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Introduction

Let's face it: we all receive a huge number of emails every day. How many of

your emails do you actually open, or even click? Probably not that many.

It's not just you. Consumers from around the world do the same. Across in-

dustries, the average click-through rate is about 3.5%.

The click-through rate, defined as the percentage of people who clicked a

link in your email out of the people who opened your email, is frequently
the number one metric that email marketers strive to improve. Although, in-

creasing this number with each email sent can be a difficult task.
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However, all is not lost! There are many things you can do to increase your
click-through rate. That's why HubSpot and Sleeknote have teamed up to
create this ebook.

Inside this 10-step guide, you'll learn how to segment your database to in-
crease conversions, insert the right media into your emails, create custom
calls-to-action (CTAs), and more.

HubSpot is the leading provider of market-
ing, sales, and service software with a free
CRM at the core of its growth suite.

Sleeknote provides on-site engagement
tools which includes everything you need to
build your audience, engage website visitors,

promote popular products, and reduce cart
abandonment.

Together, HubSpot and Sleeknote are leaders in the email marketing world

and we are excited to help you improve your email marketing performance.

Before we get started, let's set some click-through rate benchmarks.
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Email CTR Benchmarks

In order for you to understand how to improve your email click-through rate,

you need to first benchmark your current email performance.

To calculate your average CTR manually, compile your recent email data (a
few months back will do) into one place. Include the number of people who
opened each email and the number of people who clicked a link in each
email. Take the sum of each of these columns and divide the total number of
clicks by the total number of opens. The resulting percentage is your average

email click-through rate.

Or, if you're using an email marketing software, this value will already be cal-

culated for you wherever your email stats are shown. Now, how does this per-

formance compare to other players in your industry?

Use the chart on the next page to compare your CTR to your industry aver-

age.

While industry benchmarks are a great way to understand how your current
email marketing efforts are performing, there is always room for improvement.
Whether you're above or below the industry average, this 10-step guide will

help you to continually improve your email click-through rate.

Let's get started!
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Industry CTR

Transportation 6.5%
Financial Services 2.5%
Telecommunications 4.7%
Software & Online Services 2.8%
Consumer Products 2.5%
Consumer Services 2.0%
Corporate Services 2.8%
Energy & Environmental  3.9%
Food & Beverage 3.8%
Healthcare & Biotech 3.3%
Industrial Products 2.4%
Insurance 4.6%
Sports & Recreation 4.0%

Lodging & Travel Agencies 3.8%
Marketing & Advertising  3.8%
Media & Publishing 2.7%
Nonprofits & Government 3.2%
Real Estate & Construction 2.9%
Retail & Ecommerce 3.0%
Schools & Education 4.2%
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Understand Your Database

If you're like most email marketers, you spend hours trying to get subscribers

and customers to read and act on your emails.

After all, no one wants to see their emails wither away in their subscribers’

inboxes.

It's a waste of money, and it doesn't offer a return on the time—or money—

you invested in them.

The mistake most marketers make is that they include their entire email list

when they send email campaigns.
Think about it: Is your entire list really interested in a sale on dresses?

Or would it make more sense to only send the dress sale email to prospects

who've previously shown interest in or bought dresses?

It's all about understanding your database and realizing that marketing to

everyone the same way is as effective as not marketing at all.
So how do you cater to the individual and increase click-throughs?

Email segmentation.
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How to segment your database
for higher engagement

Segmenting your audience and
sending targeted email campaigns
is one of the most effective ways
to increase engagement and drive

more sales.

Here are a few examples of how you
can easily segment your email audi-
ence to increase click-throughs. You

can segment by:

e Signup source
® Previous engagement

e Purchase history

If you have multiple signup options
on your site with different calls-to-ac-
tion, you should definitely segment
your subscribers based on where
they signed up. For example, if a
user signs up for a coupon code, it's
fair to say that they have high pur-

chase intent.

You can then use your email cam-
paigns as a way to keep these sub-
scribers engaged and drive them to
make that final purchase.

