LEANPLUM

now a CleverTap company

CleverTap

CASE STUDY

How Leanplum
Helped TED Increase
TED Talk Engagement

Engagement goals

Mobile is an important channel for TED — and TED
has been incredibly successful at growing its mobile
app audience.

However, while TED is in the 90th percentile

of apps that users keep on their devices after
Installing, and user ratings and reviews have been
consistently positive, usage metrics had more
opportunity for improvement. The average user
launches the app only once every couple of weeks.
As users already seemed to find value from the app,
TED defined its next phase of success as increasing
engagement and frequency of use.

TED wanted to set up messaging campaigns to
more effectively drive an increase in views of TED
Talks in its 1I0S and Android apps. According to
Cody Winn, Director of Mobile and Platforms

at TED Conferences, “Before we started using
Leanplum, we had some basic messaging in place
iIn the TED mobile apps. But campaigns were set

up in a way that was quite complex, and we didn’t
know how to take action on the learnings. We didn’t
know when some of the attributes and events were
being recorded, how they related to each other, and
which were trustworthy.”
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“Leanplum helps us manage push

& in-app messaging including
content featuring, targeting,

and optimizations. We can now
understand how our mobile app
users engage with content.”

TED

Chances are you’ve heard of TED. TED is

a nonprofit global community devoted to
spreading ideas. Its mission is to make great
ideas accessible and spark conversation.
The brand is known for viral short talks that
cover topics from science to business to
global issues, delivered by a wide range of
thought leaders. More than 3,000 talks are
available for free across TV, desktop, and
mobile platforms.

Industry: Technology, Design
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To increase talk views from messaging, TED
built out two new strategies.
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First, TED created more curated messaging
series. TED’s initial campaigns included
notifications about new content and weekly
favorites. To increase engagement beyond
sending content that was simply new, TED
started running more curated messaging
campaigns with the objective of understanding
what drives users to want to watch a TED Talk
and offering relevant content.
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Second, TED needed to make its content
relevant and accessible to a growing
iInternational audience. Though TED Talks are
primarily in English, over 75% of its mobile app
audience is now outside the US. TED has built
a community of over 30,000 volunteers around
the world who translate TED Talks into more
than 100 subtitle languages. TED also aims to
build a locally relevant app experience end-to-
end. For example, a user in Japan sees a fully
Japanese version of the TED app, and receives
translated notifications about TED Talks that
have been recently translated into Japanese.
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What TED learned

As a curation test, TED created a multi-day
notification campaign around a theme.

This campaign, “10 Days of Positive Thinking,”
sent one push notification per day for 10 days,
each promoting a talk around cultivating
happiness and a positive mentality.

TED Now TED

In this witty talk, a comedian/

For the next 10 days, we’ll be sharing
TED Talks to encourage positive
thinking! First up, can having less stuff,
in less room, lead to more...

philosopher meets her ultimate
challenge: are friends with reality — and
peace with death.

TED

Thanks for joining us for 10 days of
positive thinking! We'll end with this
question: Our culture is obsessed with
happiness, but what if there's a more...

The campaign had an immediate impact: it lead
to a 10% increase In sessions and talks watched
from the target audience. The push notification
open rate was also 72% higher than average,
and perhaps surprisingly, the app uninstall rate
was significantly lower than average.

When translating this content for a non-English
audience, TED saw even greater results — its
Spanish-language audience engaged at a
significantly higher rate than English users.

Why did this particular campaign perform so
well? TED has a few theories. “It was tightly
curated around a topic that resonates with
many users, which created anticipation,” said
Winn. “There was a clear start and end, as well
as a realistic cadence — watching a talk per
day is more digestible than watching a playlist
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In one sitting. And finally, we made copy
more creative and action-oriented, so users
understood the value they would get out of
watching a video. That made a big difference
In our engagement rates.”

TED has continued the strategy and run
additional thematic and time-based campaigns,
featuring content via push notifications and in-
app messaging. By continually challenging the
learnings through A/B testing, TED has found
this strategy so successful that it has rolled

out more impactful, action-oriented copy
across all messaging.

Why TED trusts Leanplum
TED turns to Leanplum for:

e Strategic advice
12%
higher

engagement

e Ease of use
e Technical support
e A/B testing

e Reporting capabilities

Leanplum empowers TED to run sophisticated
campaigns to increase key metrics, without
relying on developers. And based on insights
from those campaigns, TED can easily make
decisions on messaging strategies and switch
gears when needed.

ABOUT LEANPLUM

“With Leanplum, we are able to manage push
and in-app messaging — content featuring,
targeting, and optimizations — entirely

from our team focused on editorial and
productengagement,” said Winn.

What’s next for TED

To take the next step in offering relevant
content, TED is personalizing talk
recommendations for any user, based on the
individual viewer’s interests and motivations.
Initially, TED is sending these recommendations
via email. Looking forward, this will enable a
more personalized messaging and engagement
strategy within its mobile app. To learn more
and sign up, visit ted.com/recommends.

TED’s larger goal is to create a deep
understanding of what each viewer wants,

and serve them the most relevant content. ﬁ\
In short, starting the conversation that
builds a one-on-one relationship

with each member of TED’s
digital audience.
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Leanplum, the leading multichannel engagement platform, helps forward-looking brands like Zynga
and Tesco meet the real-time needs of their customers. By transforming data into an understanding
of users’ needs and wants, our platform delivers unified experiences that are timely, tested, and
relevant—building the customer loyalty that fuels business growth.

ﬁ Read more customer case studies at:
J\ www.leanplum.com/case-studies
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