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This program features our special guest: Leslie Emmons Burthey
Leslie Emmons Burthey is the VP of Marketing for the successful subscription box,
FabFitFun. A subscription box with a great retention rate, even though it’s one of the
premium priced offerings within the subscription box niche, thought by many, to be
dominated by discount offers.
Leslie can be reached at www.fabfitfun.com.

Subscription Box Retention by
FabFitFun - What Your Members
Really Want Each Month
Most subscription companies think if they just increase the value they deliver to their
members, that retention will improve. While adequate value is crucial, delivering more
value does nothing to increase retention.
Instead, you grow your community, create engagement and build the value of what
you're delivering and show the customer how what you're delivering solves problems.
Then show them how they can use it in their life and how they can get tremendous
value. It's not about the product you're delivering, you must demonstrate how to use
you’re the product you are delivering to improve or solve problems in your members’
lives.
There are a lot of great insights in today's episode with my guest Leslie Emmons
Burthey, VP of Marketing for the successful subscription box, FabFitFun. A
subscription box with a great retention rate, even though it’s one of the premium priced
offerings within the subscription box niche, thought by many, to be dominated by
discount offers.

It’s Not About What You Deliver,
It’s How What You Deliver Impacts
Your Subscriber’s Life
One of the things that sets FabFitFun boxes apart from their competition in the luxury
subscription box business, is the multi-page, color magazine insert that tells the story
of each product. Customers can see the time and thought that goes in to each product
that is included in the box.
The magazine also gives information on how to use the products. While the monetary
value of each product is important, teaching the customer how to use the product in
their life is what makes it valuable. Leslie says, “Really to understand the product we

want you to know why we chose that product and how we think that that product is
going to enhance your life. “
The magazine also highlights customer experiences with products and often tells the
stories of the buyer, delivers announcements, enhances the customers knowledge of
each product and how to use it in their lives.

A Community Generates Retention
without Increasing Fulfillment
Costs
Leslie says, at FabFitFun, “It’s not just about the physical product, it’s also about the
community you build. “Customer Forums give people a place to give feedback about the
products, share comments, personal stories, and interact on a deeper level. There have
even been personal meet ups and spin-off communities in some of these forums.
When customers have relationships with other members, their loyalty extends well
beyond the products they receive each month. They don’t want to leave because they’ll
lose the relationships, and your member satisfaction and enthusiasm remains high.

Deliver More of the Value Your
Customers Want
FabFitFun looks for new ways to engage customers and add value beyond the products
inside the box. Their TV channel has fitness classes and soon will be launching a food
show, more benefits of membership, that don’t fit into a box.
A robust referral program also helps bring in new subscribers. The most recent box was
a contest for videos and getting subscribers engaged by promoting the box out to their
list and contacts. “People love sharing things that they love with other people, and so
having a contest was just a fun way to take the behavior that was already going on and
tell our members: We see you. We appreciate you. We would love to interact with you
and make this fun and exciting.”
I hope you find the full interview with Leslie as fascinating as I did! I think we all can
learn from her how build community with our customers, add value to your

subscribers, and think beyond the box for creative ways to keep people happy and
continue subscribing.

Conversation with Leslie Emmons
Burthey
Robert Skrob:

On today's episode of Membership and Subscription Growth:

Leslie Burthey:

For us, just sending a product with, as you mentioned, a one-sentence
description or even less than that, just doesn't do the product itself
justice. Really to understand the product we want you to know why
we chose that product and how we think that that product is going to
enhance your life.
Part of what we do when we're thinking about the merchandise of the
product and the editorial that goes along with it is to help open your
eyes to new ways of living your life.
The magazine in the box is a perfect example of how we think about
our membership in general, right? To your point, it's not just about
the products in the box, there's so much more.

