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Alerts as an opportunity to 
further engage with users

• Important to users
• Important to publishers

Exploring alerting as a 
tool to foster further 
engagement with users



Email remains key resource for researchers

Seeking, Reading, and Use of Scholarly Articles: An International Study of Perceptions and Behavior of Researchers. 
Carol Tenopir, Lisa Christian, Jordan Kaufman, March 2019 Publications

Social Media Type Mean SD
Email lists or listservs 2.86 1.311
Blogging (Wordpress, Blogger) 3.80 1.125
Microblogging (Twitter, Tumblr) 4.10 1.132
Institutional repository 2.82 1.257
Cloud services (Dropbox, Google Drive) 2.90 1.343
Reference management software 3.41 51.444
Research social networks 2.96 1.391
General social networks 3.90 1.160
Collaborative authoring 3.05 1.291
User comments in articles 3.42 1.219
Image sharing (Instagram, Flickr) 4.17 1.070
Audio sharing (podcasts) 3.98 1.117
Video sharing (YouTube, Vimeo) 3.44 1.242

1. Essential 

2. Very important

3. Important

4. Somewhat important

5. Not at all important 



How Readers Discover Content 2018 – Gardner & Inger 



How Readers Discover Content 2018 – Gardner & Inger 



Takeaway

Researchers still live in their inbox



Users proactively seek alerts of all types

Over 4 million individual sign-ups across the HighWire platform – March 2019



Our publishers generate a lot of automated email

15.6
Million Alerts 
Jan – April, 2019



Takeaway

Many alerts sent: lots of potential for engagement



Publisher concerns

Internal
Stakeholders

External
Stakeholders

Business 
Drivers

Editorial Society Authors Increase 
impact

Grow/Assist 
marketing

Increase revenue -
advertising

Marketing Technology Librarians Launch more 
journals

Strengthen 
brand

Increase revenue -
eCommerce

Sales Customer
Support

Funders Improve 
researcher 
experience

Increase 
discoverability

Increase revenue-
Subscriptions

Production Education
Training

Society 
Members

Increase value 
from 

conferences

Make data-driven 
decisions

Improve value to 
members

Business 
Operations

Public
Coms

Peer 
Reviewers

Improve 
compliance

Test publishing 
models 

(e.g., Open 
Access)

Engage
librarians

Meetings Boards 
(Society 

/Publishing)

Readers Optimize 
manuscript 
workflows 

Increase public 
outreach

Improve 
publishing 
efficiency

Quality Institutional 
Account Mgmt

Technology 
Partners

Attract/Retain 
Authors 

Support the 
mission

Increase funding



Takeaway

Many ways in which alerts can help publishers



The science of email: Resources

50 billion emails
• The data for this analysis came from 

more than 50 billion emails from 
over 100,000 different senders to 
more than 2 billion different recipient 
addresses.

• Most Internet users in the world are 
represented in this report in one or 
more aggregate statistics.



The science of email: Key statistics

(of 750 sent)

Open Rate % of total opened 180 Opened  24%

Click through Rate % click on a link 100 Clicks  14%

Click to Open Rate Unique clicks/opens 100/180       55%

Unsubscribe Rate  % of opt-outs 15 opt-outs 2%



The science of email: Impact of subject line



The science of email: Industry average

• Open Rate
• Click thru
• Click to Open
• Unsubscribe Rate



Takeaway

Email science can be used to tune alerts to publisher needs



What do with the data

• Establish baseline for your alerts
• Compare to HighWire benchmark data
• Research SendGrid Community resources for areas to tackle
• Determine plan of attack
• Conduct A/B testing to validate your hypothesis
• Monitor improvements



Other SendGrid Resources



From Alerting to Engagement

Researchers still live in their inbox

Many alerts sent: lots of potential for engagement

Many ways in which alerts can help publishers

Email science can be used to tune alerts to publisher needs
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