Newsletter Makeover

The Before Mistakes and After Solutions
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Cons!ar;tContact'

Connect. Inform. Grow.

The Key to a Successful Newsletter

Getting it Opened
Sending Content Subscribers Want to Read
Lessons in Design

A S

Using the Reporting Information
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The Key to Newsletters

Do You Have the Right Mindset?

Newsletters build Y They will come
relationships, to me when
retention and they're ready

loyalty to buy

= Education focused rather than just promotional
m Establishes my Organization as the Expert
= Keeps my Business in subscriber’s Mind
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The Key to Newsletters

Cons!ar;tContact'

Connect. Inform. Grow.

It takes an average of 7 customer touches before a sale occurs.

= Some buy right away
m Others research and try

m Some show interest but are not ready

Newsletters allow you to stay in
contact until they are ready to buy.
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Getting Your Newsletter Opened

Are you keeping your Newsletter from going into the Bulk Folder?

Things
to
Avoid

-~

-

Sale, Free

All capital letters

Excessive punctuation

Red text

Excessive use of “click here”
Excessive use of $$ and other
symbols

Excessive graphic to text ratio

= Determine your spam score before sending
- Use the Anti Spam Checker

= Ask subscribers to White List you
- “Click to add us to your address book”
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Please confirm your continued
interest in receiving email from
us.




Getting your Newsletter Opened

Is your Newsletter Recognizable?

Give a Sense of Familiarity

= Sending on a Regular Schedule? = Using a Consistent From Name?
= Allows readers to expect and anticipate

_ _ _ = Using your most recognizable
= Using a Consistent From Email brand in the Erom Name?

Address? _ _ -
= Keep consistent for whitelisting / spam = Using a Consistent Title in the
filters Subject Line?

— Carry the relevance through to
your subject line
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Getting your Newsletter Opened Constont Contact”

Connect. Inform. Grow.

_ _ Over 25%o of online customers use
What Preview are they Getting? Preview Panes to view emails.

- Marketing Sherpa 2007

Give a sense of Familiarity

| /  Sunset
z Travel

= Use of logo/branding graphics Grean L. - aHARS
Newsletter
= Have consistent placement of
branding elements and static

Colorado Rafting Trip Surnmer is winding down, but there's

Sections Four Family Cruise still tirme to enjoy the warrm weather and

Mid-Atlantic College Tour spend time with your family before

= Preview is about 200 pixels down

= Use a consistent color palette
Resources; Click on the dezired color to zelect
Finding the Hex Values e RE RN curent
_ mannnnnnnnnnnnnnns
~ — Color Cop EEEEEEEEEEEE RN
Picking your Palete REERNARRRRHANRRSY ...
— Color Schemer Online BENESmmRmmnamRRRRn ot
EEENENEEEEEEEEEEEE
EENEEEEEEEEEE rigina
=Illllllllllllll e
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What Preview are they getting?

=y heidi FW: Springtime Treats from Recchiuti Mon 422007 3:33 PM
(=i Girls Learn To Ride GLTR Mewsletter - Your Female Action Sports Events & News Thu 312007 7:39 PM '||.Ir||.||-',_I Eitl g I'\IEW

Download Your Web
Marketing Articles!

10 Questions to Ask
: Before Setting Up a Web
Site (PDF)

>> Tips, Tricks and Advice for Succeeding Online :
' The 11 Biggest Mistakes
i Small Business Bloggers

What's New / | Make (FDF)
I i : ; The 11 Commandments
Six Blogging Myths That Are . Downioad Your Web E | Ine 1 Commandments

&  Marketing Articles! ] h :
Holding You Back | ; ! Copvwriter (PDF)
| 10 Questions to Ask 5 :
By the harmmer of Thor there's a lot of blogging myths out ' Before Setting Up a Web + Howto Plan, Build and ;
' Promote a Business Blog
i (PDF) ]

Maximize the top 2 — 4 inches
Is your Company name and logo visible?

Is a Headline with clear benefit visible?