Robert Skrob:

Welcome to Membership and Subscription Growth podcast. I'm your
host, Robert Skrob. My guest today is Leslie Emmons Burthey, who is
the Vice President of Marketing at FabFitFun. This is a exciting
program because FabFitFun has been my go-to subscription box that
I recommend for anybody who is curious or interested about creating
their own subscription box.
Hey look, if you are in the subscription business, you are selling a
luxury product and FabFitFun goes all-in on promoting their product
and their community as a luxury item. So many folks get into this
business thinking that it's easy, they're just going to ship their stuff
and people are going to pay them money and that it's going to be
simple. Well, when you're in the luxury business you've got to

position it as a luxury item and you know what? You think: Oh, well
I'm only ten dollars a month, it's not a luxury. Well folks, if they
aren't being able to put food on their table, if they lose their job, if
they are in financial straits, they're canceling that subscription
regardless and so that makes what you offer and sell a luxury item
and you better know how to sell it and compete on delivering that
luxury experience because that's how you're going to grow fast.
There are a lot of great insights in today's episode, not just on getting
new subscribers but how to engage them in a community and how to
grow your business. Without further ado, let me turn it over to my
interview with Leslie.
Welcome to Membership and Subscription Growth podcast. I'm your
host, Robert Skrob and I'm here today with Leslie Emmons Burthey.
She is the VP of Marketing at FabFitFun. Welcome, Leslie.
Leslie Burthey:

Thank you for having me.

Robert Skrob:

It's a real honor to have you on the program because FabFitFun is
THE number one box that I recommend over and over again for
anybody considering creating their own box. Your experience and
product is what I really see as the flagship for subscription boxes. I've
got a stack of probably 100 boxes sitting here and the FabFitFun is
the one that I recommend most often, so it's a real honor to have you
on the program. Thank you.

Leslie Burthey:

Well that is great to hear and thank you for that wonderful
compliment. Humbly, I have to say it is my favorite subscription box
as well, but thank you.

Robert Skrob:

Yeah, it better be. One of the things that I think is so smart about
what you do as opposed to what I've seen with ... You're like in the top
one percent, and that is the insert that you have inside the box. In
addition to the great products, because certainly they are premium
products and there's a lot of great value, FabFitFun also includes an

insert. It's several pages long. Generally it's a large size with beautiful
photos, four-color, whereas most subscription boxes maybe include a
postcard and on the back is kind of a sentence about each product.
FabFitFun is very smart about building the value of each product,
building the designers of each product and also recognizing your
members. How did you evolve into deciding that that level of an
insert is so important?
Leslie Burthey:

Yeah. For us, the content that we provide with our box goes hand-inhand with the products that we're sending you. A lot of work goes into
the curation of the box itself and a lot of thought goes into both
individually the products themselves as well as how each product fits
together and how it's going to come together in seasonallyappropriate box. For us, just sending a product with, as you
mentioned, a one-sentence description or even less than that just
doesn't do the product itself justice. Really to understand the product
we want you to know why we chose that product and how we think
that that product is going to enhance your life.
We want to tell you the story of the product because when we're going
through different items that we can think of to put in the box and
reading our community and figuring out what our members want
most, those are all the questions we ask ourselves. What is the story?
What makes this a compelling product, a goody that people would
love? We want to share that story with you and we think it enhances
just your overall experience with both your unboxing and taking the
different products and then looking at them and seeing ways that we
suggest you use it and hopefully some new and different ways that
you can use the product as well.
We also use that to highlight company events or anything else or
other lifestyle pieces that we think our members will love. We also use
it to highlight a bunch of different things and things that are coming
out for FabFitFun like when we launched our ... We often launch
things with the box. Last summer we launched our app, our mobile
app, and then before that we launched FabFitFun TV. It's really the
best way to have a comprehensive membership and to learn about
everything in your box, as well as the founders behind each product.

Robert Skrob:

It really is very well done. In your comments you said what I've found
is the real magic. In addition to describing the products, you focus on
how the product will enhance your members' life. Other subscription
boxes include products, very valuable products, but they kind of leave
it up to the member to really figure out how to incorporate it into
their lives where you take that extra step of in that insert explaining ...
If it's a scarf, there's four ways to wear the scarf. You really do a very
nice job of helping them see in illustrations exactly how to use the
product and incorporate it into their lives. Why is it so important to
you that you not only describe the product but show how the product
will enhance your members' life?

