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Panelist:	
  Kara	
  Loyal 
 Consumer	
  MarkeFng	
  Senior	
  Manager	
  at	
  Condé	
  Nast	
  
	
  Email:	
  Kara_Loyal@condenast.com	
  

 
 
•  Experience:	
  
§  Building	
  email	
  and	
  markeFng	
  strategies	
  across	
  all	
  of	
  
Condé	
  Nast’s	
  brands	
  

§  Coming	
  from	
  Experian	
  MarkeFng	
  Services,	
  Kara	
  has	
  
several	
  years	
  of	
  experience	
  in	
  developing	
  and	
  execuFng	
  
email	
  and	
  cross-­‐channel	
  markeFng	
  efforts	
  for	
  various	
  
Fortune	
  500	
  companies	
  

§  Prior	
  to	
  Experian	
  MarkeFng	
  Services,	
  Kara	
  worked	
  	
  
at	
  Coach,	
  helping	
  to	
  launch	
  new	
  email	
  and	
  direct	
  	
  
mail	
  programs.	
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Panelist	
  –	
  Nick	
  Ferris	
  
	
  Global	
  Business	
  Manager	
  at	
  Bloomberg	
  Brief	
  	
  
	
  	
  	
  	
  	
  	
  NewsleVer	
  Division	
  
	
  Email:	
  nferris2@bloomberg.net	
  

	
  •  Experience:	
  
§  Oversees	
  the	
  NewsleVer	
  group	
  at	
  Bloomberg,	
  which	
  
publishes	
  twenty	
  daily	
  or	
  weekly	
  financial	
  Ftles	
  to	
  a	
  
global	
  audience	
  of	
  280,000.	
  	
  

§  Managing	
  global	
  publishing	
  businesses	
  for	
  over	
  19	
  years.	
  
§  Prior	
  to	
  joining	
  Bloomberg,	
  Nick	
  was	
  Group	
  Publisher	
  at	
  
InsFtuFonal	
  Investor,	
  Group	
  MarkeFng	
  Director	
  &	
  
Publisher	
  for	
  Euromoney.	
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Panelist:	
  PaC	
  Devine	
  
	
  Founder	
  at	
  Devine	
  &	
  Company	
  
	
  Email:	
  pa_@pa_devine.com	
  

	
  

•  Experience:	
  
§  Specializes	
  in	
  audience	
  development	
  and	
  	
  
retenFon,	
  strategic	
  partnerships,	
  and	
  markeFng	
  	
  
project	
  management.	
  	
  	
  

§  Successfully	
  managed	
  the	
  customer	
  retenFon	
  program	
  
for	
  Time	
  Magazine's	
  4	
  million	
  subscribers	
  for	
  more	
  than	
  
three	
  years	
  

§  In	
  2009,	
  she	
  purchased	
  a	
  commercial	
  property	
  in	
  the	
  
Delaware	
  River	
  hamlet	
  of	
  Callicoon,	
  NY	
  and	
  opened	
  	
  
Café	
  Devine	
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Success	
  Stories:	
  Condé	
  Nast	
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Email:	
  High	
  Value	
  Audience	
  Across	
  	
  
All	
  Brands	
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Analyze	
  

Measure	
  

Learn	
  

• Conducted	
  	
  a	
  dynamic	
  newsleVer	
  sign	
  up	
  
intersFFal	
  that	
  roadblocks	
  people	
  who	
  are	
  
likely	
  to	
  subscribe	
  to	
  newsleVers.	
  	
  	
  

• Test	
  1:	
  	
  People	
  coming	
  from	
  search	
  and	
  
landing	
  in	
  the	
  Style	
  secFon.	
  

• Test	
  2:	
  	
  People	
  coming	
  from	
  search	
  and	
  
landing	
  in	
  the	
  life,	
  food,	
  travel,	
  fashion	
  
shows,	
  women	
  secFon	
  OR	
  people	
  who	
  path	
  
into	
  the	
  main	
  site	
  from	
  the	
  video	
  secFon.	
  

• Before	
  the	
  test	
  was	
  launched,	
  there	
  was	
  an	
  
average	
  of	
  25	
  newsleVer	
  signups	
  a	
  day.	
  	
  
Since	
  the	
  test	
  was	
  launched,	
  there	
  are	
  an	
  
average	
  of	
  174	
  newsleVer	
  signups	
  a	
  day.	
  