Are you using a Table of Contents here to highlight what they Can't see?
— Use as Anchor Tags to pull them down
— Re-word / add short descriptions
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Center for Traditional Medicine

Forget the Flu this Season!
CENTER FOR : ¥
TRADITIONAL
MEDICINE

Now! Boiron's
Homeopathic (2007
CDC-identified flu strair)
| remedy will be available
" | around November 1st.
| There were waiting lists
for these last year, so
| don't wait. The total cost
for the winter supply is
§30.00 (five doses)

Y including shipping. Use

CTM Newsletter - October 2006

Dear Leslie,

Chocolate, Chilies, and
Coconuts Featured on

Welcome to this new issue of the Center for Traditional B 4\

Chesoom Medicine newsletter. Duzing this month we are focusing on the

extraordinary accomplishments of our team during this year requires 5 doses over 6 weeks. If you wish to purchase this
CTMKicks OF End-of and continue to share with you opportunities to participate and
Year Fundra nii b Sl e e product or other oontag_lon prevmhop products, call us at
Campaign populations worldwide. . (360) 586-0117 or email lekorm(@cwis.org.
Volunteer of the Year

Stay Healthy this Winter, Eeeping the flu away
Naturally Organic Style Magazine says of this seminar: "We found the
Recipe of the Month :;igﬁder&-omtdchﬂsedmmm of its food and medicinal

v" Table of Contents
= Five Sections

v" Clear Branding - logo, company

v" Providing Education
name, color palette

v" Uses Links with each section
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Sending Content they Want to Read

Improve your content by finding out what your readers value.

Want clues about your contact’s interests? Look at the Click Rates
in your Previous Newsletters.

= Which were the most / least successful?
= What do they have in common?

= Trend best placement, copy, content of the most popular links.

= Include a link with each section of your email.

—————————————————————————————————————————————————————————————

=]

Insert

| Don’t want to do the detective work?
| Make this Newsletter What you'Want | | Send a Survey.

ﬂ Image @ Greeting
@ Link ‘| we value your options! Please take 3 minutes

1| to give us your feebdack. Are there topics you [ | ASk them What they wa nt tO hear
I'dy 'Forward to & Friend' Link {| would like us to shed light on? Would you like about

| to receive it more or less often? :

ﬁi- Survey Link

m Ask how often they want to receive
it.

= Ask only what can be used to
improve your newsletters.

Insert Contact Detais~ i) Click to Give Your Input

]
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Cater to Varying Interests

“80% of consumers Stop Reading emails
they have signed up for because they deem
them Irrelevant.”

— Study by the Ad Agency Quiris

As you learn more about your readers
you should be Creating Multiple
Versions of your newsletter.

1 Create Lists / groups with similar
interests

1 Send different Versions of your
newsletter for different interests

Copyright © 2008 Constant Contact, Inc.

Don‘t want to have to create whole
different versions?

1 Create your General Newsletter
1 Use the copy feature

1 Add in just a Block or Two that is
Unique for each group.



Arthur Murray Dance Studios of Las Vegas

Are you Promoting in your Newsletter?

As long as you're providing valuable content,
readers won't mind promotions.

In This Issue

America's Ballroom
Challenge

From Mozart to Miller

What is a good balance? ——

Music!

Quick Links

Arthur Murray Las Vegas

Calendar

85% Educational

15% Promotional o

Nevada Ballet Theater

PBS America's Ballroom
Challenge

Arthur Murray
International

Invest in High-Value Customers

Focus on those who spend the most amount of money or are the most frequent  our maiting st
l ’ customers. Provide special treatment, exclusive discounts and tailor special B
event to their interests and needs. Start an exclusive “club” so they are the first
g for everything, -MarketingSherpa Special Report: Marketing During a Downturn 2008

Copyright © 2008 Constant Contact, Inc.

Newsletter

g -

Dear Alisa,

We hope this newsletter finds you happy, healthy, and
busy with many dance opportunities, We are so excited
about all the attention ballroom dancing has received in the
media this season as it has kept us very busy. Read an to
find out more...

America’s Ballroom Challenge

Ballroom Dancing Returns to PBS

We are so thrilled to mnu\‘w.q';|IPII.I:IIH\I CHALLENGE
announce the return of
ballroom dancing to PBS. The
creatars of the original series
"Championship Ballroom
Dancing" have returned with
an even better competition
that will feature not only
International Standard 2
Latin, but American Rhythm
and Smooth styles of dance _
el e Rl

¢ b
We are also proud to point -
out that the show is being
nationally sponsored by
Arthur Murray International and locally sponsored by your
wery own Las Yegas arthur Murray Studios, The show will
air on Channel 10 on Feb. 1st and Feb. &th. Mark your
calendars

O e =

Yisit the PBS site to read more about this upcoming
show...