Leslie Burthey:

It's important to us because it's not just ... There's so much more that
goes into the product. At FabFitFun we're all about happiness and
personal growth and to help you achieve that happiness. There might
be ... You referenced the scarf, for example. You might not know all
the different ways that you can wear that one scarf and so part of
what we do when we're thinking about the merchandise of the
product and the editorial that goes along with it is to help open your
eyes to new ways of living your life.
It could be a new facial product or a new make-up product that you
haven't ever tried before but suddenly we're pointing you to tutorials
on how to use it or it could be a scarf and kind of stepping outside of
your own box and improving your wardrobe, or not even improving,
just trying something new to step out of the box and hopefully find
something that helps you unbox yourself, for lack of a better word.
We talk about that a lot here too, just helping you discover yourself
and better ways to improve your life or different things to try.

Robert Skrob:

I know. I've been working with membership and subscription
programs now for way more than 20 years and doing consulting with
publications. It's very challenging. They'll publish some sort of data
or information or give out a tool and they don't make the connection
of how the reader is supposed to use that information in order to
improve their life. When I first opened FabFitFun and saw the insert

and saw what it was and how it explained each product and what to
do with it, I was thinking: Oh my goodness! Finally somebody gets
this. That it's not just ... Whether it's a publisher or a subscription
box, it's just not good enough just to include it.
You really need to sell it because each box is really a sales letter or
sales tool for the next box and the next box thereafter. Yes, the retail
value of a product value can be whatever it is, but if I don't know how
to use that in my life, then it's worthless to me. But if you've shown
me not just one way to use it but six ways to use it, now it's actually
worth well more than the retail value because I can use it and it feels
great to have something new and to discover it. Not only that, but
then to tell me the story of the designers who created it or the
companies that created it so that I have a personal connection with
them, I think, is really smart.
But then the thing that just really blew me away when I saw your
insert the first time is: Not only do you do all that, but you also
feature your members. You have little profiles of them and talk about
who are other subscribers and it's usually just a handful, four, five,
six. How do you go about doing that? Where did that idea come from?
Because that's absolutely brilliant and something that only my most
advanced clients ever get around to implementing.
Leslie Burthey:

Yeah. Thank you for all that. Yeah, I mean we believe that people are
happiest when they're growing and learning about themselves and the
world around us, so to all your points about why it's so important to
add that component to the box, that's exactly why we do it. In terms
of your question about how we get our members. The magazine in the
box is a perfect example of how we think about our membership in
general, right? To your point, it's not just about the products in the
box, there's so much more. I mentioned our app. I mentioned
FabFitFun TV.
Another huge pillar of what we're about is our community. We have
an online forum that we affectionately call 'The Community'. What
that is, it's a place for our members to go. We have thousands of
engaged members who log in and discuss everything from what's in
the next box to their guesses about what's in the next box or requests

to us. I think everyone at FabFitFun, it's just part of our DNA, we're
always on the community talking and interacting and reading what
our members have to say and what they think. It's so important to us
and it helps deepen that relationship we have with our customer.
Often times when you see us highlighting member profiles it's from
us interacting with our members in the community and either
requesting who wants to get access or get exposed to something
before it ships or just proactively reaching out with people because we
do have that one-on-one relationship with the people in our
community and it's something that we value so much.
Robert Skrob:

When you make your members into stars, then not only are the
subscriber happy to get the box and the materials, but then they
review and see who else are members and they feel good about being
part of that community. They feel an emotional connection far
beyond just the retail value of the product.

Leslie Burthey:

I think that's exactly right. We tell you what the retail value is, so for
$49.99 per box or $179.99 for the year, our members are guaranteed
over $200 worth of full-sized products. That is our marketing tagline,
it's something that we talk about a lot, but often times the retail value
is well over $300 and these are real values, you can go see them on
the different brands' websites that we work with. But that's just
telling, that's just a one-dimensional side of things.
Really, like you said, we want to allow people to review and see and
rate. Our ratings system is also an integral part, so we are constantly
taking information from our members, whether it's through the
community or through surveys that we send after you get your box
and using that. Our consumer insights team is working very closely
with the merch team and sharing the results and sharing what our
members thought and reading ... Our members are very, very open
with us, very transparent. They're not afraid to tell us when they're
happy about a product and they're also not afraid to let us know when
they think that we haven't gotten it quite the way that they want it.
We take all these data points and we love that connection we have.

