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Connect. Inform. Grow:

Section 1: Email 101

Section 2: Getting Started
Section 3: Getting Your Email Delivered and Read

Section 4: Interpreting Results: Reporting and Tracking
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Spreading the Word:

Raising Awareness and Funds with Email Constant Contact”

Connect. Inform. Grow:

Section 1: Email 101

= Why Email?

= What is Email Marketing?
= Why Use an Email Service?
= Why Email Works
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Connect. Inform. Grow.

“"What's email? I don't like you. Go away.”
-Foundation of Hermits and Recluses

“Tournament participation has increased 30% since we started sending
email reminders to our members.”
-United States Tennis Association, Central Arizona

“Our email newsletter provides added value for our sponsors.”
-YMCA of the USA

“Email allows us to stay in touch with our supporters on a regular basis. It's a
powerful tool for relationship building.”
-America on the Move

“Our donors say they love receiving our beautiful e-newsletters and
e-invites, and our staff loves how professional they make our organization look.”
-United Way of Tucson and Southern Arizona
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Connect. Inform. Grow.

Because people read it:

91% of Internet users between the ages of 18
and 64 send or read email

An even higher number of users ages 65 or
older do the same

147 million people across the country use email,
most use it every day.

Source: eMarketer
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It's Cost-effective: Direct Mail vs. Email

~ For the same response, direct mail costs
20 TIMES as much as email

\
\
\,
\
\
v

\\ N\
“\, 4§
\\‘ "‘
W

Copyright © 2008 Constant Contact, Inc. 6



What is Email Marketing?

Utilizing email to create,
strengthen, and maintain T e
relationships with stakeholders:  &. e

Establishes regular, ongoing Urited

. @1

communication w,m
Community Development News

Educates

Promotes identity awareness e i
AR f&i‘:&"’éﬁ'.ﬁ:?ﬁ;‘;ﬁ:’m“

Keeps supporters informed N e famkes and sros e 04
untcawoytomtes | Sommaie e ioveg’e 2 8

Broadens your audience ey T || iclapst s vt oy

3,914 children, with a special emphasis on those from

racially and ethnically diverse backgrounds, participated in
higher quality child care because of United Way's work,
helping them better prepare for scheol and a successful
Hifie.

“Nonprofits that don't integrate
email into the management of
their relationships remain
profoundly disconnected.”

"Disconnected: the 2001 Nonprofit Email Survey."
Michael C. Gilbert, August 2001

310 children in childcare and after- school proarams
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Email Services — Why Use One?

They Make it Easy
= Manage your database (subscriptions, bounces, unsubscribes)
m Templates make creation of professional-looking campaigns easy
m Maximize delivery

They're Affordable
m Start as low as $15/month
m Discounts for nonprofits
m Fractions of pennies per email

They Teach Best Practices

m Email best practices are built right into the service (unsubscribe
management, from address verification, & physical address appending)

m Online educational seminars
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Email Service vs. Outlook

via mail.mac.con,

| rsmithi@abc, com, ballen@eeyz, org, ssmithi@yahoo, com, bankingguy@thebank, com, prezi@bigoo. com, ajones@ody] ||

Standard Email Programs
(e.g. Outlook, Hotmail)

| ABC Sept 2006 Mews

Septernber Z006 Events & News!

Win a trip to Chicago!
Win a trip to the Australian Cpen!

m Limited # of emails sent e
at one time ’

At the ABC Racguet Center

. Play is open to men and women over 25
. No formattlng Control who hawve never had a professional ATP
or WTL ranking. Our 2 winners get free
trips to cowmpete in Chicago against the
other 3 gualifying tournament winners.

m List break up more o e sl W
susceptible to filters s |

Entry Deadline: Sept Z25th
Entry Fee: §40
Includes: consolation rounds,

. NO COheSive branding T-szhirt, gift bag, players party

and other goodies!