N From Mozart to Miller




chit-chat

Focused on Latino Education

= Traditions
= Holidays
iBoricual! = Recipes
iHola! = Facts
In this issue we touch upon the history of Dia de San Juan Festival
& Puerto Rico. We'll also share with you the a traditional Pifia
Colada recipe to sip on those hot summer nights and since it June
we included some Latino wedding traditions. IndUdeS some CasaQ PrOdUCt
iFelicidadaes! .
Darlene Promotion
In this issue...
# Lating Wedding Tradibons
+ Dia de San Juan - A Puerto Rican Celebration
. Bhatos dans Recipe The Patio Palm is both a beautiful and v “—

functional cooling & heating system

e F3 aho Puerto Rico for your outdoor oasis. High quality
it components maintain the value of
» Patio Palm Heater your purchase for years to come. It

serves year-round, day and night to
comfort guests with a heater when
cold and a misting option when hot.
Emits heat for approximately a 25 foo

85% Education diameter.

. Heigh‘u_:: g' 4"
15% Promotional Material: Copper

Price: $1399

More CasaQ Products
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Arthur Murray Dance Studios of Las Vegas

Newsletter

) Best places to sell:
Top left and right corners generally
have the highest click rates.

In This Issue

America's Ballroom
Challenge

e hope this newsletter fifpds you happy, healthy, and
Blisy with many dance opprtunities. We are so excited

bout all the attention ballfgom dancing has received in the
edia this season as it has Agpt us very busy. Read on to
find out more...

Salsa Dance to Live |
usic!
K America’s Ballroom Challenge
Ballroom Dancing Returns to PBS
we are so thrilled to AMERICA'S M CHALLENGE

Arthur Murray Las Yegas | announce the return of

ballroom dancing to PBS. The : i
Calendar creatars of the original series ' 1
|

From Mozart to Miller

2

1
¥
b

"Championship Ballroom
Dancing" have returned with
an even better competition
that will feature not only

Photo Gallery

Places to Dance

Nevsletter International Standard 2 ]
L Bottom — aft ding the valuabl

T — e ottom — alter reading tne valuable
as well,

PBS America's Ballroom
Challenge We are also proud to point

. P content, feature more
o e TeRe information about your company

Intemational Arthur Murray International and locally sponsored by your
wery own Las Yegas arthur Murray Studios, The show will d d t
Lt o = s e - deileinl Il an pro uc s-

Join our mailing list! Visit the PBS site to read more about this upcoming

\ From Mozart to Miller
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Sending content they want to read

Having a hard time getting good content?

Keep Track of Everyday Content

m Listen to and keep a log of Customer Comments and Complaints

Use your Expertise

m Your know-how is Something Special
- You're so close to the knowledge you use every day that you forget this fact!

= What did you do to help a customer?
- List the elements of knowledge you had to apply

m List your customers’ concerns, desires, and fears
= Link what you know with what they need to know

m Give them information they can use — How To’s
v’ Positions your organization as the expert / go-to person

Copyright © 2008 Constant Contact, Inc.



Having a Hard Time Getting Content?

My Surveys/Polls | Create Survey | Create Poll | Export History |

Let your readers give you content

Free snapshot tool:

Screen Hunter

Make Your Newsletter Interactive
m Include Polls and share results

http://www.wisdom-
soft.com/sh/sh _free.htm

m Let them ask you questions and then

provide a Q&A section.
= Have a “Help us Improve this Newsletter”

Have a Question?

section (link that brings them to an online survey)

and hear from
I Link i
& image @ Lin experts in a future

|hsmcum.acmetaisv|f.i:l issue.

