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Allie Kircher, Senior Photo Editor, Hearst Magazines, USA 

 

Magazine publishing requires its people to be flexible and adaptable, 

an art Allie Kircher took to with ease. Watching freelance 

photographers and prop stylists at shoots, she recognised that no 

freelancer could interpret and express the brand message that has 

made Cosmopolitan the largest women’s magazine in the world as well 

as she could. So she asked if she could take some of these tasks on 

herself. From creating props for photo shoots, to photographing staff 

events, Allie now relishes these challenges every day in her role as 

Senior Photo Editor. 

 

Amy Galvin, Art Director, Hearst Magazines, UK 

 

During her three years at Harper’s Bazaar, Amy Galvin has been 

promoted several times, starting as designer and progressing to art 

director.  

 

She leads the design team at every stage and strikes a balance 

between showing respect for the magazine’s long heritage and finding 

opportunities for innovation.  

 

Amy has risen to the challenge of directing large-scale feature shoots 

and is now involved in the cover-story process from start to finish. 

 

Playing her part in the growth story, during her time as art director, has 

coincided with Bazaar’s most successful year since its UK launch in 1929: 

seeing a 4.1 per cent rise in newsstand circulation in the second half of 

2015 and achieving a 4.1 per cent year-on-year increase in actively 

purchased sales.  

 

  



Ayako Shirashige, Editor in Chief, Hearst Fujingaho, Japan 

 

In only four months Ayako Shirashige was a key player in launching the 

digital-only edition of Cosmopolitan in Japan (after Nigeria and Nordic 

regions) – the first one in Asia using the MediaOS’ CMS. From recruiting 

the editorial team, to securing celebrities for the launch, designing work 

flows and creating original content Ayako managed it all. As a result, it 

has been the best launch so far, in terms of traffic, for a digital product 

of Cosmopolitan among the Hearst network.  

 

 

Bea Teehankee, Content Strategy & Insights Manager,  

BauerWorks – Bauer Media, Australia 

 

Bea Teehankee is a true Rising Star. She joined Bauer Media as a 

senior insights executive in 2010. Bea was quick to take ownership and 

was instrumental in securing new media partnerships, as well as 

providing guiding insights for many successful magazine launches. In 

2014 was promoted to the  

content marketing division of the Bauer business in 2014. In just one 

year, she was invited to join the senior management team at 

BauerWorks, playing a pivotal role in the division’s recent re-brand.  

Whilst continuing to sit at the centre of BauerWorks’ invaluable insight 

base devising ongoing strategic recommendations for both new and 

existing clients. 

 

 

Becky Coyne, Social Media Manager, Time Inc. UK, UK 

 

Becky Coyne joined GoodtoKnow as Social Media Manager in August 

2015. Making an immediate and extraordinary impact Becky has 

transformed social media communities into thriving, traffic-driving 

platforms and has established GoodtoKnow as a dominant voice in a 

highly populated arena – in just five short months.  

 

Starting with a base of 20k likes on our main brand page, she grew the 

audience to a huge 213k (and rising) – a whopping 965% increase in 

mere months on Facebook.   Whilst cultivating a community where their 

audience share their stories, images and advice - a much-needed 

lifeline for user generated ideas and content.  

 

GoodtoKnow is now one of the top performing Facebook sites in the 

company and Becky is regularly called upon to share her advice and 

best practise tips.  

 

In her short time on the team Becky has contributed to a 79 per cent 

year-on-year increase in referral traffic from social, making it a core 

part of driving scale and revenue for the brand.  

  



Benedict Ransley, Creative Media Manager, Time Inc. UK, UK 

 

In September 2015, NME relaunched as a free weekly magazine, 

covering music, style, TV, film and games. Its commercial objective was 

to bring in big name partnerships to demonstrate the continued growth 

and relevance of the NME brand to a millennial audience. 

 

The first project is a partnership with Netflix for their show Bojack 

Horseman. Netflix aimed to raise awareness of the show to a student 

focused millennial audience via a credible entertainment brand. 

