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Performance Summary

48% conversion of 16K shares
77% of Q4 target

TAF Purchases

120K over 100K 
upgrader goal

New Product Purchases

220k

New Product Revenue

$145M

80K  ⟶  308K*

Non user email growth

385% 7.7k

Product Analytics Product Analytics

$8.23M in SMS revenue

CRM
CRM

https://analytics.amplitude.com/oura/chart/xoncpub?source=copy+url
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Milestones & Accomplishments

• Enhanced lead gen targeting

• Lead magnet & incentive testing

• Advanced in-app capabilities

• Precise user/non-user segmentation

• Upgrader code enablement

• Customer subscription data modeling
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Goals & Objectives

“Create more paths to purchase and improve 
overall customer lifetime value. 
Fuel the community to become evangelists.”

Key Focus Areas

๏ Increase lead generation & Acquisition

๏ New User Trial Conversion

๏ Member Retention

๏ Churn/Winback reduction



Data EnablementBehavioral 

Lifecycle Journeys

Analysis

and Optimization

Focus Areas
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Subscription Lifecycles
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Retention

Objective

Increase user engagement and retention in insights 

awareness, feature adoption, trial conversion, and user loyalty. 

Hypothesis

Provide users with contextual and behavioral messaging with 

tips and insights throughout their journey to increase use of 

the app and its features, thereby decreasing churn.
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Membership Retention

Themes

● Repetitive messaging 

● Lack of actionable guidance - or awareness thereof 

● Would like more context around insights

Opportunities

● Increased variety of suggestions + tips

● Promote activity challenges and reward usage milestones

● Notify users on usage trends & anomalies 

● Education on underutilized stats and provide more detail on the 

nuances eg. 82 vs 80 readiness change.

(What impacts your credit score)

Timing

● Months 2-8

● Session activity < 40%  DAU/MAU (5 sessions in a week)
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Churn

Objective

Highlight exclusive membership benefits to increase winback 

and trial conversion.

Hypothesis

Leverage churned customers’ usage trends/anomalies to 

surface relevant insights, to remind churned users of the 

benefits they are missing in actionable context.
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Churn Initiatives

Testing Opportunities

● Image carousel of feature deep dives 

● Blurred/hidden insight overlays 

● Behavioral/Triggered prompts:

○ Action based: Post usage score view/tap IAM

○ Personalized and contextual prompts based on user data

○ Seasonal Reactivation: Increase in workout/training activity

In product re-activation

● 2 x takeovers highlighting membership benefits and features 
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Use Case: Behavioral Winbacks

Example Supporting Data (API triggers)

Data Sample Value Data type

Sleep score < 7 day avg 44 Integer

Heart Rate Variability < 14 day avg 15 Integer

Resting Heart Rate <  14 day avg 72 Integer

Temperature > 7 day avg 2.1+ Integer

New crown awarded 80+ Integer

High respiratory rate > 25 Integer

Workouts added > 7 day avg 10 Integer

These behavioural triggers could be used to surface a-typical activity and encourage churned 
users to renew their membership to learn more and reactivate deeper health analysis in the app.

As this presents quite a bit of data engineering we would propose piloting the most compelling 
use cases first to prove/demonstrate value, which we’ve marked in red as suggestions.
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Data Enablement 
& Orchestration
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Channel Strategy

Push: Primary channel for driving app engagement

○ Bring users back into the app after lack of app activity/engagement 

with score cards. ◻ ◼
○ Surface trends & anomalies. ◻ ◼

IAM: Enhancing in app discovery and session depth

○ Lead users beyond home screen sessions to engage with level 2 & 

3 insights ◻ ◼
○ Sleep challenges & Milestones ◻ 

○ Tool Tips and Guidance ◻ 

Email: Keeping membership benefits top of mind outside of the app

○ Highlighting unengaged features/channels. ◻ 

○ Surface trends or score anomalies. ◻ ◼
○ Personalized health tips based on usage/tags ◻ 

◻ retention ◼churn
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Activity

● Users who open the app < 4 out of last 7 days

● Users who have have viewed the homescreen only in the last 7/14 days

Feature adoption & enablement

● Few tags enabled

● Healthkit not added

● Few workouts added/imported

● Users who have not looked at a trend chart in the last 14 days

● Have not viewed temperature chart in 14 days

Targeting & Orchestration

Behavioral targeting
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Example Data Prioritization: Volume, Value, and Viability 
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Performance Analysis 
& Optimization
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KPIs

Pillar Mktg Initiative Lifecycle Objective Key Result Tactics

Acquisition Build Efficiency Engine
Create more pathways to acquire leads and 
retarget customers more cost efficiently. Fuel the 
community to act as our activists.

Cost per lead ($7)
Avg. transaction value ($213)

Tell a Friend
SMS & Email lead gen
Sharing attribution tool 
Community building
CRO (Quizzes)

Engagement
Accelerate Consumer & B2B 
Awareness & Demand

Welcome, engage, and build trust with members.
D0 - D90 Retention (87%)
DAU : MAU (60%)

Onboarding
Trial Period Messaging
Challenges / special digital events
Trial Extensions
Weekly / recurring content 
Quarterly / yearly recaps

Retention Build Efficiency Engine Increase user to member conversion.
Trial retention
LTV

Winbacks
Churned UX
Retention-focused campaigns
Propensity churn modeling



Thank you.
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Push Mini-Summaries & Prompts

Activity/Tag Prompt

Weekly Report

Roundup Goal ReminderActivity Milestones
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Win-back