Are you Enjoying
More Insert Options | this Newsletter?

| @ Greeting

Fdy 'Forward to s Friend' Link

00 Survey Link
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Having a Hard Time Getting Content?

Get Others in the Industry Involved
= Interview industry experts / vendors
= Have a Guest columnist

= There are many organizations / people that will be willing to give you
content for exposure they can get from your newsletter

RSS: News Feeds
m Get a pool of topics that can be sources for articles in your newsletter
m Positions your organization as go to place for information

dw WITH FREE VIDE International Edition | ) Netscape'
'com_ higtmb G ¥ MAKE CNN.com YOUR HOME PAGE
@)

Subscribe to CHN's RES (Really Simple Syndication) feeds to get news delivered directly to your desktop!

Sl Toview one of the CNN feeds in your RSS Aggregator (Ahout RSS Aquredators):
1. Copy the URUshortcut that corresponds to the topic that interests you
2. Paste the URL into your reader.
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Home Twin Cities m,‘;tConm«

Connect. Inform. Grow.

CITIES

MINNEAPOLIS & ST. PAUL REAL ESTATE & COMMUNITY GUIDE

Real Estate

Inside This Issue

Dear Michael,

Hello. This is Michael Bartus, REALTOR, HH
with Keller Williams Realty in Community Profile PI‘OVIdIng Value
Minneapalis, Minnesota for the month of MN Trivia

March. We finally got our first big snow
storm of the year but as the end of

March approaches, it won't last long. i ..
Wit 3il-af the sucases oF ioue focsil Home Maintenance m Trivia a bOU_t MN
= [nteractive

Minnesota Trivia, ... = Reward
| | o = Local and national
Q: What is the fastest growing county in the Twin Cities area? market News

The first person to email me the correct answer gets a brand

new publication titled "You Are Here" Minneapolis-St. Paul-The m Home maintenance tips

Ultimate Insider's Guide. A $16.95 value.

Answer Now!
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Send Content they Want to Read

If you send valuable content, watch your readership and list size grow.

Provide interesting, relevant content = "My friends would find value in this!”

Are you making it easy and encouraging people to forward your email to
their friends?

v" Place “Forward” links or buttons near the Top of the newsletter

% Forward this '
] issue to a Friend

v' If that friend likes what they see, they can join your list.

New to Hints & Tips?
Subsciiba Now

Copyright © 2008 Constant Contact, Inc.
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Lessons in Design

How much are you saying?

Users spend 51 seconds reading the
average newsletter.

— Nielsen Norman Group Report: Email Newsletter Usability

We're thrilled to report that
Black Sheep adventures will
be helping to support the
alDs/LifeCycle again.

The LifeCycle is a 7-day,
EB5-mile bike ride from San
Francisco to Los Angeles to
make a world of difference in
the lives of people living with

Assist in Scanning

m Ideal number of articles is 3 to 5 : 1 and AIDG Gur role wil be
Have visual Separation between tOpICS whio need mechanical a55i5tan£;dé:zrfg’gspbzslsamu% I;‘Iudl‘iafi:cS

. . to th t t stop.
Use headlines, bolding and bullets e
. . . Please help us support the San Francisco alDS Foundation
Include est|mated read|ng time by giving what you can, We'll keep helping until AIDS and
] HI% are a thing of the past.

Say JUSt enough to get the reader 45 a thank you to all who help with this worthy cause,

Interested then Use |_|nkS| we're offering a 10% discount on our multisport wacations
! nors who contribute $£100 ar more,
AIDS/LifeCycle Details =
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Bliss Honeymoons

m Good use of Headers, bullets and

bolding to assist with scanning

oot o RSO = Clean white look with 3 articles
provsa— and visual separation between
: each

QutsTanding servace
with no. service fees,

Fras Hofey maon
registry

ERe Enpera Planning a wedding is work!
Payment plans
avaiable

Maybe you've been interviewing D.1.'s, looking at
reception halls, trying out caterers. But the most

Great referral program

Trawel planning
assistance for ol your

wacilieg gromars P —— important job the groom has in the wedding planning
wle, process is planning the honeymoon! If you are not sure
Bliss where to get started, then read on!
Recommends
Arpeflcine
Jevelers
Damce Plas Bakoom
Capitnl City Liaro

Something MNew

-

m Education focused content

m Positions them as the experts
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Lessons in Design

Including Links in Your Newsletter

m Are you including links with each = Are you using the right wording?
section of your newsletter? - A/B TEST to see if a certain
m Doesn't just save white space, let’s phrase gets more clicks

you track interest

m Do your links stand out?

m Don’t mix them into the text or put Marketing Sherpa’s Newsletter Test

them just below a line of text Click to Continue 8.53%
m Give them white space to increase ) )
Continue to Article 3.3%

click rate
Read More decreased by 1.8%
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Lessons in Design

Including Links in Your Newsletter

= Don't miss an opportunity to get people to your website
= Are you including links behind your Images?