Benedict Ransley pitched the concept of a collaborative integration 

of the show and its characters within the NME brand.  

 

The second is a partnership launched in March 2016; a co-created 

and fully integrated issue, rebranded as NMD to launch the new 

Adidas shoe (NMD). This is the biggest print deal in NME’s history. The 

issue was locked to other advertisers and features Adidas inspired 

content, tailored to the NME audience and influenced by the NMD tag 

line ‘Your Future Is Not Mine’.  

 

These are both first-of-their-kind partnerships with NME, demonstrating 

that the newly adapted model can attract global brands and deliver 

successful cross-platform campaigns that matter. 

 

WINNER 

Breton Fischetti, Director, Business Development, Business Insider, USA 

 

Breton Fischetti has been with Business Insider for over four years and 

proven himself a strong performer who has continually exceeded 

expectations. He has worked on a variety of different initiatives 

including content distribution, social media partnerships, multi-million 

dollar revenue deals, and International licenses 

 

Most recently he took the lead on Business Insider’s e-commerce 

initiative. Believing that commerce could be a significant revenue 

opportunity for the company and a valuable resource for readers, 

Breton built a comprehensive plan to build commerce into a new 

business line for the company under the Insider Picks brand. 

 

Breton spent 2015 putting a team in place and building out the 

program to grow revenue, traffic and reader awareness. The results 

were that 2015 ended 80 per cent above the revenue targets set at 

the beginning of the year and 2016 is already trending to be at least 

four times greater than 2015. 

 

  



WINNER 

Callie Schweitzer, Editorial Director of Audience Strategy, Time and 

Time Inc. and Editorial Director of Motto, Time Inc, USA 

 

Callie Schweitzer identified an opportunity to reach a growing 

audience segment - a new site aimed at millennial women who are 

interested in advancing their careers and living more meaningful lives. 

Callie pitched the idea for Motto because she saw that self-

improvement content was some of Time’s most read content, and when 

she looked deeper at the data it was largely millennial women who 

were reading it. Her vision for Motto is to provide a global platform for 

women to feel that their lives are clearly represented; where women can 

seek advice and also offer advice. Since its launch, it has received 

rave reviews in the press and has experienced an impressive 3 million 

uniques in its first month, according to internal data.  

 

Also in her role as Editorial Director of Audience Strategy for Time Inc. 

and Time, Callie oversees traffic, audience engagement, social media, 

search, newsletters, new product initiatives and content partnerships 

for one of the largest media companies in the world.   

 

Cristine Kist, Executive Editor, Editora Globo, Brazil 

 

Galileu in its early days was entirely devoted to hard science: 

astronomy, physics, biology. Two years ago things started to change, 

which included the appointment of Cristine Kist as editor and a 

redesign of the magazine. The new team begun to heat up the stories: 

by focussing on important everyday issues, such as racism and politics - 

and explaining those subjects through the eyes of science. 

 

Cristine started editing the largest section in the magazine. The stories 

she edited were witty and had the best headlines. As well as editing, 

she was dealing with the workflow of the magazine. She would: decide 

which reporter would write the stories; take care of the workflow; edit 

articles and liaise with the art department. Cristine has a very discreet 

and efficient way of leading. 

 

The first cover as executive editors was one which received the most 

attention in social media: it reached over 3.5 million people. Our 

mission was successfully completed with a 40 per cent increase in 

newsstand sales when the first redesigned edition was launched.  

 

Devnidhi Bajoria, Senior Brand Manager, Worldwide Media, India 

 

Devnidhi Bajoria is one of the most prolific managers in the company. 

She has been a consistent performer and has shouldered all the 

responsibilities really well. She has been phenomenal in giving shape to 

some of the innovative ideas for the brand Femina. ‘Made by You’, 

India’s first fully crowd-sourced project is one that has helped brand 

Femina build greater affinity, relevance and engagement. 