Here's an example from Ban.do:

oan.do

SHOP NEW ARRIVALS EXCLUSIVES INSTAGRAM

AAAHHHI

NICE TO
e

o S N

HERE'S WHAT TO EXPECT FROM OUR EMAILS.

lotsa new praducts, same cool photos, a few jokes,
maube a dancing cat here and there, and (woohoo!)
exclusive deals...

like this one for

10% OFF

use code:

HANCOUT

expires 111517
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Another option is to segment based on engagement.

Looking at how subscribers’ have engaged with your brand previously will
indicate how to approach them in the future. This way, they'll receive emails
that are aligned with their past actions.

The result? They'll be more likely to engage and follow through on your CTAs

in future emails.

For example, if a subscriber clicks through in emails with competitions, you
should send them more emails with competitions.Here's an example from
Beardbrand:

Beardbrand@

HOME PRODUCTS BLOG

Win a Sweet Pair of Boots

And then some! Starting today we are collaborating on a contest with HELM
Boots that will run until midnight on Sunday (10/1, CST). The prize is a pair of
boots and a nice stash of our products. The rules are pretty simple; make sure
you're following us both on Instagram (Beardbrand & HELM Boots), like the
cantest post, and tag a friend in the comments. On Monday we'll announce the

winner via Instagram. We have the details in our post - good luck!
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Another great way to engage your
email database is to segment based
on what they've bought in the past.

A company that understands this is
ASOS.

Probably 9 out of 10 of my ASOS or-
ders are for dresses, and this is one
of the emails | get from them:

FINAL CLEARANCE

10 70% OFF’

DRESSES

SHOP NOW

‘Whather you're avar dry Jan or the anly shats you're doing are wheatgraas, it's fima for a sale-abration.
S hera's up to 70% off all kinde of dresses for werk, play and, of course, partying.

SHOP ASOS DRESSES » SHOP BRANDED DRESSES )

"

i 13
ASOS Drsss with Spht
A420-PKi-295 DKK

ASOS Dress in Flaral

aosirddge Vubvit Doss 380-DKK-225 DKK

550-BKi-275 DKK

SHOP ALL SALE »

Relevant? YES!

There are many ways to segment
your database, so ask yourself: What
do | know about my subscribers and
customers, and how can | use that
information to send only relevant

emails to them?

Remove unengaged contacts
from your pool

No matter how awesome you are at
email marketing, over time there will
inevitably be subscribers who be-

come inactive.

Maybe they initially started out at as
sizzling hot leads, and some might

have even made a purchase.

But whatever the reason, they've
gone cold and are no longer open-

ing your emails.
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Every once in a while, you'll want to
clean up your list and remove any in-

active subscribers.

Besides spending time and energy
on people who are unlikely to ever
buy, this is important for increasing
your email deliverability as well.

Make sure all of your contacts
have opted in

There's been a long, heated debate
among email marketers for years as
to whether it's better to use a single
opt-in or double opt-in when signing
up new subscribers. And both sides
have valid points.

Using a single opt-in will certainly
grow your list quicker because peo-
ple don't have to verify that they do
in fact want to subscribe.

They simply type in their email ad-
dress and click subscribe. Voila.
They're done.

But you could argue that going the
single opt-in route means that your
email list won't be as high-quality
than if you used a double opt-in.

Why?

While it's true that you do make new
subscribers jump through an extra
hoop with a double opt-in, it ensures
that they really do want to receive

emails from your company.

It wasn't the result of some type of
error, someone else signing them

up, etc.

By having them confirm, you can be
certain that the people who sign up
are genuinely interested and want to
stay in touch with your brand.

The way | see it, this is one of the
most straightforward ways to in-

crease email open rates.

HUbSEL Sleeknote



—e—

Write an Effective Subject Line

If you want to get noticed in readers’ inboxes, writing eye-catching email sub-

jects and following best practices is crucial.

Curiosity

How often were you warned as a child, “Do NOT push that button”?

Now: How often did you actually obey your parent’s wishes? Not often, right?
If not, who can blame you: curiosity is a powerful motivator. Our need to
bridge the gap between what we know and what we want to know is what we

refer to as the curiosity gap.

In email marketing, when we're presented with a compelling reason to click-

through (or NOT click-through), we can't help but satisfy our curiosity.

To build curiosity into your subject lines, you can ask readers an intriguing

question.