Our number one value as a company is that the customer is queen, so
we don't cut corners. We love to surprise and delight our subscribers.
We really do view ... We call it 'The Community'. It's quite literal
because our members are a community. This is why we're all here and
it's why we all come to work every single day. When we think about
what we want to do, it's just so important to use to get it right as a
customer.
Robert Skrob:

Nice. I hear so many subscription boxes talking about how the secret
to retention is the retail value of the box and making sure that the
retail value is higher than what they pay. But with FabFitFun
certainly that is there, but from what I see it's really more the
perceived value. You're able to increase the perception of the value far
higher than simply the retail price of the product. What do you think
about that kind of standard subscription box recommendation that
you focus on the accumulated price of the items in the box versus
having the community, having the inserts, having all the other things
that you're doing.

Leslie Burthey:

Yeah. For us, when we think about retention, ultimately it really just
comes down to the product. Retail price might have something to do
with it but that's sort of obvious to me, but when we think about it we
think: If we have a good product, and it really is more about that
perceived value, right? It's not always the highest value product in a
box, it's going to be a fan favorite so we really think about how that
product is going to enhance your life, what our members have told us
about what they want to see in future boxes and did we deliver on
that.
We really do believe that if we're offering a lot of value-added content,
such as FabFitFun TV and the community, it keeps people engaged
between seasons and allows us to keep the conversation going. Again,
going back to the community and what they talk about. I talked a lot
about how we as a company and as employees of FabFitFun how we
like to interact with our members, but really what I love most and one
of the things that we all, i think, lost most about the community is

giving our members a platform to communicate with each other.
Again, a lot of it is around what's in the box and there's a lot of talk
about that, but there's also things like recipes of the week or
relationship advice or professional advice. Some people get very
personal when they go on and share testimonials and what FabFitFun
means to them. We love giving our members a platform to have that
communication and to have that space, really. It's not just about the
physical product, it's also about the community you build. We're all
humans and the friendships that are made from the community,
there are so many spin-off communities that happen.
In the past, off the top of my head, I'm thinking about some of the
things I've seen. We have members who plan meet-ups, right?
Depending on where they live they'll say: Hey, I'm here. Anyone else
here? Let's do a meet-up. They've done holiday exchanges, actually,
not facilitated by FabFitFun at all but on their own, saying they get so
much from the community and they love the people who they're
meeting in the community and who they interact with daily, if not
hourly that they decided to do a holiday exchange. Those are just two
examples of how it's not just about the products themselves but really
giving people a platform and a space to really grow themselves in all
aspects of their lives.
Robert Skrob:

What I'm hearing is that you really are approaching your relationship
to your subscriber as a member and looking to engage them in a
relationship, connect them both with your organization and your
team as well as each other. I'm sure you've seen other subscription
boxes and typically they are ... It's simply exchanging a box of
merchandise with a little description each month or each quarter for
a set price. What advice would you have for kind of a transactional
subscription box kind of model in order to help them move towards
treating their customers as members and building this community.

Leslie Burthey:

I would tell them to always think about ... My best advice would be to
always put the customer first. I know I've talked a lot about it while
we've been on this call, but I truly do believe it. I can't tell you
enough, in the different internal meetings we have here how much

the conversation ... When we think about new features we want to do
or we think of new products we want to launch we say: Okay, what
will our customer think? That goes from everything that's in the box
to even how I and my team work on marketing and customer
acquisition in general, just being very transparent with our customer
and our future and potential customers about what they're getting
and what the value add is and what we're offering. I think if you
always keep that front of mind, you can't go wrong.
Robert Skrob:

That's awesome. We're in 2018. What are your initiatives in order to
generate new subscribers? What are some of your go-to ways and
things that you focus on in order to increase your subscription
numbers and hit your goals?