= No tracking and reporting e e

NTRF Tournsasment
Non-Elimination Round Robin

of email results
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Email marketing services
automate best practices

Provide easy-o-use templates
Reinforce brand identity

Email addressed to recipient
only

Manage lists — adding new
subscribers, handling bounce-
backs, removing unsubscribes

Ensure email delivery, tracks
results and obeys the law

Copyright © 2008 Constant Contact, Inc.
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Connect. Inform. Grow.

From: USTA Central AZ [larry @phoerix tennis. com]

To: Cakes, Ron
o

Sent:  Thu 10/12/2006 9:38 &M

Subject:  Mews From USTA Central Arizona

In This Issue

Paseo Racquet Center
Hosts Kia Amateur
Australian Open

Jensen Brothers Coming
to Gold Key Racquet Club

October Events

Links
SOUTHWEST
v CONTRAL ARIZONA

Click to visit

Join our mailing list!

October 2006

USTA Central Arizona hopes you find these email messages
infarmative and useful, Please use the "Forward email” link
at the bottom of this page to invite all of your fellow tennis
players, fans, and enthusiasts to subscribe to our free e-
newsletter,

Paseo Racquet Center Hosts Kia Amateur Australian Open

Win a chance to go to the 2007 Australian Open!

This singles tournament
is for Men & Women
over 25 and is a regional
US4 qualifying
tournament. Events will
be held on October 6-5,
2006 at Paseo Racquet
Center. For more
information contact Ed
Prudhomme at {623)
979-1234.

Jensen Brothers Coming to Gold Key Racquet Club

Presented by Gold Key Racquet Club and IMG

Former Grand Slam Champions and TY Personalities Luke
and Murphy Jensen will be haolding a special 2 day tennis
warkshop at Gold Key Racquet Club in North Phaoenix on
Saturday and Sunday, October 7 & 8, 2006, The workshop
will be for players of all skill levels and there will be
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Why Does Email Work?

Because people open email
from those they know and trust...

From:
To:

G
Subject: Mews from USTA Central Arizona

Larry Funk [larry@phoenixtennis.com]

Cates, Ron

USTA Central Arizona

NEWS & EVENTS

USTA Central Arizona hopes you find

In This Issue : : 2
these email messages informative and SOUTHWEST
Scholarships useful, Please use the "Forward gl
Available email" link at the bottom of this page

Coaches Workshop

Upcoming Junior
Tournaments

Upcoming Adult

to invite all of your fellow tennis players, fans, and
enthusiasts to subscribe to our free email newsletter!

Your Turn For Tennis Coaches

Tournaments WOFkSth
Featured Article USTA Central Arizona has teamed up with Big Brothers Big
Sisters to offer a new sports and citizenship program in
2007. Your Turmn For Tennis will offer Bigs and Littes an
TENNIS & EDUCATION opportu_nityr to learn and play tennis at Kiwanis Tennis
— T TGuNEATION Y Center in Tempe, AZ.

Each year, the USTA
Tennis & Education
Foundation awards

scholarships to
deserving youngsters
who have participated
in United States

A recreational coaches workshop was held on Saturday,
January 20th, for fifteen new coaches for the Your Turn
For Tennis program. These new coaches will assist the
professional teaching staff at Kiwanis Tennis Center to
give lessons to Bigs and Littles who register for on-going
classes. The workshop was conducted by Bill Lucero from
the USTA Southwest Section.

Copyright © 2008 Constant Contact, Inc.
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And Simply Delete Everything Else

Copyright © 2008 Constant Contact, Inc.
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Spreading the Word:

Raising Awareness and Funds with Email

Section 2: Getting Started

= Create a Winning Strategy
= Build Your Permission-based List

~ Determine Format, Frequency,
and Delivery

= Develop Compelling Content
= Optimize Usability

Copyright © 2008 Constant Contact, Inc.
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Setting objectives

Collecting contact information

Determining message format

Creating a delivery schedule

Planning time for management and production
Building professional communications
Analyzing results

Continuously refining your strategy!

