forbrug fra abonnenter (indeks 100). Periode 1. m
arts til 31. oktober. 

Sam
let antal sidevisninger på de 6 sektioner fra konverterende sektion: Kultur: 211.926, Debat: 256.085, Indland: 119.398, Udland:79.896 , Forbrug og liv: 72.559 Ibyen: 

35.509 
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352
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READER BEHAVIOUR / CUSTOM
ERS CONVERTED FROM

 CULTURE

Periode 1. m
arts til 31. oktober. Sam

let antal sidevisninger på de 6 sektioner fra abonnenter, der konverterede på kultur: 387.776
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AGE –NEW
 SUBSCRIBERS

1.801
1.895

1.553
1.455

2.114

1.202

16-24 år
25-29 år

30-37 år
38-45 år

46-59 år
60+ år

Dec. 2016 –
Oct. 2017



CHURNERS: TO W
HAT EXTENT W

OULD YOU M
ISS POLITIKEN IF IT DIDN’T EXIST?

Kilde: Opsagte abonnenter, april-august 2017: 257 respondenter. 

81%

66%

56%

70%

18-35 år
36-55 år

56+ år
Total

Ville savne Politiken, hvis det ikke fandtes
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GROW
TH IN PAGEVIEW

S: INCREASE COM
PARED TO 2016

 -

 5.000.000

 10.000.000

 15.000.000

 20.000.000

 25.000.000

 30.000.000

 35.000.000

Januar
Februar

M
arts

April
M
aj

Juni
Juli

August
Septem

ber
Oktober

2016
2017

Lineæ
r (2016)

Lineæ
r (2017)



TREND: PAGEVIEW
S FROM

 NON-SUBSCRIBERS INCREASE AS W
ELL

27%
27%

27%
27%

25%
26%

25%
26%

M
arts

April
M
aj

Juni
Juli

August
Septem

ber
Oktober

Subscribers’ share
of pageview

s:



A/B-TEST –
STOP SIGNS

TEST A
: 

4
paragraphsvisible

TEST B: 
1 paragraph

visible



RESULTS

Kilde: Google Analytics –
den 17. januar t.o.m

. 6. februar 2018

TEST A
: 

4
paragraphsvisible

Pageview
s

1.223.967
Visits to shop directlyafterA

5.143
Sales im

m
ediatelyafterA

289

Pageview
s

1.221.558
Visits to shop directlyafterA

5.407 (+5,3%
)

Sales im
m

ediatelyafterA

316 (+9,5%
)

TEST B: 
1 paragraph

visible
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Astrid Jørgensen
aj@

pol.dk