Here's a fun example from Poo Pourri:

Poo-~Fourri How do astronauts & in space? {Read the latest poo blog articles and
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Use Personalisation

In 1936, Dale Carnegie wrote one of the most influential books of all time,

How to Win Friends and Influence People. In it, Carnegie revealed one of his

simplest, yet most important findings after years of researching human be-

haviour:

“A person’s name is to that person the sweetest and most important sound

in any language.”

It's no surprise, then, many marketers include the recipient’s name when writ-
ing email subject lines. In fact, emails with personalized subject lines are 26%
more likely to be opened and many marketers have even found a 73% in-

crease in revenue per email.

Here's an example from Frank Kern:

Invitation for Rikke

Frank Kern News@frankkernhelpdesk.com wia kartra.net
tome =

Hi Rikke,

I'm working on a case study where we basically give you any of my training you want
...for free ...just to see what happens.

If you're interested, watch this :-)

Talk soon,
Frank

HUbSEL Sleeknote


http://www.samuelthomasdavies.com/book-summaries/self-help/how-to-win-friends-and-influence-people/

—e—

Be informative

In 2011, Jonah Berger, a professor at the Wharton School of the University of
Pennsylvania, carried out a research study analyzing why certain articles go
viral. Among his discoveries, Berger discovered useful content is shared more

often.

The goal with your campaigns, remember, isn't to increase brand awareness
or boost revenue—it’s to add value to your audience. And there's no better
way to do that than creating useful content and notifying readers of such with

appropriate subject lines.

Here's an example from Brian Dean:

How to Get Targeted Traffic From YouTube (My 5 Best Tips)

@ Brian Dean brian@backlinko.com yia aweber.com
o me -

Hey,

I'll be honest with you:

When | first launched my YouTube channel | didn't really know what | was doing.
| published quality videos...but only a handful of people watched each one,

It felt like YouTube's search engine was punching me square in the mouth.

When reading a subject line like this, you immediately know what information

you can expect to find in the email.

Make sure to keep your informative subject lines curious so prospects will

actually open and read your email.

HUbSEL Sleeknote



—e—

Be Human

We've all tried it.

You start a live chat, send an email
to support, or call customer service,
and all you get are automated re-

sponses or you're put on hold.
It's not a good customer experience.

We want to talk to human beings,

and email is no different.

Sure you can automate your email
marketing to a certain extent, but
you need to keep a human and per-
sonal touch if you want your readers

to click-through.
Use storytelling and humour
People like to think that the deci-

sions they make are based on data

and analyses of possible alternatives.

But, in reality, our emotions greatly

influence and, in most cases, deter-

mine our decisions.

And that's one of the reasons humor

in email marketing is highly effective.

In fact, 50% of European and Amer-

ican_consumers prefer humour in
marketing over any other messaging

theme.

Combine humour with storytelling to
build a stronger and more personal
relationship with your audience, and

increase opens and click-throughs.

HUbSEL Sleeknote


https://www.psychologytoday.com/us/blog/inside-the-consumer-mind/201302/how-emotions-influence-what-we-buy
https://www.psychologytoday.com/us/blog/inside-the-consumer-mind/201302/how-emotions-influence-what-we-buy
https://www.nielsen.com/us/en/insights/news/2015/ads-with-impact-what-messaging-themes-speak-loudest-to-consumers.html
https://www.nielsen.com/us/en/insights/news/2015/ads-with-impact-what-messaging-themes-speak-loudest-to-consumers.html

Here's an example of a recent email

| sent to a segment of our email list:

Sleeknote

Hi Alex,

So, a lot of exciting things are happening at Sleeknote.
And | wanted you guys to be the first to be updated.

Last week we went to a seaside hotel on the west coast of Denmark. We call
this "Workation™ and it's the event of the year.

Here's are a few of us at the beach (I'm the one trying to photobomb Sam):

Let your audience know the peo-
ple behind the business and you'll
undoubtedly increase engagement

across all platforms.

Avoid no-reply emails

No one wants to read emails that ar-

en't sent from an actual person.

Your “reply to” name and address
must be accurate and identify the
person or business who initiated the
message—or your email might end

up in spam.