 

Made by You’s aim was get the younger readers to ‘engage with 

Femina’ and see it as ‘their own’ - the campaign stated that ‘If you’ve 

got a story, we’ve got the space’  

 

Over 7,000 contributions poured in from across 21 cities of the country 

and the shortlisted top 60 contributors were able to connect and work 

alongside Femina editorial team. The campaign reached over 40 

million people across social media and the reach of the Femina 

Facebook page almost doubled over the campaign period. 



Esther Kezia Harding, Digital Editor, Page Lizard, UK 

 

Being asked to speak at many industry events within just two short years 

Esther Kezia Harding has quickly become a recognised an industry 

expert representing the ‘The Millennial’ view-point. 

 

Her frequent and thought-provoking blogs on all aspects of digital 

publishing have gained her a following among senior figures in the 

industry.  

 

In her day job, Esther helps clients to re-invent their publications as 

mobile-responsive HTML editions, bringing her design eye and layout 

skills to successfully re-invent print for mobile. Designing and delivering 

the user-interface design – she collaborates with technical teams to 

ensure app builds are ready for delivery. 

 

Gabisile Ngcobo, Journalist, Meda24, South Africa 

 

Gabisile Ngcobo is an all-rounder who interviews high profile 

newsmakers from all walks of life as well as ordinary people with 

extraordinary stories, and she has a knack for uncovering unique 

angles and for getting people to open up to her. Her research is of 

excellent quality, her writing has flair and character and she maintains 

an impressive network of contacts and sources. She has an instinctive 

grasp of what our readers want to read about.  

 

Consistently delivering on her objective to get the exclusive interviews 

and scoops that will sell YOU magazine and boost circulation on a 

weekly basis, Gabisile has taken great initiative to walk the extra mile 

with every story she has tackled. 

 

Gareth Kurt Warren, Deputy Editor – Technology Supplements, Gulf 

News, Al Nisr Publishing, UAE 

 

Gareth Kurt Warren was appointed Deputy Editor, Technology, in 

November 2014 and immediately recognised the multi-platform 

potential of the business.  

 

In 2015 he worked to streamline the sporadic technology supplements 

from Gulf News’ special reports division into a recognisable and 

consistent brand. The monthly print title #GNTECH, was launched in 

August 2015. 

  

During the #GNTECH brand development sessions, there was a 

discussion to develop gntech.ae, the company’s digital-first, fully 

responsive blog. Internal limitations meant the infrastructure, personnel 

and time required weren’t available at the time. However, Gareth 

volunteered to build a WordPress blog – despite this not being a part 

of his job description.  

  

Gntech.ae was launched on 27 December 2015. It was designed, 

developed, populated and launched in under a month. The blog has 

been successful commercially, securing two advertisers even before its 

official launch stage, with further interest and commitment from other 

existing print advertisers and consumer tech brands in the region.  



Guy Goodwin, Junior Designer, Immediate Media, UK 

 

Within three months of joining olive as junior designer and being an 

integral part of the team, olive won the Food & Drink Digital Magazine 

of the Year 2014. 

 

At first Guy Goodwin worked primarily on our fully interactive app, but 

enjoyed taking on more responsibility including commissioning 

photographers, art-directing for food shoots and writing briefs for 

stylists. He works closely with the Senior Designer and the Art Director to 

ensure his shoot reflects the olive brand – modern, on-trend and where 

the food does the talking. 

 

Putting himself forward has allowed him to develop professionally, and 

to become a stronger designer.  

 

 

Jessica Pels, Site Director, Hearst Magazines, USA 

 

Since Jessica Pels took the helm, the site has grown by 145 percent, its 

social following increased by a million, and her team doubled in size.  

 

With an ambitious, 360-degree approach to editorial focusing not just 

on how an article reads, but how it moves across the screen.  

 

Jessica’s vision has led to the publication of Women and Gun in 

February, a 10-part interactive series about women’s relationship to 

firearms - a balanced take on an increasingly complex issue. Jessica 

has worked hand-in-hand with a team of designers and developers to 

create custom architecture to support the first-of-its-kind project.  