Leslie Burthey:

Sure. That's a great question. I think we think a lot about how do we
enhance the value of the membership. Of course it matters and we
have to get it right when it comes to not only the product that's in
your box but making sure it gets to you in a timely manner and in
good shape. That's just the baseline, right? But from there, what else
do we have? We have a lot of content coming out with FabFitFun TV,
for example. In the new year we just launched cooking shows, which
is really exciting. With FabFitFun you get the best of beauty, fashion,
fitness, tech, home décor, wellness.
One of the hardest things to put in the box is fitness. Our answer to
that was FabFitFun TV and initially launching with fitness content.
Included in your membership you get access to a ton of fitness
material and our members are really, really loving it and giving us
really great feedback and so we thought: Well, what's next? What
other content can we have? The next vertical we launched was food
and we're very excited about that. I think there will be a lot more to
come in 2018.

Robert Skrob:

Nice. Any big strategies in order to expose the FabFitFun
subscription box opportunity to people who maybe have never heard
of it yet? How are you doing outreach to try to attract new eyeballs
and new subscribers that have never been in your sphere of

influence?
Leslie Burthey:

In addition to our typical ads that we run we're looking at new
channels. We also rely a lot on our referrals. We have a great referral
program where everyone gets a referral code. When we talk to people,
a lot of times we hear that people who hadn't ever heard of FabFitFun
or hadn't seen an ad or anything like that, they say: You know, my
coworker got it and my coworker got her FabFitFun box delivered to
the office and she was opening it at her desk and we couldn't believe
it so I had to sign up. We have that and we rely on that a lot. Our
customers are our best advocates, which is why we try to make sure
that they're always happy and we're always listening to what they
want and what they need.

Robert Skrob:

Absolutely. A member of my team subscribed after seeing ... I was
showing her, I was like: Look at this. I wanted to ask around for some
opinions on some different boxes and what their perceptions of value
and what they found remarkable. FabFitFun is the only one anyone
wanted to pay their own money for and subscribe to, and they
actually did.

Leslie Burthey:

Oh that's wonderful. That's a wonderful story.

Robert Skrob:

So yeah, [Shonette 00:24:37] has been a subscriber now for a couple
of quarters and very, very happy. One of the key things of having the
insert you mentioned is it also gives you opportunity to make kind of
house announcements, promotions within to your members and I
saw another opportunity to engage. The most recent box was a
contest for videos and getting subscribers engaged by promoting the
box out to their list and contacts. I just thought that was another
fascinating way of making the box viral.

Leslie Burthey:

Yeah. We love that. Well we love in the end of the day to interact with
our customers however we can, so a lot of that goes on in the

community and a lot of it goes on on social media as well. We found
that there are a lot of videos out there, people actually opening, doing
these, we call it 'unboxings', so opening their box. They love to go
through their product and just give their first reactions and test the
product out. We love to ... We wanted to engage them and encourage
more of that because we know that a lot of people get ... It's quite fun,
right? People love sharing things that they love with other people and
so having a contest was just a fun way to take the behavior that was
already going on and tell our members: We see you. We appreciate
you. We would love to interact with you and make this fun and
exciting.
Robert Skrob:

That's terrific. If anyone listening to this that would love to take a
look at the FabFitFun box, what's the best way for them to get
subscribed and to check it out?
So, absolutely great insight here and I encourage you to check out the
free report, "Five Quick Questions to Accelerate Your Membership
and Subscription Growth." The answers will reveal your fastest
opportunities to recruit more new members, keep your members
from quitting, and generate faster recurring revenue growth. Visit
robertskrob.com to download your report today and you'll love this.
It's five quick questions. It won't take any time at all and each of the
kind of the mystery of the questions and why they work is all revealed
right there in the report.
Hope you enjoy the report. Hope you enjoyed today's podcast and
we'll talk with you next time on Membership and Subscription
Growth.