Make image a clickable link to: il

{Example: http:/*www.constantcontact. com)

= Are your links directing readers to an effective landing page?
= Don't dump them on the homepage and make them search
= Put them right where you want them

Copyright © 2008 Constant Contact, Inc.



Lessons in Design

Including Links in and to Your Newsletter

Are you giving readers the
option to see Past Issues?

The following emails have been =ent, but not archived.

How about when they are new to you?
= Link to best issue in new subscriber

Archive Selected Emails

‘[ Preview Email Hame welcome letter
[0 Bg  CME Invite 3/26/08 .
[l 03 Planning Emal Marketing Survey 31803 = Use Autoresponder to automatically
send out high performing past issues
Register Now

MNewsletter Archive
Related Topics

More About Us

Copyright © 2008 Constant Contact, Inc.



Black Sheep Adventures

Clear Branding
Table of Contents

Five articles

Clear Separation between topics

= Use of links with each section

= Saves white space and allows for
tracking interest

Link to Article »

Tour of California Details =

Hike Details =»

Copy. .
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Adamslette Constont Contact”

Connect. Inform. Grow.

ACENICL _  BRIGHT Marketing & Communications Small
e = ideas Business

March 2007

Improve your love life! | Looking good!

Okay, well, maybe not your 5 [A monthly arlicle wntten to help you . .
ot uounewrRee  J) TOOFS et more peovle to buy—orbuy i = Effective Preview Pane
:si;:grce will improve your rea A T— B d . d I b f
success—everybody knows that But are you sabotaging your " ran Ing an C ear ene It
reputation inadvertently because of emors on your website or in your
RN | s e m Provides educational material -
‘ Ewverything you do influences what people think about your brand, . . . .
- -’E-"_- | company or organization—and you. If they are going to be brlght IdeaS, tlpS and tI'ICkS
e ——— influenced, why not make sure itis influence that works for you?
Download 126 Tips and Tricks ~ Despite ourvery best efforts, we all make mistakes. However, you'd " Keeps thelr bUSIneSS top Of
Guaranteed to Improve Your be wise to acknowledge that appearance matters and take steps to - d
Communications nowl ensure a great presantation. After all, you wouldn't head out for work min
wearing a shirt you had slept in, would you?
Adams Jette Marketing +
Communications If's especially difiicult to see our own mistakes, 50 it's always a

100 Argyle Avenue, Suite 202 good idea to have your material proofread by a fresh pair of eyes.

i g Beter yet. nave itwrten by a professional o atleasthave t eted = Includes links to Past Issues

Tel 613,235 5445 for grammar, diction, style, spelling, clanty and, more than anything, .
FAX 813235 5514 understandatilty = Gets readers to the website
nfo@adamsiette com
www adamsietie com And enjoy the competitive edne thal comes with Inokinn vour vary
best
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For the week of June 18, 2007:

Atlas News

Important Motice: All Atlas Travelers Must Hawe Profile in Our System by July ist

Easily Update Your Traveler Profile From Your Atlas e-Invoice!

Savwy Travel Shop Celechrates First Anniversary!

[odustry News

Delta Launches Online Auction for SkyMiles Members

{Estimated resding Hme: 2:3%)

Continental Signs Codeshare Deal with US Helicopter
{Estrnabed resding o 00243

Airport Update: New York, San Francisco, Dallas/Fort Warth, Fort Lauderdale, Atlanta

{Estimated reading tmes 22283

AFK First NYC-Area Airport to Offer Celiphone Parking Lot

{Estimabed reading Bmes 1016]

"Yotel” Opens at Gatwick Terminal

[Estimated reading Hme: 0:30)
Passport Update: Glitches Run Rampant in Wake of Waiver; Governmeant to
Reimburse Some Applicants

{Estirnabed reading Herees 4463

DHS Moves Forward with Proposed Biometric Check-in

{Estirnated resding Hme: 1047}

Pazzenaer Bill of Right= Stalled in Congress

{Estimated reading e 3136

Looking for Eco-Friendly Hotels? Here's Where to Start

{Estimated reading Hmen 2008}

For Meeling Planners, Shift in Hole! Dwnership to Real Eslate Investors Has

(Fubirnmbed repding tme: 5041

e et e ey e

2 ,If 7
Constant Contact’

Connect. Inform. Grow.