 

The result is a tour de force heralded as “extraordinary” and 

“thorough, thoughtful, and provoking” by readers. 

 

 

Kamilah Gray, Global Media Marketing Manager, Bloomberg, USA 

 

Bringing her passion for technical innovation to Bloomberg Media's 

licensing and distribution arm, Kamilah Gray has done an exceptional 

job to bring products to life in ways that generate unique client 

engagement. Leveraging augmented reality technology to create an 

interactive art gallery that could be used at conferences - whilst 

seamlessly communicating the value proposition and reflecting the 

brand as tech forward, generating over seven-figures in new revenue.  

 

In addition, by pairing existing sales collateral with cutting-edge 

technology, Kamilah has continued to build upon and accelerate the 

sales momentum.   

   

She is also currently developing a virtual reality experience series that 

will highlight Bloomberg's depth and array of content.  

 

 

 

 

 

 



Luana Bescapè, Brand Manager, Hearst Magazines, Italy 

 

Working  to find an alternative digital solution that would promote 

digital app subscriptions, with a much lower cost compared to paper – 

Luana Bescapè analysed and studied both Italian and foreign 

examples, and other sectors, to fully understand how to optimally 

implement Facebook advertising on their digital subscriptions app. 

 

Proposing a test phase, she used two magazines that generated the 

most interaction on social media, Elle Decor Italy and Cosmopolitan. 

During the Facebook campaign, different advertising layouts were used 

and through constant monitoring, it was established which performed 

better and therefore on which one to invest in. 

 

The final result of the test phase exceeded the goal by 24 per cent, 

with 2,500 apps downloaded in just two months. 

 

Marcus Hall, Senior Interactive Designer, Lovatts Media, Australia 

 

To leverage the strengths of Lovatts Media’s core print business in a 

global marketplace meant sustainable digital solutions and integrating 

print and digital media that would deliver puzzle content direct to 

customers and B2B clients.    

 

Creating an online store (Puzzlexperts.com) where publishers around 

the world could instantly access both digital and print-ready 

syndication content was another aspect of the strategy. 

 

This project was delivered on time and under budget, largely due to 

the combined open source/in-house customisation approach 

developed by Marcus Hall. It has enabled Lovatts Media to keep pace 

with the changing demands of content delivery in an integrated media 

landscape. At the same time, we have improved product quality, 

reduced ‘technical debt’, and done this without an increase in digital 

overheads. 

 

The Puzzlexperts online store has been successful in making syndication 

of puzzle content a viable business for the future, as well as being a 

great touchpoint for global B2B services.    

 

Martyna Wyrzykowska, Managing Editor Glamour.pl, Burda 

International Poland, Poland 

 

Martyna Wyrzykowska joined Burda in 2015 and within a year was able 

to create the strategy and relaunch a full, fabulously designed website 

with very positive feedback from users and advertisers. She manages 

and coordinates communication with users through all social channels – 

Facebook, Instagram, Snapchat and even Spotify. On Snapchat 

Martyna reached position number one among media players.  

 

Today Glamour.pl is a popular, modern and recognisable site for 

young women with great social channels. The activities in social media 

are considered on the market to be one of the most effective and 

close to the reader. Glamour.pl as one of the first websites in Poland 

created its own channel on Snapchat. In December 2015 Glamour.pl 

fanpage was in the top six most engaging profiles in Poland. This great 

success is attributed mostly to the leader of the project, Martyna 

Wyrzykowska. 

 



WINNER 

Mieke Vlok, Journalist, Huisgenoot, part of Media24, South Africa 

 

Mieke Vlok is a 24-year-old journalism graduate. In 2014 she started 

working for Huisgenoot, the biggest magazine in South Africa, as an 

intern after winning the most-coveted internship post in the country. 

Hundreds of journalism students from all over the country apply for this 

post every year. 

 

What makes Mieke special is that already in her first year with the 

publication she was identified as a future editor in the company. After 

her internship she was appointed a permanent member of the editorial 

team. One of her main tasks is assisting the editor. Versatile journalists 

like her are extremely rare. Despite her great contribution at work she’s 

also managing to study law part-time. 