In other words, you must clearly state
who you are (or who your company
is) and not include any inaccurate in-
formation that could mislead some-

one.

For example, the sender information
on any email campaigns | send say:

“Rikke from Sleeknote.”
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Here's an example from Barkbox:

The BarkBox so nice, we're offering it twice..

| Seout from BarkBeox <scoutwonl barkbon come | ispsacine
RO e =

- BARK-BOX Join

You're not seeing double. It's the

DOHBLE DELUXE

Always have your emails come from an actual person and make sure your

readers can reply to the email and get a quick response.
Add the sender in the signature of your email

Another way to increase credibility and click-through rates is to include the

sender in the email signature.
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Whether you're sending promotional emails, outreach emails, or any other
type of email it's always a good idea to include the sender in the signature.

This will not only make your email more authentic and trustworthy, it will also

increase chances of readers clicking through on your call-to-action.

Here's what my email signature looks like:

Best Regards
Rikke Thomsen
Head of Email Marketing, Sleeknote

Sleeknote

It has all the necessary information: My name, my title, the business | repre-
sent, and an image so people can put a face to the name.

HUbSEL Sleeknote
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Peview Text: To Use Or Not To Use?

You should consider the preview text in your email as your supporting subject

line.

Once your prospect’s attention has been caught by your subject line, the pre-

view text might be what convinces them to open your email or not.

But do you really need preview text? There's no definitive answer. It depends

on the content of your email.

If you don't write preview text for your email, the first sentences of your email

will appear as the preview text.

Here's an example from Muuto where no preview text has been written and

the top elements in the email is shown:

Miguto Gif't nspration for the Holidays {Mumn Huoliday Gift In:pi.ﬂunrﬂw il in yous browser I.I'l!.ll. ALt meRHITUR‘EhEEF ESHRIEQ

As you can see the preview text doesn’t make much sense because they're
individual elements in the email and does not support the subject line in any
way.
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Here's another example from Away where no preview text was written, but
where the top content in the email works great as preview text:

Aoy Dorn't leave withoul this -IE*.uII deciding? Don wait forever. Keep shopping befoe you have 1o fiy out=—or we sell o I

And the email content:

Still deciding?

Don't wait forever. Keep shopping before you have

to fly out—or we sell out.

Item: The Medium: Aluminum
Edition

' Color: Silver
Qty: 1

Price: €595.00

GET AWAY

—

So, if the first sentences of your email doesn't support the subject line, you

should consider writing specific preview text.

Also, if the top part of your email are images, you should also write custom

preview text.

HUbSEL Sleeknote


https://www.awaytravel.com/

—o—

Here's an example from Marc Jacobs where the preview text has been cus-

tomized:

MARC JACOBS Mot Your Average Logo Tee | Take a closer look.

When you open the email, the top content is an image making the preview
text necessary:

MARC JACOBS

GET INTO FORMATION

Shop this limited edition
tee by artist Daniel Chung
featuring models in our
Fall 18 collection for
Ming's Magazine.

Deciding whether or not to use preview text is something you have to evalu-
ate for each email campaign you send.
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Write a Great CTA

Before going into the details of how
you create a compelling email CTA
for your emails, you need to under-

stand why they're different.

The most obvious difference is that
you have limited space to work with
and there’s no room for getting side-
tracked.

Every word in your email is in some
way part of your CTA, which is the
hard part about email CTAs. Let's
take a look at how you create an ef-
fective email CTA.

Avoid the typical CTA copy
All the time | see CTA copy that
reads: “Learn More”, “"Read Here”,

“Shop Now”.

What do these CTAs tell me? Abso-
lutely nothing.

A CTA is supposed to let the read-
er know exactly what happens when
they click-through, and it has to be

compelling.

You need to focus on the “What's in
it for me?” when you write your email
CTAs. What is the value people get
when they click-through?

Here's a great example from Chub-
bies:

\\ Gutbbies ; n&
wWEEKENDER

EVER WANT TO SLEEP FOR
A SOCIALLY UNACCEPTABLE
AMOUNT OF TIME?

1] 18U
Al

(/) [,_‘6‘;2
L 7L

THE

WEEKENS

Of cours you do. Life i ting,
[Do it in this shirt >|
[And these shorts >|
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Write a unique CTA for each
email

Don't use the same CTA for all your

emails.