Plenty of white space
even with a lot of news to
share

Broken into Company
news and Industry news

Descriptive Headlines with
links

Let’s readers easily read
only what interests them

Estimated Reading Time

e e T e e e

Delta Launches Online Auction for SkyMiles Members

(Estimated reading time: 3:59)

Continental Signs Codeshare Deal with US Helicopter
[Estimated reading time: D:34)



Lessons in Design

Including Images in your Newsletter

m» The smaller the image size, the faster the download time

= Suggested image size for emails is, at most, 100 KB or 600 pixels across
= 1 KB = 1,000 bits/bytes
= 3 to 5 images per newsletter

m Accommodate recipients that have images blocked
= Let them know who that email is from

= Include your company name as text Select Image

= Let them know what was supposed to be where | osertErom mace Lovary | [ Enter image kL [
that Red X is image URL:

= Add a description with each image (alt tags) s ]

= Provide a web hosted version: Deseription:

| 1E

(It iz an indusiry best-praciice & provide descriptive fext |
that will be seen  your image dossn't display correctly )

Trouble viewing this email? Read it on the Web herge.

59% of consumers and 90% of business
email user view emails with images
turned off. - MarketingSherpa 2008

Copyright © 2008 Constant Contact, Inc.



Gift Basket Originals

- Imporcaecs
= P Products

| ket by e or
| Profacsicncds (LAARY and @ of offaca
| Mmarrafactursns n 1952, Mary Bamatt, peraseient of the ===

Qe [ e [ 1

| E R R e e kel iR W e o e o o e S I
x I
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in this issue

+ How did Administrative Professionals Week get
started?

+ Importance of saying Thank You To Your Clients
¢ New Products

How did Administrative Professionals Week get
started?

= Includes Table of Contents
= Three Main Focuses
= Clear Headlines with visual separation

= Education and then Promotion

= Four Images

— Not too cluttered

— Text surrounding images for
those with blocked images




Lessons in Design

Have you looked at the Text version of
your newsletter?

The text version is likely seen
by about 15% of your list.

— Return Path 2007

= You can Preview and Edit just the text
version
Edit Text Version Li

= Optimize the text version

— Make sure your Company Name
immediately appears

— Get rid of Navigation Links
PDAs display full links instead of link names
which can take a lot of space

Copyright © 2008 Constant Contact, Inc.

Hot Deals

Use this paragraph to entice your prospects and customers to explore
new travel opportunities.

Describe the view, include fun facts about the area and tell them about
surrounding activities. Make sure you include a photo to make your
newsletter more appealing.

Dear Marie,

Your introduction sets3 the tone for your newsletter and encourages the
recipient to read further. Your style may be warm and casual, or
technical and no-nonsense depending on your audience.

Spotlight

Use this paragraph to entice your prospects and customers to explore
new travel opportunities.

Describe the view, include fun facts about the area and tell them about
surrounding activities. Make sure you include a photo to make your
newsletter more appealing.




Lessons in Design

Are you sending a TEST of your newsletter?

m Do the links work?

m Landing page a direct connection to why they would
click through.

= What does it look like with images off?

m Enough descriptions / text for those with blocked
images.