Copyright © 2008 Constant Contact, Inc.
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Setting Objectives

Define objectives: Use objectives
*I want to..." to determine:
= Motivate stakeholders = What information to collect
= Enhance mission awareness = Communication type
= Interact with my members = Communication frequency
= Increase event attendance = Measuring success
= Bring visitors back to my
website

Obtain financial support

Copyright © 2008 Constant Contact, Inc. 15



Collecting Contact Information

Collect email addresses and permission at
every contact point:

= Website

= Guest book
m Events

m Donors

= Volunteers

m Use features that
build lists for you:

= Send to a Friend

Start NOW!

Copyright © 2008 Constant Contact, Inc. 16



Permission — What is It? Const ’m ot

Connect. Inform. Grow:

Types of permission:

Explicit: Opt in from your website or
fill out a card

= “Join our mailing list”

m Single vs. Double Opt-in

Implicit: Requests for information,
existing relationship

Copyright © 2008 Constant Contact, Inc. 17



Where do I sign up?

-,;’f 7

Constant Contact®

Connect. Inform. Grow.

L

J Back  Forward

J Address IE hitp: A Avaeb.res
J Gﬁﬂglﬁ 7 Ireed

L\

ABOUT REED
ADMISSION
ACADEMICS
COLLEGE OFFICES
GIVING TO REED
STUDENT LIFE

FOR:
CURRENT STUDEN
PARENTS
 FACULTY AND
_ ALUMNI AND FRIE

Feed Cluick Link

|@ [5 iterns remaiming) Down

;gn5tan”J 5|hm”.|£§§

Copyright © 2008 Constant Contact, Inc.

- ] ﬁllmn:ar's miﬁsh:n is }c_uiemwa 4‘.hnhil nnnpmfix&-ean usq lecma"'l.qw- --:
i t.r.c b‘ﬁqar*suﬁﬂr thetrh:'r:ummurﬁxlus [ {

nome | contact us search ([

Al HPower  Membership  fervices  Educalion  Pesources  Hewves  Gel Involued

 lecome a Member

' Training Chage Schedule
© Wolunteer
to our Web s 2015, In an eftart to
g our hinks and pages to deliver you the
Donace to NPower
If 5o \ i [ B @ look
araund

Subscribe to our Messleiler
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Gather Your Contact’s Interests

= Add your own logo and
message to subscribers.

*
*
*

= Use data collected to

send your recipients e

only what they want

= Learn about your ...
subscribers’ interests '+

= Collect names to
personalize emails

= Determine your own ..o
interest categories and
other data required.

Copyright © 2008 Constant Contact, Inc.

B 1) Py el 2 et Eae Siony - ey danis huisgia Bailyey w57 = iis oy uiiis s =tisy

File Edit Wiew Favorites Tools Help

O - © [0 A G| D Fproveres e\@-& B-LJd 3

Address | &] https visitor. constantcontact com/optin. jsp

Google - | Search - | §0 Elebocked | 4 Check - % Autolink ~ ] AutoFil [ Options

.
:Registration

=
:Thank you for joining the NPower Arizona mailing list. We look forward to keeping you informed. :
----------------------------------------------------- M

wiork Phaone:

Address Line 1:

N Address Line 2:

III-‘-' H City:

.
= State/Province (US/Canada):
.

eUEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEES Youm B ailspdduess: michaelo@npoweraz org
o — -
= Your Interests = *Your Information
.
n . . " . ™
= Please select the areas of intersst for which you would like to recsive occasions = Please provide your information here. Tterns marked with an "™ require a response =
" email fram us. = " for signup.
n =
u a
- General | Interest " First Name*: |Michael
- a " e
= [0 nPower Arizona Member = Last Mame*: |Clark,
-
- : Job Title: |Education Coordinatar
-
\
NN NN NSNS NN NN NN NN NS EEEEEEEEEEEEEEEEEEE s = Company Mame*:  NPower Arizona