If your emails always look the same,
include the same type of content,
and has the same CTA, your readers
will grow tired of it and stop clicking

through or even read your emails.

By changingyour CTAs in every email,
you keep it interesting and people

are more likely to click-through.

Here's another example from Chub-

bies.

The purpose of the email is the same
as most of the emails Chubbies send
(get readers to buy), but they use dif-
ferent CTAs that are relevant to the

individual email content.

—— cubbies —
ALL THESE SHORTS

ARE BACK

W\

i PRy

[ -"I.;\ N\

L \L_ ‘

We restocked a bunch of the shorts on our site that we think you must like otherwise we
wouldn't have had to restock them. So | grabbed our shorts maker- Steve- and | said
Stave, fire up the lvom. Lets get some more styles back for Labor Day. And he said yes.
Thank you, Steve.

Shop the restocked favorites >
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Use Scarcity

One misconception with scarcity is that you need a good discount to get

readers to act.

Wrong.

Scarcity focuses on consumers’ fear of losing their freedom of choice.
Simply put, if a product isn't available, it suddenly becomes more attractive.

Here's an example of how to use scarcity in your emails from Death Wish Cof-

fee:

Hey there,
We figured we'd give you a shout to let you know that the 2-for-1 2017 Deneen
Mug sets are nearly wiped out. If you'd like to get your hands on one of the last

2017 Death Wish mugs, now's the time to do it.

There are less than 1000 sets here: deathwishcoffee.com/blackfriday

Reach out if you have any questions. Cheers!

Scarcity can be used to make your products seem more exclusive and desir-
able, which will, in turn, increase your click-through rates and email ROI.
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Use Images to Convey Meaning

By incorporating visuals into your
email marketing, you have a great-
er chance of people reading your
emails and completing the desired

call-to-action.

Infact, humans process visuals 60,000

times faster than text, which is quite
significant when you consider that
you only have eight seconds to get

your message across.

But visual marketing isn't just about
adding an image or two to your

emails.

The right visuals in the right emails
can increase your email engagement
significantly, but the wrong visuals in
the wrong emails will do just the op-

posite and turn your readers off.

Include images that are informa-
tive and serve a purpose

Using visual elements in emails isn't
for everyone, and it's about figuring
out what works best for your busi-

Nness.

Product images are the most com-
mon type of visuals in e-commerce
email marketing—and for good rea-

son.

No one wants to buy a pair of shoes
they've never seen, right?

But with so many marketers using
product images in their emails, you
need to figure out a way for your im-
ages to stand out.

One way of doing so is by showing
your products in use.
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Here's an example from
Crate&Barrel:

Crate&Barrel

MNew Furniture Decor Tabletop & Bar Kitchen Sale

Ends Tomorrow: Up to 25% off
. Bedroom Furniture’

\ Shop Now »

Your products will look much more
appealing when your prospects can
imagine them in use.

HUbSEL Sleeknote

Hyperlink your images

When you use images in your email
campaigns, you can hyperlink them
with your call-to-action link. Your
prospects might click an image of
a product, and when they do, they
should be redirected to that product

on your site.

Here's an example from Birchbox:
BirchboxMan

SKINCARL

Easy

LOYALTY PROGRAM SUBSCRIBE
Rewards

L]

‘ POINTS BALANCE

LIMITED TIME OFFER

Stay Hydrated &
Well-Groomed

Get your grooming on point with a monthly delivery
of five personalized samples + score a FREE 9oz.
S'well Bottle with your 6-month subscription.

Use Code: WATERBOTTLE



https://www.crateandbarrel.com/
https://www.birchbox.com/

—o—

The entire image is linked, so when In Hubspot, you can easily see where
you click it, you go directly to the  people click in your email with the
offer where you can use the promo  HTML Click Map:

code.

HTML click map e

But be careful with hyperlinking all
your images. In some cases, it can
have a negative effect on your deliv-
erability.

Some email providers will categorise
your email as “promotional” or even

spam if it has too many links.