= How does the text version look?
m Extraneous lengthy links removed

m Is it going into the bulk folder?

m Avoiding spam like content / design
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=end a test verzion of your email
to yourself, and to others
including a personal meszage. Up
to 5 addrez=zes may be entered
separated by a comma ",

Email Address{es):

cshahar@constantcontact.c
om

W

{Separate multiple addresses with 3

comma ")

Personal Note:

(L3

[ ] send both HTML & Text
YErZions




Using the Reporting Information

Spam

= Measures your familiar look and feel, relevancy and frequency
Opt Outs

= Some is okay, but a spike is a sign your content is not relevant
Opens

= Measures effective subject lines, timing and frequency
Clicks

= Measures effective content, layout, link placement and wording
Forwards

= Sign you are giving subscribers what they want!
Winter Newsletter 07 40  27.5% 0 0 724% 619%  14.3%

a1} 21y (13) (3)
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Temperature Check

BtoB BtoC
Open Rates 20-29% 10-19%
Click Rates 5-10% 2-5%

Marketing Sherpa, 2007

Compare Apples to Apples
Benchmark and go for Improving Your Numbers

= Metrics vary by industry, value proposition, length of
customer life cycle, audience, age of list, etc.
= There are no good metrics other than your own to measure

success against

Copyright © 2008 Constant Contact, Inc.



Using the Reporting Information

Improving your Newsletter Metrics

m Create Benchmarks of your report data and then TEST

= Make One change at a time

m Subject Lines / Headlines / Link text - determine what words hit your
audience’s hot buttons

m Format, design, copy style, placement — look at your clicks report
m Content / Segmentation — look at your clicks, opt out and spam report
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Using the Reporting Information

The Opt Out Report

Are you making full use of your
unsubscribe page?

= Did you know that people that unsubscribe
are given a comment box?

= Did you know you can export the comments

to see why people are unsubscribing?
(FAQ#1606)

= Are you monitoring and acting on it?

v" Identify where to make improvements
to your newsletter program.
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You have successfully unsubscribed

Thank you - We have received your unsubscribe request and have removed
cshahar@constantcontact.com from our list.

We are sormy to see you gol
FPlease take a moment to tell us why you chose o unsubscoribe. {optional)

5

150 characters remaining

Submit



Using the Reporting Information

The Opt out and Spam Report
Are you sending too often or not enough?

Don't over promise

= Better to provide a good monthly
newsletter than a mediocre weekly one

= Average touch rate is twice a month m
= E.g. Newsletter and update/promotion

= Communicate at least 4 times a year

- Stay “top of mind” s Under promise and over deliver

= If you have something to say and it is
relevant, send a card layout

Note: You don't have to keep up
with the magic day and time to
send if you are sending valuable
content.

Copyright © 2008 Constant Contact, Inc.



Using the Reporting Information

Your past newsletters can help Refine your overall Strategy

Print out your Newsletters
v Find similarities in what's getting good / poor results

Does your newsletter have hot spots?
1. Record the Click Rate for each link
2. Color code all the links that perform higher than average, average, and below average

3. Do your emails have consistent hot spots where you see above average clicks. If so, capitalize
on this real estate in future emails

Does your audience respond better to certain content, layouts,

timeliness?
1. Compare your open and click rates
Click to Open Rate (CTOR) = unique clicks/unique opens
2. Find similarities among high performers

3. If you find that all the newsletters you've sent with How To’s had high CTORs, design future
emails using that lesson
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The Key to Newsletters

Have the Right Mindset

Remember:
Newsletters are not about
immediate purchases

Newsletters are about building Satisfaction and Loyalty so subscribers are
more likely to:

v" Purchase from you

v Recommend you to others
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Want more on what we covered today?

http://www.constantcontact.com

Learning Center

Additional Free Live Webinars

Home » Learning Center » Live & Recorded Webinars

3 2 [®] £ . - -
Tfmfmm - Live & Recorded Webinars Email Marketing Demo
Live & Recorded Webinars Our webinars are hosted by online marketing experts, and they deliver an information-packed WaIECh tllve alstwe gettl nto tdhe C(gln Sta nt Clort]ttaCt tOOI
e experience. You can ask questions, hear your peers, and see for yourself how email marketing ICK a template, create and send a nhewsletter
o and online survey work. p htt[!:)//www constantcontact.com/learning-center/webinars/live/index.jsp
Hints & Tips Best Practices Webinars
e pepers How do you make the most of email marketing and online surveys as powerful tools for your Su rvey Demo
Herominended Bake business? Our "best practices” interactive webinar series is designed to help you do just that. See hOW to use Constant ContaCtIS survey tOOl to
Gloszary Join us live as we discuss key topics to make your communications more effective. Or, if you create su rveys and pO”S indude them in your
Helpful Websites prefer, you can choose our pre-recorded versions and learn at your own pace. !