602-343-6797
5125 M 1Bth Strest
Suite C-138

Phoenix

amm Arizona
H Zip/Postal Code: |86016
I would like to receive tex‘:only ermail campaigns (]
- *e S S S S NN EENEEEENEEEENEENENEEEEEEEEER .
tancel | [ submit | | Unsubscrbe all |
] Don & mtemet
3 2} NPower A, 20wL@ILS@D < nzm
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Determine Appropriate Format

Newsletters
m Frequency: monthly/quarterly
m Lots of educational content
m  Most encompassing format for communication

Announcements and Invitations
m Frequency: event-driven
m Educational with targeted message
m Invitations, special events, internal communication

Inspirational
m Frequency: determined by clearly communicated expectation

Copyright © 2008 Constant Contact, Inc. 20



Frequency & Delivery

How often to send
m Create a master schedule
= Include frequency in online sign-up - “Monthly Newsletter”
m  Coordinate timing for maximum impact

When to send

=  When is your audience most likely to read it?
m Day of week (Tuesday & Wednesday)
m Time of day (10am to 3pm)

Test, test, test

o
Maximum impact with minimum intrusioa

Copyright © 2008 Constant Contact, Inc.



Relevant & Valuable Information

Focus on the content - share knowledge so people care
= It's not about you
m It's about what you know

Trade useful information for attention
= Will they talk about it when out with friends?
= Will they look forward to your next communication?

Narrow your focus
m Be an expert
m Clearly convey the mission

Copyright © 2008 Constant Contact, Inc. 22



Usability— Internet vs. the Written Word Constent Contact”

Connect. Inform. Grow:

Print — Reading speed is what it is
Online — Reading speed is about 25% slower

Print — Length can be greater
Online — Length should be about half of paper

Print — Offers less creditability; it stands alone
Online — Hyperlinks to supporting information

Print — More formal
Online — Informal writing style; even humor

Copyright © 2008 Constant Contact, Inc.



Putting it All Together

= Justify your place in their Inbox Sarasota Film Society bz:cssirert..

[ | Be Clear and ConCise Nonprofit Member-Supported Cinema

April 20, 2006
|
i 1 Dear Film Lover,
m Use appropriate araphics P ——
This week we're opening the dynamite

L._akewnud Ranch new feature Friends with Money, with
Ginemas an all star cast of same of our favorite
watnen in film. It's funny, topical and

= Use white space effectively

Speaking of dinner, the latest
Friends with Money restaurant to open in the Main Street
shops at Lakewood Ranch is Astoriz,
\ - I/ Memy Christmas which features Fine Russian Cuisine.
. Inc u e Ca to Actlo n I n S Try their Royal Seafood Combo appetizer, a mix of the
Thank Youfor Smoking finest black and red caviar served on puff pastry (yum),

followed by their signature dish, Chicken Kiev, Great
stuff, fully tested and approved by the Film Buff's chief

= Capitalize and punctuate carefully

Tsotst Astoria

8126 Lakewood Main Street
{941y 907-3873

m Design for “above the fold” et s

Charm School Show Times, April 21 - 27

On a Clear Day

The Notorous Bettie FRIE.NDS WITH MONEY (R
D. Nicole Holofcener, USA, 2006;

Page B8 min.

. Daily: 1:45, 4:00, 6:15, 8:30
Venfant This brittle social comedy by
wah wah Micole Holofcener (Lovely &

Amazing) peers into the lives of
The Sdience of Sleep four lifelong women friends, ¥ho

says mid-life crisis is for men only?

A ScannerDarkly

MERRY CHRISTMAS (PG-13)

D. Christian Carion, UK {French/German/English/Latiny,

- 2005; 116 min.

