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How do we sell more credits?

Users buy credits NOW 
because it is cheaper

Users have more credits 
so they buy more 
automatic reposts

Users see the results, spend 
credits faster and buy credits 

again

Generate more 
revenue



6 Types of campaigns(17 campaigns in 10 months) 
● One day campaign 
● 1x per month
● usually on the day with the most 

transactions (Friday in our case)

● 3X BonusBONUS

● can be done in specific categories
● we are still experimenting with this 

type of campaign
● Limited price dropPRICE

● 3-7 days
● 20-30% sale for buying Promo
● can be applied for specific 

categories & target certain users

● Discount Vouchers 
for Promo

● 3-7 day campaigns
● 1x per month● 2X Bonus

● 3-7 days
● 20-30% sale for credit recharge
● can be applied for specific values
● can be user targeted

● Discount Vouchers 
for Credit rechargeVOUCHER

VOUCHER

BONUS

● can be done in specific categories
● we are still experimenting with it, the 

no. of deliveries increased

● +1 FREE 
delivery/userDELIVERY
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Marketing campaign calendar - 10 months

Bonus 2x Bonus 3x Voucher Delivery AutoRepost *type of campaign



Target days 

Days when we have 
the most 

transactions: 
Friday and Tuesday

Months and days 
when our revenue 
is estimated to be 
lower; eg. holidays

Target audience 

Users from categories 
where most credits are 

bought

Usually users who 
already bought 
credits in the past 
6-12 months



Challenges & concerns

Publi24 credit devaluation03
● With these campaigns we devalue our cost per credit. 

If over time we devalue it too much it can result in 
revenue loss

Avoiding campaign 
dependency02

● After seeing that we have campaigns regularly, some 
users might choose to wait for the next campaign to 
buy credits at a lower price

Avoiding the hoarding 
effect01

● There is a risk that users might choose to buy more 
credits when they are cheaper and hoard them (no 
flywheel)



What tools we use to communicate

SMS MARKETING

● at least 1 sms/campaign
● target only users who had made a payment in the 

last 6 months
● most targeted

EMAIL MARKETING
● Sendinblue
● at least 3 emails/campaign

BANNERS on our sites
● CANVA & Photoshop for design
● every campaign has a theme

WEB PUSH

● Firebase for web and app
● we have our own web push service - used mostly 

for web 
● very effective in terms of clicks

SOCIAL 
MEDIA

● Instagram & Facebook posts and occasionally ads
● in the future: youtube, tiktok & spotify

SHOPPING CART for 
credits 

● Push and email reminders for credits left in the 
shopping cart



Web Push notification &  
our own web push service

Email templates

Banner/ Email header



Shopping cart

For every item abandoned in the 
shopping cart we send emails & 

push notifications.



Voucher system for credits or promo 

Voucher field in 
Payment summary

Voucher field in 
Shopping cart

Voucher type

Value eg.: discount 5 euro/credits

Percentage eg.: discount 20%

Target of vouchers

General (all users)

Specific user

All values

Specific values

Usability

Reusable

Non-reusable (one time only)



Saved cards for easier payments

Over 60% of transactions are done with 
saved cards.

Users can buy credits in less than 10 
seconds with one single click.



Best vs. worst performing campaign

1 day campaign

Valentine’s day

+115%

● First x3 bonus credits 
campaign 

● First one day campaign

5 day campaign

Black Friday

+22%

● First campaign ever
● People like to spend 

money in the Black 
Friday period

Lorem ipsum porta dolor sit 
amet nec

Lorem ipsum dolor sit amet adipiscing. 
Donec risus dolor, porta venenatis neque 
pharetra luctus felis. Proin vel tellus nec 
in felis volutpat amet molestie cum 
sociis.

36%

● Donec risus dolor porta venenatis 
● Pharetra luctus felis
● Proin vel tellus in felis volutpat 
● Molestie nec amet cum sociis

7 days campaign

Christmas

+5%

● Close to Christmas
● Maybe too many days
● Probably that week would 

have been worse without the 
campaign

● 7 days might be too much 
for this type of campaign

*compared to the previous week



● The Best campaign had an increase of: 115% (first 1 day campaign) *
● The Best days of the week for campaigns: Friday, Tuesday is second best
● The Worst day of the week for campaigns: Sunday
● The Best campaign lengths: 
→ for a big sale: 1 day to create urgency;
→ for an average sale: 5 days (last day of campaign is always the best)

What we learned after 10 months of 
constant campaigns

*compared to the previous week



Questions?