 

She can cover any news story, from investigative journalism to advice 

stories, and also write exclusive reports. She’s exceptionally intelligent 

and able to understand any complex subject – and write in such a way 

that the average reader can understand her articles and benefit from 

them. 

 

Her ambition is to be a legal adviser at a media publication. This is 

already within her reach within the foreseeable future. 

 

Mimi Thurgood, Online Editor, Associated Media Publishing, South 

Africa 

 

Mimi Thurgood has been instrumental in growing web and social media 

numbers by 700 per cent - far surpassing publishing competitors. 

 

Mimi brought about a reverse publishing model by placing digital firmly 

first. She up-skilled the entire previously print-centric editorial staff to 

produce content for the website and increased output by 400 per 

cent.  

 

She has grown our digital revenue exponentially by implementing an 

effective and highly creative content marketing strategy, which has 

spawned massive engagement for our commercial partners.  

  

She contributed in winning a massive grant from a digital development 

company in South Africa for the company, putting the Cosmopolitan 

brand firmly on top.  

 

 

 

 

 

 

 

 

 

 

 



Natalie Tanbourgi, Sales Executive, Bloomberg, UK 

 

Nathalie Tanbourgi has demonstrated a keen ability to find innovative 

content solutions for Bloomberg Media licensing and distribution clients 

across text, photos, video and data to grow consumer engagement, 

increase monetisation and provide cost savings.  

 

Overcoming technological challenges to find a solution that worked for 

Dagbladet Borsen by incorporating over 200 footage and digital 

clips, and in the process displacing a competitor - is particularly 

impressive and reflective of her commitment to the media industry and 

her clients in general. 

 

Fluent in English, German, French and conversational in Arabic, 

Nathalie has a highly skilled approach to market entry, including 

considerations around market dynamics, competition and risk-reward 

for the Bloomberg brand.  She is enthusiastically growing Bloomberg’s 

business in markets throughout EMEA. 

 

Nikita Poljakov, Chief Economic Editor, Economia, Czech Republic 

 

Top ženy Česka (Top Women of Czech Republic), organised by 

Economia, awards the most influential women in the country. It is a 

networking platform, hosting several small scale events throughout year 

and final gala night, where a list of the top 50 women in the business 

and public sector is announced. Since it began in 2005 the contest 

has gained a strong reputation among business community.   

 

The objective for 2015 was to enhance its prestige and public 

attention. The secondary effect should lead to higher commercial 

attractiveness for partners.   

 

Nikita Poljakov was brought in to the Top ženy magazine project and 

became fully responsible for its development and launch. He set up the 

magazine structure and led the editorial team. 

 

It received very positive feedback from the contestants, who 

appreciated the complexity of the project and luxury concept of the 

magazine. It became an important part of their self-presentation within 

the business community and to the wider public. For its first year, with 

estimated sales of 2,500 issues (at premium price) plus advertising 

revenues it will fully cover its costs. 

 

Rafael Quick, Executive Art Editor, Editora Globo, Brazil 

 

Galileu in its early days was entirely devoted to hard science: 

astronomy, physics, biology. With newsstand sales falling, the team were 

tasked with strategies to show that the printed GALILEU was not just a 

less interactive version of its website, but a different media, as relevant 

as the digital. To do that, they redesigned the entire magazine. Rafael 

Quick has a lot of art references and his knowledge was precious. He 

came up with a lot of great design solutions. 

 

The new version is a manifest for the analogical media. A transformation 

of the logo was made inspired by the iconic wood type posters. The 

elements used in the old design were inspired by digital trends, such as 

website headers. These were also replaced by analogue inspirations. 

Finally, each edition now comes with a large poster — a gift that shows 

exactly what only printed paper can do. 

 

The new Galileu has received a lot of recognition already: including a 



silver medal at The Best of News Design competition. The first cover as 

executive editors was also the one which received the most attention in 

social media: it reached over 3.5 million people. Our mission was 

successfully completed with a 40 per cent increase in newsstand sales 

when the first redesigned edition was launched.  