Daily: 2:00, 5:00, 7:45

Mominated for Best Foreign Film Oscar in 2008, Merry

mm‘ Christmas (Joyeux Noel) tells the heartwarming story of
MAGAZINE the Christmas truce that broke out on the Westerm

Front during WwI in 1914,

anything arts
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What is "Above the Fold"?

oy coemrion o your AZ Com.,

@ _-u_mw LS.

il i ¥ Pt prm | r'.'{fH-..I.M"'_'N.I..I.
O e e | Srerean Traneg Cenler 134

i B for T Serent

. _mmw 1326

Sl +H=l..l\-enqls-eﬂ5-e"ﬂ1f"l

o — RL
s Dy from Amond Brothers

o —
| ———— A
s epiers Corporale Gits
.-‘II-
o S Corirnl of Your Time
-
s v mw\.au‘:.&._rwtnl

s Chirer's Mospial Foundaton 62002 .,

o s U marrd & ewiiter

Hopes and Dreams e-Newsletter

Phaenix Children's Hospatal Foundation [foundatieni@phoemxchildrens oo
Ta: Eu,ﬂm
m“m;hn-"r:m“ Chifdran's. ital ¥ di ch-_-.ruun-.ﬁ

suppert mndior r.'h.ﬁ-n.-lt-pﬂ To snmure that you
F d & som to your sddreas bunh‘l’u

an e-newsletter of the Phoenix Childeen's Hosp

It's hard to believe that summer & upon us; chidren are out
of school, families are on vacation, and the dreaded tripie
dhgits are an everyday ocourrence. And if you've been
reading these newsletters for the past fow months, you
ki @ hot has happanad this year with the maedical
programs. e provide, and the Familes we senne.

With &l af the good work going on at Phoenix Children's,
would you consider foining s and supporting thasa
innovativa programs and services being prowidind for
Anzond's chddren
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Connect. Inform. Grow.

Ask yourself before you send:

Are you prepared to handle inbound email responses and questions?

Have you used appropriate graphics while also
making good use of white space?

Have you proofread the "From" line, "Subject” line,
and email copy thoroughly?

Have you previewed and sent yourself a test mailing?

Have you checked all links to be sure they work properly?

Copyright © 2008 Constant Contact, Inc. 26



Spreading the Word:

Raising Awareness and Funds with Email

Section 3:
Getting Your Email Delivered and Read

~ Spam —What is It ?

=~ How Spam Filters Work

= Blocking & Filtering

~ Getting Your Email Opened

Copyright © 2008 Constant Contact, Inc.
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Spam — What is It?

Unsolicited Email
(no relationship/no permission)

m List purchase, CD-ROMs
= Directory crawling s (2

d Items (746)

M @ From

| ) HI$THSE

-l pate: Tuesday

. - ] “Jacobs best prices
: Ema I I a ppend I ng 4] Tricia Ferguson Save 90%;
=N
] Marcie Your neigl

m List sharing with other nonprofits =

: ~
G == Date: Monday
thl‘;Le ral il __j Adamo Tome PHARJ=RM
Drafts [9] : .
Inbox (97} =1 Ruby Dunlap Can't find o

Remember! :_;I”:IE;. | Bernice this weeks
Ultimately, it's the recipient who decides what is 3 Date: Sunday

Recaipls = T [——
L /. Research
or isn’t Spam. 3 Thi OkdHouse Can'tfind good drug s |
1 ok, @ Ruby Dunlap [crumpac
- !ﬂ:mi[ﬂﬁ] = To: DL
| Outbox o
*:ientltbrns @ LegalRXMNedications
Search Folders price. We work all ove
& Folders

Mow wou don't have to
wor ldwide,

Visit our site: “hory

And get medicarions rl
VISA 30 we provide ser

Copyright © 2008 Constant Contact, Inc. Hon, 25 Sep 2006 23:39



How Spam Filters Work

Spam filters assign a score to different email attributes,
such as phrases commonly used by spammers:

X Reverses aging 3.37

X “Hidden” assets 3.28

x Stop snoring 3.26

X Freeinvestment 3.19

X Dig up dirt on friends 3.12

Once the score exceeds a certain threshold, the email
is classified as junk.