newsletter, and what can be done with your results.

http://www.constantcontact.com/learning-center/webinars/live/index.jsp
Email Marketing Online Survey

Live e Subject Line Design

Get more in depth knowledge of writing a subject line
= * Creating an Online Survey 101 that will get opens and keep you out of the spam
» Creating Marketing Emails » Creating an Online Survey 102 f0|der

http://www.constantcontact.com/learning-center/webinars/live/details/Subject-Line-Design.js;

o Email Deliverability
» How to Boostthe Response to Your

Emails Deliverability
o Newsletier lakeover Learn more about being labeled as spam and getting
« Flanning Email Marketing blOCked by ISPs.

# Promotions Planning and Design

+ SEOQ. Blogging and Email
+ Subjectline Design BUiIding Better Lists

Explore best pract|ces to grow your ema|I I|st

Recorded Tutorial:

Create a Poll — Why and how to create a poll.
http://www.constantcontact.com/display_media.jsp?id=25t
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Download the Handout Connect, form, Gro
Slides we covered today along with additional material:

o

- Newsletter Makeover Checklist

- Reviewing your newsletter Sign Up Process

Questions?
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Newsletter Makeover Checklist

Are you using a recognizable From Name and consistent From Email?
Is the Subject Line have a recognizable title and benefit?

Do you have a Logo and consistent Color Palette in place?

Does your brand and a clear benefit appear in the preview pane?

Is your content at least 85% Educational?

Is your content valuable and Relevant to your readers?

Are you using clear headers, bullets and bolding to assist with scanning?

Do you have 5 or less main focuses?

Did you include links that stand out with each focus?
Do you have 5 or less images?

Did you make your images clickable?

Did you include a description with each image?

Do you have a prominent forward to a friend link?
Do you have a prominent subscribe me link?

Did you use the anti-spam checker?

Did you preview and optimize your text version?

Did you send a test?

codoopoOoiU0 OO0 O0DE
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Getting Newsletter Sign Ups

What is your Sign up process like?

Take a walk through and ask yourself:

= How much Effort is it?

= Can you require Less information?

» Only ask for what's Needed to send Relevant emails

» Requiring just Name and Email gets highest number
of subscribers

» Want more, ask for it with a survey later

® Are you asking for the email address twice?
= Avoids a bounce / lost prospect

= Are you asking for the Right information?
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\ I/ Sunset
u%gravel

Registration

Thank you far joining the Sunset Travel mailing list, We loak farward to kesping vou informed,

Your Email Address: htoby@hotmail.com

Re-type Your Email Address: I:I

Your Interests Your Information

Please select the areas of interest for which you Flease provide vour information here, Items marked with
would like to receive occasional email from s, an ™' require a respanse for signup.

Manthly Prarmotion First Narne*:
[ Caribbean Yacation Specials Last Name:
[ European Wacation Specials Harme Phone:

Address Line 1

sddress Line 2 I:I
State/Province {IS/Canada): jl
Zip/Postal Code: :I

1 would like to receive text only email campaigns O




Getting Newsletter Sign Ups

What's the First Impression your giving?

Review your Welcome Email

= Do links already in use still work? = Does it provide immediate gratification?

= Are you using personalization? - Include a snapshot of what the newsletter
- TR will look like
= Is it warm and engaging: - Include links to newsletters that did
= Does it highlight the benefits of particularly well in the past
your email program? - Provide a special offer just for newcomers

= Does it make them feel part of a =« Does it adequately explain the frequency
privileged group? and type of content you will be sending?
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The “"After” Welcome Email

—Sunset Travel

Diear Tim,

DeSig n InC| Udes : Thank you for subscribing to, " Travel News for the Adventurous!™

ME Newsletlerw'llfocusonhelpmmium any place, from your
backyard to Eu

dventure. You can look forward to
little known tra secrets and exclusive deals.

v" Personalized greeting | i i be maiedto you at this address every other wednesday and wil ook like ths:
v" Frequency ..,
v Exclusive feel
v" Preview

v" Links to past issues

If you are ready to dive in, L would recommend these past issues.

Thanks again for signing up. If you have any topics you would like to see covered, feel
free to email me.

Best Regards,

Tim Burton
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