 

Robert Waidhofer, Media Advisor, Time Inc. UK, UK 

 

Robert Waidhofer has transformed Time Inc. UK’s relationships with 

clients and accelerated digital growth – 25 per cent year-on-year. 

 

He leads the way in selling data targeted programmatic solutions to 

clients, which generated new business revenue. He has grown his 

account patch and specific clients are up 900 per cent year-on-year 

 

Robert has exceeded client’s objectives though targeted, multi-

platform bespoke content.  With one of his client’s saying “Robert has 

surpassed all our expectations and delivered a truly unique and 

effective campaign that has led us to make quantum leaps with not only 

this range but also as how we view marketing our products in the future.” 

 

Setting out to tackle any market with a unique solution, he has taken 

what he has learnt from his success on Horse and Hound and is 

executing that across Time Inc. UK’s Country Portfolio.  

 

His results have built a great platform to grow and exploit our brand’s 

potential in the future.  

 

Rocío Guille, Community Manager, IDG Communications, Spain 

 

Rocío Guille joined in September 2015 in a supporting role for the IDG 

Social Media Department, specifically for the administration of the IDG 

Millennials account. She has however quickly come to lead this and the 

other accounts and in just a few months has achieved very good results 

reflected in the fact that the number of both B2B and B2C followers 

continues to grow every day. Despite her junior profile she has become 

indispensable in the company thanks to her ability, results and attitude. 

She is also a Millennial and understands new technologies, she has her 

finger on the pulse of on-line trends and is able to respond quickly to 

events with posts which are both funny and reflect opinion trends.  

 

 

 

 

 

 

 

 

 

 

 



 

Tine Presterud, Project Manager, First Purple Publishing, Denmark 

 

Since arriving at the company in August 2015 Tine Presterud has: 

• Optimised and managed the current production flow 

• Took the initiative and is leading a team of students and designers 

working to define the corporate identity and create a communications 

strategy for First Purple - focusing on video and mobile marketing. 

• Presenting a business plan for offering a combined package to our 

customers, which brings together the best of online and offline media. 

• Initialising a quarterly event programme staging inspiring young 

voices in the field of magazine media 

in Scandinavia. 

 

First Purple’s CEO says “Not only is Tine managing our current 

productions in a highly professional manner, she is also uniformly 

enthusiastic, wonderful to collaborate with and always innovative, 

often making very useful suggestions for how to advance the work.” 

 

Vera Lihosherstova, Brand Manager, Hearst Shkulev Media, Russia 

 

Vera Lihosherstova is ambitious, enthusiastic and passionate. This 

employee is a true leader who charges other colleagues with the 

positive energy and makes business more exciting.  

 

When she joined the team the objective was to increase brand 

awareness, its prestige value and market share by means of an efficient 

integrated marketing communication campaign within nearly non-

existent budget.  

 

Vera not only achieved impressive results for the brand, but went an 

extra mile attracting additional profit where the business opportunity 

was not obvious at first glance. She single-handedly signed a deal with 

Microsoft. 

 

 

Yan Chen, Senior Project Manager, ELLEFIT, Hearst Magazines, 

China, China 

 

As the sports market in China is booming. Yan Chen came up with the 

idea of ELLEFIT for women with passion for a sporty lifestyle, and was 

selected by management to form the team. ELLEFIT was founded in late 

2015. Some of the achievements to date: 

 

In less than two months, ELLEFIT attracted over 50 partners for up-

coming events and is cooperating with selected partners, including 

Nike, Zumba, Biotherm, etc.  

 

ELLEFIT has launched its exclusive sneakers with NIKE Air Max. 

 

It created a training calendar and will launch “Party in the GYM” 

events with fitness partners in more than 10 cities including Beijing, 

Shanghai and Shenzhen. 

 

ELLEFIT is building a pool of more than 100 key opinion leaders and 

experts in sports related fields and will continuously create values and 

impacts in the industry. 

 

 


