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June 2013 Summary Report e

Second edition of the Disney Interactive Games email was sent out on
June 6™ to 1,171,808 registered users (see larger version here)

= The email generated an excellent open rate of 20.5% although the click
engagement wasn't as high as anticipated, generating a click rate of
0.74% and 3.60% click to open rate

» Infinity generated the most clicks representing a total of 23.9% of all clicks
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in the email, followed by Story (16.33%) and Planes (12.17%) Ve € e

- |
Row Labels -t Sum of Clicks % of Clicks
Story 1697 16.33%
Flanes 1265 12.17% St ety e
Infinity - other 1223 11.77% R
Infinity Facebook Sweeps 1192 11.47%
Header 933 9.02% - — T
Monsters Storybook 926 8.91% o - ﬁd{::ii%m
Mobile Where's My Summer 893 8.59% f@l 'll:E e
Kingdom Hearts 778 7.49% et oy e e 34 e
View Web Version 455 4.38% -
Mobile Where's My Perry 330 3.17%
Mobile Where's My Water 287 2.76% R e s v e
Mobile Mittens 271 2.61% R om e
Shop Disney 28 0.85% ikt
Footer Rules 51 0.45%

Grand Total 10394 100.00%


http://disney.go.com/partners/email/di_games/di_newsletter/20130606/

Subject Line Test Results

= Subject line test was implemented by testing:
» The mention of “Disney Interactive” vs. “Games”
e Calling out brands vs.
» Default version mentioning month of edition (this will be compared month over month)
= 12 hours after the test was performed, the top two performing subject lines were SL1 & SL4
= The open rate between the two was nearly identical but the click to open was 23% higher with
SL1 which is what we used to make the decision on going with SL1
= After 2 weeks of capturing data, SL4 turned out to be the real winner as it had a higher open
and click to open rate.

Subject Lines (results after 2 weeks of data) Click to Open

SL1: Disney Interactive Games Insider | June 2013 Edition 17.1% 3.55%
SL2: Games Insider Updates: Story app, Monsters University and Much More! 16.7% 3.20%
SL3: Games Updates: Apps, Trailers, Sweepstakes & Much More! 16.7% 3.84%

SL4: Disney Interactive - Bringing You the Latest in Games 17.5% 3.77%
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m Subject Lines (results after 2 weeks of data) Click to Open

May
May
May
June
June
June

June

SL1: Disney Interactive Games Insider | May 2013 Edition
SL2: Games Insider Updates: Disney Infinity, Planes & More!
SL3: Get an Inside Look at Disney's Latest Games!

SL4: See What's New with Disney Interactive Games

SL1: Disney Interactive Games Insider | June 2013 Edition
SL2: Games Insider Updates: Story app, Monsters University and Much More!

SL3: Games Updates: Apps, Trailers, Sweepstakes & Much More!

SL4: Disney Interactive - Bringing You the Latest in Games
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