Copyright © 2008 Constant Contact, Inc.
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Avoiding “"Spam-speak”

The words: free, guarantee, spam, credit card etc.
ALL CAPITAL LETTERS

Excessive punctuation !ll, ?7?7?

Excessive use of “click here”

$3, and other symbols

No “From:” address

XXX XX XX

Misleading subject lines

Example: Typical spam “"From” and “Subject” lines

Junk E-mail

* [/ @|From | Subject Received T Size |
-1 DanKeyes Cash credit / Home credit Sat 9,/9,/2006 3:1... 1KB

=] acrylate How to be irresistible to the opposite sex 4179-4 Sat 9,/9,/2006 3:0... 1KB
¥4 Louella RIS FRIFITITIININY Fri 9/8/2006 10:2... 3KB

-1 Andres Alexan... Hey youl! Fri9/8/2006 3:08 ... 697 B

=<1 0 vendor. actual ~~.~Guaranteed Instant Approvall.! Fri 9/8,/2006 3:41 ... 2ZKB

-1 bosonic Increase sexual satisfactionsil 7344 Fri9,/8/2006 1:51 ... 11 KB

Copyright © 2008 Constant Contact, Inc. 30



Anti-Spam Check

b Add Blocks F#
P Global Colors & Fonts il {3
P Advanced Features

| Table of Contents Block ||| TeBlock
e Click and “dra BN _ . A
Bl [oeee] s B (o]

In This Issue Newslet

Anti-Spam Check Close

Your Score: 0.0(5cores of 5 or higher are likely to be blocked)

Result: Low - Your email should not be affected by spam filters.

Copyright © 2008 Constant Contact, Inc. 31



What is a SPAM Complaint?

A spam complaint happens when someone on your list clicks a button
identifying your mail as unwanted

m Alternate way to unsubscribe

= No longer interested in your content

m Don’t recognize your name / brand

= Don't remember subscribing

m By accident (while junking all the real spam)

. Campaign Statistics .

293 12.6% 38.3% | 14.3%
(37) Eh (98) (14)

Copyright © 2008 Constant Contact, Inc.
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Blocking & Filtering

= Individual filters

= Challenge response systems

= Blocking (industry average is 19.2%%*)

m Blocklists (significant range with regard to quality)
= Whitelists

m Sender Authentication

m Feedback Loops

Copyright © 2008 Constant Contact, Inc. 33



The “Subject” Line

Keep it short and simple
You have 3 seconds or less
30-40 characters including spaces (5-8 words)
Stumped? Try a search engine

Incorporate a specific benefit

Include your brand

Branding in the subject line can
increase open rates by as much as 60%
(Source: SilverPop)

Capitalize and punctuate carefully

Click-through rates for subject
lines with 49 or fewer characters
were 75 percent higher than for
those with 50 or more...

Source: Returnpath

Copyright © 2008 Constant Contact, Inc.
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Getting Email Opened

The “From” line

= Use a name the recipient will recognize

= Include your organization name or brand
= The clearer the better

= Try to obtain a recognizable domain name,
in lieu of an abbreviated one

m The shorter the better

= Be consistent

| sl Folders

Copyright © 2008 Constant Contact, Inc.
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Getting Email Opened

The “From” line and AOL

From:  Constant Contact TEAM ARIZONA [rcates@constantcontact.com]
To: Cates, Ron

Outlook | «

Subject: 2 Mew Constant Contact Workshops

Sent: Thu 8/31/2006 3:30 FM

% B =
Action ™ Mowe ™ Keep As MNew

Report Spam

= 4 P

R’!’ltlﬁmlﬂeﬂ

AOL o

Free Unlimited Storage st AQL Pictures

Wed, 1 Nov 2006 6:24 PM

ard or credit card numbser in an email,

This message has been scanned for known viruses,

Copyright © 2008 Constant Contact, Inc.
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Keeping Subscribers