Try to test if your audience clicks
your email images. If they do, keep

linking them. And if they don't, stop
linking.
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Refer a Friend

One study by Nielsen found that  Simply include a call-to-action in

people are four times more likely to  your email and tell customers why

buy if they are referred by a friend. they should refer friends.

According to research by Texas Tech, =~ What's in it for your customers and

while 83% of consumers are happy  their friends?
to recommend their favourite prod-
ucts, only 29% actually do. Here's an example from Casper:

Even if you have a good product,
QUESTIONS? WE'RE ON CALL.

you're missing out on a huge por- Monday to Friday 9am - Spm ET

Saturday to Sunday 10am - 6pm ET
tion of potential referrals if you're T ———
just waiting for referrals to come in

naturally—because they won't.

—~
)
,‘ L

GIVE $75, GET $50

Having a referral strategy helps you

encourage your satisfied customers
to take action and recommend your
products to friends who might bene- 0oY f

fit from them.

Pro tip: You should try to include a refer-
ral option in your transactional emails.
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You probably know the feeling:

You've just hit the “buy” button, and your order confirmation arrives in your
inbox giving you a recap of the products you've just purchased.

You're feeling pretty good and excited about your new purchase, right?
This is the golden moment to ask for a referral.

Make it as easy as possible for customers to refer friends, and you'll have a
solid referral engine in place.
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Add Social Sharing

Getting customers to follow you to
your social media profiles is a huge

win.

This provides you with another direct
method of communication moving
forward, which can establish more
long-term relationships and present
opportunities for you to cultivate us-

er-generated content (UGC).

This can be as simple as putting a
“Follow us on social” with different
linked social icons at the bottom of

your email.

Your social sharing options should
never take focus from the main CTA
in your email. Keep it subtle, and
make it easy for people to share on

your social channels.

If you want to focus on the UGC, you
can include CTAs to reveal the “un-
boxing” experience, sharing a feed
of other users doing so. By alerting
customers that this is what you want
ahead of time, it generates excite-
ment and makes them more likely to
do it, too. Here's an example from

Pipcorn:

PIPCORN

US MINI FOPCORN

TO WEDMESDAY DUE TO POPULAR DEMAND!

CHEDDAR PIPCORM WITH CODE:
35CHEDDAR

ORONOKC),
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Format for Different Devices & Clients

Crafting an effective email is only
half the battle. It is equally import-
ant to make sure that your contacts
can properly view your email no mat-
ter which device or email client they

use.
Optimise for mobile

It's likely that at least half of your
contacts view emails on mobile. In
order to optimise your email CTR,
you'll want to ensure that your email
displays properly on mobile, tablet,
and desktop.

Follow these three tips to create

emails that look their best, no matter

on what device your email is viewed:

HUbSEL Sleeknote

1. Reduce the file size of your imag-
es to ensure a faster download
speed on mobile devices which
tends to have slower download
speeds. Images uploaded to

HubSpot's software are automati-

cally compressed. Other tools like

TinyPNG will help you reduce file

size.

2 Ensure the CTA buttons and links
are larger than 45-57 pixels for the
best user experience. Why? Ac-
cording to an MIT study, the aver-

age size of an adult index finger is
1.6-2 cm, which translates to 45-57

pixels on a mobile device.

3. Invest in responsive email tem-
plates. Creating your own respon-
sive template may be beyond your
particular skill set or bandwidth.
Sometimes, the best solution is
to license or buy email templates

from the people who do it best.
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Optimise for different email clients

It's not only important to optimise for mobile. Your emails will also be viewed

on a range of providers, including Google, Yahoo, Apple Mail, and more.

To ensure your email looks its best on all types of email providers, invest in re-
sponsive templates that automatically reformat your email depending on the
device and provider that it's shown on. To learn how to create effective email

templates with HubSpot, check out this customer success story.

When you're ready to hit “Send” on your email, make a habit of double-check-
ing if your emails look the way you want them to on all the different email cli-

ents.

Use your email marketing tool to preview what your email looks like in differ-

ent email clients and devices that are popular with your audience.
You should also send out a test version of your email before you send your
email to your entire list to ensure it's working properly for everyone on your

email list.

Start incorporating these as final steps in your email review process.
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Send Your Email at the Optimal Time

If you've ever done any research on this, you'll know that there have been
several studies performed to find the optimal email send time—both the day
of the week and time of the day.

