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+500% growth among
young subscribers in
a yeatr... How?!
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We made it free!
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...how did it work?
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Who are we?

Sweden’s 2nd largest
local news publisher
16 newsrooms

320 reporters | CAKOPINGE POSTEN

NORRBOTTENS-KURIREN
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NORRAN

NT
MVT

CORREN

VIMMERBY TIDNING
VASTERVIKS-TIDNINGEN
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digital subs

We started % /
off last year 125

digital subs

with an

T T 87 000
ambitious eiore
goal... a000 LA
January January
2025 2028
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2x growth in three
years — and 3x growth

In our editorial focus

In our target audience In our relationship-
- was nhot going to be building
ea.s.y. We. needed to do In our commercial
things differently. offering
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We sharpened our editorial focus
on our younger audience

All reporters have access to personal
dashboards to follow engagement

... where we only show engagement
data from those under 50 y/o

And reporters aim to write
towards the ~30 y/o audience
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... and begun building stronger
relationships through our socials

ﬁ nclrran.sc .
NoiARE]

SCHTAAN - 4 3 0/

Instagram
followers
across 16 titles

] - T i”
S Arken Zoo har tipspa ° = 2 Arvid Mar I
hur du och din katt Hyllningsfragan: | {

+200%

One
standout

"Forvantar miginte” | B RN e, o
¥ Vad sager du om Norrkopingspolisen pekas [
N ) : '5@ att man hittar ett ut som ett skrackexempe!
Jatteroligt att sa manga - T

siar om det.

title

+180%

Reach
from video

Friendly, accessible reported-led content on Instagram e

and TikTok, building our reporters as local ”influencers”
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... but struggled to find deals that
converted our youngest readers

(oo R o J

Our ’base” <30vy/o Student
offering

offering offering

No substantial growth despite

1, 3, 6 month long free trials

Easy sell
but no scale
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__ Digital growth —

Our digital subs
<25 y/o barely

made a dent in our
digital growth

January April
2024 2025
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So we began discussing...

Should we make it
free for our
youngest readers?

4

Thoughts... Hopes... Fears...

No relationship
with core product =
O willingness to pay

Loss of revenue

We don’t have time
to wait for the

AN | nve ~'|I|]|-|" II

Account sharing

the future

97% of perfect product
digital
subs We have to build a _earning
; : M. <y Undue access
reading habit, now! experience
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... and we decided to try it
out on two of our titles

> Editorial, commercial, development,
analytics — everyone was onboard.

> Limited test period — june to august 2025.

> Transparent process with distinct KPlIs:

0 2x increase in subscribers under 25 y/o
o <50% churn from paying subs in age group

i NTM MEDIA

Long term, 30% conversion to paying subs
)
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The offering
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The marketing

p
I @; '
"h ger dig k p!. det

som hander i Luled.

Gratis nyheter
for dig under 25

Vi ger dig koll -
helt gratis!
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Gratis nyheter
for dig under 25'

We went to where

are target group was.

Fran och med nu ar UNT
r helt gratis fér alla under 25.

/. ; Deskadul;ssna \—
har'

... and we put our (young) reporters
front and center
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Text
. Ola Lindgwist

- Vi

We put our offering in a custom
paywall directed towards traffic
from search and socials (~20% of

Gratis fiir dig under 25 érl

our paywall traffic).

L3s fritt | en vecka!
0 kr

$huapa bt och lin wdere cht
diE i betabargugsmfter, A
eher an vecha
© Las alis artidar pdl untse och Ivir app

KOp prenumeration

“ ) . =
Arduredan prenumerant? Premium Ar du under 30 ar?

( Logga in ) 99 I X - p o : P
L

d g (= @ Las alla artiklar pa untse och i var app
( Se alls erbjudanden ) .

@ Hundkiubb Mera med rabatter ach

danden €@ Las alla artikdar pa unt.ze oc

[ s t anvanda tjansten pd en enhet i

© Aftonbladets e-tidning,
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The sighup-process

e . —ween  [hose under
Offer Enteremailand = e oF v/
. —— _ _ O Can
description social security : yt' . : 3th0fe ;
| continue wi steps than we’'de
and CTA' =l number. ” ” ideally like to have.
B purchase”.
- Demand of payment
info a hurdle.
1 2 3 4 5 6
— ID verified and = Choose
Sign-up. z —
gn-up account | == payment
created. = =- method.
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.. and the results after our test

period

——Paying subs <25y/o0 —Free subs <25y/o

4 000
3500
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2000
1500
1000

500
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June - August 2025

We had grown our subs <25 y/o by 3.5x.
Only 2% of our free subs had switched
from paid subscriptions.

No signs of broad undue access.

More than 90% of our free subscribers
were completely new customers
relations!

R

SN

... Iltwas too early to evaluate conversions,
nevertheless these results made us
confidentin a company-wide launch.
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In september 2025 we launched
across all our brands - results so far

——Paying subs <25y/o0 —Free subs <25y/o

19060 v" We have grown our subs <25 y/o by 5x.

v' 3% of free subs have switched from paid.
i D00 v" Still no signs of widespread undue access.
14 000 v' 88% of free subscribers are brand new.
12 000
10 000 ... 1o this day, 350 readers have
8000 outgrown our free tier. 110 of these
° 000 have opted to continue with our
4 000 : 3

pald subscription =
2 000

30% opt-in conversion rate so far.

June 2025 - February 2026 >
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So what do we know about
our new readers?

W Free subs <25 m Paying subs <50

24% _—
16%
13% 13%
11%
I I 9% I 9%
% engaged % traffic from % subswhoonly % subs from
subscribers push read the firstday outside of our

geographies
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By and large, they
read more or less

the same material
as older
subscribers.

Makes ut fairly
confident we are
attracting the
”right ones”.
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All in all, the tough part is ahead of us...

0 25’ free subs by 2027 with a conversion rate of 40%

> They are with us, and growing,
and it seems we’re attracting
the ”right ones”.

o We have switched to opt-out renewal to paid sub
0 Various upgrade offerings to premium packages

0 Tailored onboarding (on/off site)
0 App downloads and development

> Now we are fully focusing on
increasing conversion and
engagement.

Newsletters and re-activation strategy
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-.DUt we are
oh our way @
towards our

100 000
long term
g O a I ° 38 000
under 50 y/o
January January January
2025 2026 2028
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Thank you for listening!

Henrik Ekwall-Larson
Head of Subscription Sales
NTM Media
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Audiencers

Make more informed decisions

Subscribe to The Audiencers for endless case studies & expertise on engaging,
converting & retaining your audience

Individual subscription
£299 annually : "
1 account ;

Company subscription

‘;‘f{ A - [ [
?ﬂé’” Personalized pricing |
‘ A (¢

B Unlimited access for the whole

-
-

r
S'C = company

subscribe.theaudiencers.com


https://subscribe.theaudiencers.com/
https://subscribe.theaudiencers.com/
https://subscribe.theaudiencers.com/