= Remind recipients why they are receiving an email from you
at the beginning of each message

You are receiving Ernail Marketing Hints & Tips az 2 Constant Contact custorner or because you
subscribed on our vebsite, Ta no longer receive aur emails, dick to unsubscribe,

= Include unsubscribe or one-click opt-out line

[<] SafeUnsubscrbe™

Thiz email was sent to partnermarketingi@constantcontact. com, by
partnerconnedchions@coonstantcontact corm

Update ProfilefEmail Address | Instant removal with Safeldnsubscribe™ | Privacy Policy.

= Making it easy to unsubscribe actually aids retention

= Monitor your email frequency

= Over-communication results in lower open rates and higher unsubscribe rates

Deliver great content!

Copyright © 2008 Constant Contact, Inc. 37



Spreading the Word:

Raising Awareness and Funds with Email

Section 4.
Interpreting Results: Reporting and Tracking

=Bounces, Opens, and Click-throughs
=Unsubscribes and Forwards
=What's Next?

=Additional Resources

Copyright © 2008 Constant Contact, Inc.
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Evaluating Your Results

Why does email bounce?

= Email addresses are
no longer valid

m Servers are down
m Mailboxes are full
m Email is blocked

Clean bad addresses out
of your list!

Copyright © 2008 Constant Contact, Inc.

ConstantContact”  eleore,Lon | Loseut

\' Horne H Ernails H Surveys \W\ Images || My Settings \

My Account | Get Help

Manage Contacts | Reports | Export | Manage Bounces | Activity |

Contacts : Manage Bounces 1]

To display hounced email addresses (emails that have been returned without delivery), select an email fram the list below. For emails sentless than 90 days ago, you

, danyigw smont sefiesh o amorehounced eralladdresses fam woutlist Torgmave cantasts faro the baunged
.

e
B
.

DR P AR,

Campaign: |Cu5t0mer Dinner Invitation - 9/13/06

[ eo]

Naon-existent address
Undeliverable
Mailbox Full
Vacation/Auto Reply
Other

OO0oOonoa

Blocked {more info}

| View List ” Export I| Remowve || Refresh |

3
0
--------------------------------------------------------------------------

DSelect Bounce Category Bounce Count

a

[ L % R s Y o g e |

£y
--------------------

|
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Evaluating Your Results

E view F‘rintei

ces Opens Clicks
S| 6B.5% | 29.2%
i : G {1426) | (418)

= From/Subject line | | ]
[ Comparative Metrics ] :;:I (1425} {415} ‘ntable Yersion

= Delivery day/time - ¢ Forwards

% 37.0% 0 8.9% 5 e

What influences the open rate?

. ] Owerall E E (1)
= List overuse, age, or quality pep— _ i
Compare with other sites E H 3.3%
] E—

Watch your trends over time

" Email Campaigns .

9/22/2006 Hew Product Preview S 10.0%

0 80.0%  25.0% 3

9/20/2006 Custorner Dinner
] Invitation

9/19/2006 Customer Lunch Invitation 2

W [ G

[
el
o

9/18/2006 Septemnber 18 Mewslettel

9/13/2006 Custarner Dinner Invitation

ey
N
L

. .
----------------------------
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Evaluating Your Results

Why did people click through?

m Call-to-action
m Interested in content
m Offer/promotion

interested in?