There's just one problem.

Some of the data is contradictory.

Some say it's Thursday at 10 am, others say it's Tuesday at 11 am, and so on.

But at the end of the day, every email campaign is a little different.

So what works brilliantly for one brand may only have limited results for your

brand.

The most effective way to go about this is to do some A/B testing to see what

works best for you.

HubSpot recommends that you have at least 1,000 recipients total.

So group A would need to consist of at least 500 recipients, and group B

would have the same.
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Consider your industry

Optimal send times vary by industry...

Percent of Subscribers' Optimal Send Times
by Hour of Day
7% T T T e s
6%
5%
4% g e
I’@

3% i Lo N S
pop | S, ~.

~._
1%
0%
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The differences aren’t too big but they definitely prove that it's important to
do some of your own testing to find the sweet spot for your industry.
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https://mailchimp.com/resources/insights-from-mailchimps-send-time-optimization-system/

Open rates also vary by industry, so it's a good idea to know your industry

average when analyzing the results of your tests.

Govemment (Local / National) 44.99%
Legal / Accounting 36.43%
Public Relations 30.15%
Charty / Non-profit 30.02%
TV { Radio / Film 29.08%
Community 28.97%
T 26.69%
Sport / Leisure 25.85%
Estate Agent 26.35%
Retail - B2C 25.06%
Fashion 25.04%
Banking / Finance 24.55%
Retail - B2B 24 24%
Sales / Marketing / Design 24.19%
Online Semvices 23.75%
Music - Artist / DJ / Band / Management 23.69%
Health / Beauty / Spa / Wellbeing 23.50%
Education and Training 23.20%
Medical 23.09%
Construction / Tradesman 22.69%
Other Service - B2B 22 654%
Enginearing / Manufactunng 21.28%
Events - Music / Theatre / Club ete 20.10%
Travel 19,88%
Wholesale 19.72%
Recruitment /HR 19.54%
Other Service - B2C 19.27%
Restaurant / Hospitality 19.17%
Publishing 16.64%
T T T r T T ]
0% 5% 10% 15% 20% 25% 0% 35% 40% 45% 50%

Pick the right day

To find the right day to send your emails, you need to send emails on differ-

ent days of the week but at the same time of day.

For instance, it would make sense to schedule your first emails to go out on a
Tuesday at 10 am—that would be group A.
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—@—

If you're happy with the results, you
may want to stick with sending emails
on Tuesdays at 10 am.

But regardless, you should still com-
plete your A/B testing by scheduling
another batch of emails at a different
day, same time, for group B to see if

there's any improvement.

| would suggest sending them on a
Thursday at 10 am to see how big a
difference it makes.

Needless to say, you'll want to go
with the one that has the higher
open rate.

Send at the right time

When deciding exactly what time of
day for your additional tests, it's im-
portant that you put yourself in your
subscribers’ shoes.

Think about what a typical day would
look like for your ideal buyer.
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e What do they do for a living?

e \What time do they wake up?
What time do they go to bed?
When are they most likely to check

their email?

ls there any period of downtime
during the day when they would
be more likely to check theiremail?

This should dictate the specifics of
your A/B test.

Again, both tests should be sent on
the same day, but at different times.
The highest open rate typically hap-
pens around 10to 11 am, so you may

want to perform an initial test to see
how big of a difference it makes by
sending emails at those two times.

ls the open rate noticeably higher for
one-time slot than the other?If so,
that's what you'll want to stick with.

You should of course run more than

one test to find the optimal send

time for your emails.
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Conclusion

There you have it.

With this 10-step guide, you're all set with the tools you need to improve your

email click-through rate.

Don't let your efforts stop here. The key to seeing continual improvement of

your email click-through rate is to test your efforts over time.

Not every email database performs the same way. Use A/B testing to try out

different ideas. Change the email CTA, test using images in the email header,

send your emails at different times and track performance. Over time, you'll

see trends that will tell you what works and what doesn’t for your audience.

Most of all, don't let your email marketing become static. Change up your

emails with different copy, new CTAs, and unique purposes to keep your au-

dience interested and engaged with every email.
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