• This	
  is	
  an	
  increase	
  of	
  almost	
  700%!	
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Newsle0er	
  Acquisi*on:	
  Pop	
  Up	
  Acquisi*on	
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•  Increased	
  Click	
  Rates	
  
§  Content	
  tesFng	
  
§  Template	
  tesFng	
  
§  Mobile	
  consideraFons	
  

Epicurious	
  experienced	
  a	
  	
  
6-­‐7%	
  increase	
  in	
  open	
  rate	
  with	
  
subject	
  line	
  tes*ng;	
  pre-­‐header	
  
experienced	
  addi*onal	
  clicks	
  to	
  

the	
  site	
  aWer	
  opening	
  

CN	
  Traveler	
  received	
  a	
  4-­‐6%	
  
boost	
  in	
  click	
  rates	
  with	
  

strategically	
  tes*ng	
  content/
template	
  placements	
  

•  Increased	
  Open	
  Rates	
  
§  Pre-­‐header	
  addiFon	
  
§  Subject	
  line	
  tesFng	
  
§  Time	
  of	
  day	
  tesFng	
  

	
  

Tes*ng:	
  Incremental	
  Improvements	
  	
  
for	
  Engagement	
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Success	
  Stories:	
  	
  	
  
Bloomberg	
  BRIEF	
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Bloomberg	
  BRIEF	
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Generated	
  
16,000	
  
subscribers	
  	
  
in	
  seven	
  
months.	
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Marke*ng	
  Strategy	
  

•  TwiVer	
  
•  Facebook	
  
• AssociaFons	
  
• Wi-­‐Fi	
  

•  Events	
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Marke*ng	
  Strategy:	
  Interac*ve	
  Video	
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hVp://bloomberg.kulu.net/view/osfe6UeUEq1	
  



	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

Success	
  Stories:	
  	
  	
  
Devine	
  &	
  Company	
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Transi*oning	
  from	
  Print	
  to	
  Digital	
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Communica*ng	
  the	
  Change	
  

•  Subscribers	
  received	
  Fp-­‐on	
  postcard	
  
• Could	
  respond	
  by	
  web,	
  mail	
  or	
  phone	
  

• About	
  half	
  were	
  paid,	
  meaning	
  they	
  could	
  get	
  a	
  
refund	
  for	
  the	
  remainder	
  of	
  their	
  subscripFon	
  

• Of	
  the	
  total	
  responses	
  to	
  receive	
  the	
  eNewsleVer:	
  
§  70%	
  opted-­‐in	
  	
  
§  30%	
  cancelled	
  	
  

• About	
  10%	
  of	
  total	
  subscribers	
  cancelled	
  and	
  were	
  
eligible	
  for	
  a	
  refund	
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Growing	
  the	
  Audience	
  

•  Launched	
  7.17.13	
  with	
  5,771	
  subscribers,	
  less	
  
than	
  half	
  of	
  the	
  print	
  ediFon	
  quanFty	
  

• Added	
  1,421	
  expired	
  subscribers	
  with	
  e-­‐mail	
  
addresses	
  with	
  the	
  9.25.13	
  issue	
  

• Appended	
  2,580	
  e-­‐mail	
  addresses	
  to	
  exisFng	
  
subscriber	
  records	
  with	
  11.7.13	
  issue	
  

• Ge_ng	
  about	
  500	
  new	
  signups	
  per	
  month,	
  
through	
  the	
  ICTMN	
  site	
  on	
  the	
  PCD	
  landing	
  page,	
  
now	
  with	
  demographic	
  informaFon	
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Reminder!	
  

•  In	
  a	
  study	
  conducted	
  by	
  MailChimp	
  in	
  which	
  over	
  200	
  
million	
  e-­‐mails	
  were	
  analyzed,	
  an	
  unexpected	
  
discovery	
  was	
  made	
  about	
  the	
  negaFve	
  impact	
  of	
  
three	
  innocent	
  words:	
  Help,	
  Percent	
  Off,	
  and	
  
Reminder.	
  (Link	
  to	
  study)	
  	
  

•  Also,	
  the	
  study	
  recommends	
  avoiding	
  exclamaFon	
  
marks	
  in	
  subject	
  lines.	
  	
  

• We	
  saw	
  a	
  6%	
  increase	
  in	
  open	
  rates	
  aper	
  removing	
  
“Reminder!”	
  from	
  the	
  subject	
  line	
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From: 	
  This	
  Week	
  From	
  Indian	
  Country	
  Today	
  <Indiancountrytoday@emailcustserv.com>	
  
Sent:	
   	
  Saturday,	
  February	
  08,	
  2014	
  9:00	
  AM	
  
To: 	
  PATTI@PATTIDEVINE.COM	
  
Subject: 	
  Reminder!	
  Senate	
  Commi0ee	
  on	
  Indian	
  Affairs	
  Chairperson	
  Maria	
  Canwell	
  Steps	
  Aside	
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Where	
  Are	
  We	
  Now?	
  

• Now	
  have	
  over	
  12,000	
  acFve	
  subscribers	
  
• Open	
  rate:	
  21.7%	
  (industry	
  avg.	
  19.3%)	
  
• Click	
  through	
  rate:	
  9.2%	
  (industry	
  avg.	
  6.5%)	
  
• About	
  to	
  add	
  approximately	
  10,000	
  e-­‐mail	
  
addresses	
  of	
  web	
  registrants	
  

• Reached	
  our	
  goal	
  of	
  20,000	
  circulaFon	
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ques*ons	
  



thank	
  
you	
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