25.,0%:
(21 Ek

Lo 2

Email Campaigns

mEsEssEEEEEEEEEEEEE,

=5

- sssssssssssnmnnnns®
ﬁ o
a‘.

o 0
9/22/2006  Mew Product Preview 10 ] 0 E% @
: B ]
9/20/2006 Customner Dinner 31 ] a EE,::ll. 0 E
Invitation [E=R - .
9/19/2006 Customer Lunch Invitation 2 5 20.0% a EE@ @ E
B B 3 3
9/18/2006 Septernber 16 Newsletter 195 | 0.5% 0 0% | 2750 e
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MyEmails | Create | Reports | Autoresponder | Archive | Remove | Restore |

Emails : Reports Speaklip! q
=y

This report shows key comparative metrics as well as the results of your emails to date. Rernoved emails are excluded from the metrics and the repart To view details
on bounees, opens, cliekthroughs or forwards, elick on the linked count.

Click-through Statistics

Here you can cormpare the effectiveness of each link in this campaiagn by viewing the click-through statistic, For
recent email campaigns, you can click on the unique click-through number or the icon to see the
subscoribers who clicked on a link,

vou may save the list of who clicked on this campaign as a new interest category - the new interest categaory
will not be displayed on your Visitor Signup Form as & default, Subscriber click-through data is maintained for
a0 days from the day of the email campaign.
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Evaluating Your Results

High unsubscribe/opt-out rate? I—
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Constant Contact’ Wekome, Lot #0 ser communty
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This report shows your subscriber growth from month to month. Click here to learn how to receive an email
new subscriber notice.,
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Growth Net subscriber growth.
Total Subscribers Total number of your subscribers at the end of that period.
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Evaluating Your Results

Forward to a Friend

My Account | Get Help

= Export data s
Can;;;‘:’tform' Welcome, Len | Locaut B user commurity
= Save as Interest Category e L e | ke

MyEmails | Create | Reports | Autoresponder | Archive | Remove | Restore |

Emails : Reports MUp_fq
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This repart shows key comparative metrics as well as the results of your emails to date. Removed emails are excluded from the metrics and the report. To view details
on bounces, opens, click-throughs of farwards, click on the linked count.
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ken@bellsouth.net A | Active 10/18/2006 1:10 PM EDT
realtyinc@bellsouth.net A | Active 10/18/2006 11:41 AM EDT
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kence@myarbonne.com I | Active | 10/17/2006 10:43 AM EDT
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kence@ryarbonne.com A | Active 10/17/2006 10:42 AM EDT
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Click-through Date The date and time the subscriber clicked the link.

Status The subscriber may be Active, Removed, Permanently Removed or
Unconfirmed.
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Just getting started?

Start building your list
Learn how to create a campaign

Been doing it a while?
Is your subject line inviting?

Does your content leave your readers
wanting more?

Attend a webinar on content creation

Revisit your website. Are you asking
for emails?

Think you're an expert?

Test multiple subject lines, days of the week,

time of day.

Check out the CC community to share ideas
with other experts.

Copyright © 2008 Constant Contact, Inc.

T —————— TP

-,;’f 7

Constant Contact®

Connect. Inform. Grow.
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Additional Resources

= Constant Contact Free Trial
Free 60 day trial for up to 100 email addresses. Signup form for your website,
300+ templates, free technical support. www.constantcontact.com.

= Learning Center
From live and recorded webinars to daily live product tours, the Constant Contact Learning Center
is the place to find all the resources you need to successfully create and send a great email
campaign

= Email Marketing Hints & Tips
Our monthly email newsletter featuring email marketing insights from CEO Gail Goodman will help
you create great campaigns, increase your open rates, build your list, and be the best email
marketer you can be.

= ConnectUp! User Community
Meet others - like you - to share and gain insights on email marketing and other topics you care
about. Read and post to the discussion boards on issues that matter to you.

= Referral Program
Do you know people who can benefit from the value Constant Contact has to offer? Get rewarded
for sharing Constant Contact with your friends and colleagues and see them get rewarded too!

= Constant Contact Services
Looking for some additional help? Ask about our paid services, including custom template and

footer design, campaign creation, and more.
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