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Products in four languages: English, Chinese, Malay, Tamil 





●  Singapore’s most read newspaper; flagship English 
daily of SPH, published since 1845 

●  Daily average newspaper circulation: 370,100 
●  Daily readers: 597,000 online, 600,000 print 

(Nielsen Media Index) 



Awards and accolades 

●  9 awards at Asian Digital 
Media Awards 2018 by 
Wan-Ifra, including Reader 
Revenue Initiative award for 
ST Premium, and Gold for 
ST's first augmented reality 
project, Asia’s sacred art 

●  8 awards at Best Of Digital 
Design 2018 by Society for 
News Design, including 
experimental design for 
Are you ready for Smart 
Nation? 

●  2 awards at Best of 
Newspaper Design 2018 
by Society for News Design 



ST’s paywall journey 

1994 

ST Online 
launched 

2005 

Freemium 
 

Commodity news: 4 pars 
Premium content: 
Subscribers only 

 
One of first adopters of a 

hard paywall 

July 2015 

Metered paywall 
 

30 free articles per 
calendar month 

 
Subscribers get full 

access from S$29.90  
a month 

Nov 2016 

Tiered paywall 
 

15 free articles for 
anonymous users 

15 more articles for 
registered users 

 
Social and search traffic 

count towards quota 
 

Subscribers get full 
access from S$29.90  

a month 

Feb 2018 

ST Premium 
 

Commodity: Free 
Premium content: 2 pars 

Subscribers only 
 

ST Basic: S$14.90 
ST All Digital: S$29.90 



Let’s put our journey into context 

1994 

ST Online 
launched 

2005 

Freemium 

July 2015 

Metered paywall 

Nov 2016 

Tiered paywall 
 

Feb 2018 

ST Premium 

Twitter 
(2006) 

MS IE 
(1995) 

Facebook 
(2004) 

iPhone 
(2007) 

Google 
(1996) 

1b monthly 
active FB 
users (2012) 

1st Android 
device 

HTC Dream 
(2008) 

Mobile 
penetration 

rate in Sg hits 
156.3% 
(2014) 

Instagram 
(2010) 



Why ST Premium? 



‘It Pays to Know’ campaign 
Campaign objective: To connect audience to the personalities and stories behind the best and most exclusive work of the ST newsroom. 
Series of social media-friendly videos featuring ST writers and their most memorable work, from insights into life in North Korea to candid 
confessions of a food critic. (Click images to watch the videos) 
 

243K REACH 146K REACH 154K REACH 



SPH-Google tie-up 

●  We offered Google Home and Google 
Home Mini to new and existing subscribers  

●  Singapore Press Holdings (SPH) offers four 
native audio feeds on Google Home  

●  Part of SPH’s efforts to continuously 
innovate and connect newsroom 
personalities to audiences on emerging 
platforms 



Results 
●  90% increase in monthly 

new digital subscribers  
●  Less than 10% churn 
●  Minimal impact on ad 

revenue 
●  More data-driven approach 

to content production  
●  Greater flexibility with event-

driven promotions: 
During first Trump-Kim 
summit in Singapore, we 
pivoted paywall for lead 
generation rather than direct 
subscription. 



Which articles got us 
new customers? 



Bread and butter: health, housing, education, transport, jobs, money 



In-depth: Pieces that cover newsy topics 



Quirky, human-interest 



Explanatory: what the news means and how it affects readers 



Transgressions: Courts, breaking rules 



Lessons 

●  Premium means different things to different people: Journalists think about 
‘premium’ differently from consumers 

●  Evergreen archives are just as important as news to consumers 
●  Besides premium content, there are other factors at work ... 



Why do they pay? 



Why do customers pay for online news? 

N=3,174; Source: SPH, 2017 



Why do customers NOT pay for online news? 

N=3,174; Source: SPH, 2017 
 



So what does your customer want? 



It’s not 
just about 
content 



Know your customer 



Convenience 





Value 



Experience 



Ideas, 
hypotheses 

Product, 
experiments 

Data, 
validation 

BUILD 

MEASUR
E 

LEARN 





Make it 
easy 



Email > Anonymous 



The future 



How come Netflix can convert more? 
30+% of its audience (NYT 2-3%) 

Customer-centric business 

Use of algorithms  Personalisation  

Reduce churn  Convenience  



Be where our 
customers are 



Personalise 



We are social 



Other revenue 



E-commerce, 
affiliated 

marketing 



Events 



Entertainment 



Content is king, but value, distribution, 
and experience are queen and she 
wears the pants. 



Thank you!  
vming@sph.com.sg 






