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Email Marketing Best Practices m‘%m et

Connect. Inform. Grow.

Connect | Inform | Grow

= Connecting with people who care about you
= Informing with messages of value and interest
= Growing with targeted marketing outreach and action
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Connect. Inform. Grow.

Connect where they are!
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Email Marketing is Not...

Junk email

nsolicited and unwa

an unknown sender,

Dious opt-out (if any
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Email Marketing is...

= Delivering professional

email communications

= To an interested
audience who have asked
to receive your emails

= Containing information
they find valuable
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ADVENTURES

Multisport vacations =

that leave the rest
of the herd behind!

Hola!

Spring Cleaning
Our season is in full swing in Baja, and we're excited to be Sale Ends in 2 Days

returning to Cape Cod, Holland and Death Valley in the
coming months,

If wvou haven't made vacation plans for 2006 and you've
been thinking of joining us, now is the time to book if you
want to save hundreds. We have just a few days left in our
Spring Cleaning Sale. Read on for more info on the sale
and our other news.

In This Issue

Spring Cleaning Sale Ends in 2 Days
Halland in the Spalight

Support the AIDS/LifeCycle Fundraising Ride
Parting Shot: Family Fun with Black Sheep

WW Holland is a picturesgue land
of farms, canals, windmills &
castles, Its extensive
network of bike paths makes
for enjoyable car-free
pedaling amongst pastoral
and cultural beauty.

L
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Each day wou'll have wour
choice of distance options to
~ bike betwean distinctively
Dutch cultural experiences.
Highlights include a wvisit to a working windmill, a leisurely
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Direct Insure Online Auto Insurance Savings around $600 a Y¢ Mon, 1/18/38 10:14PM

Auto Insurance Savings around $600 a Year
i Direct Insure Online i i ¥ add  To: john

Greetings john

Paying To Much For AUTO INSURANCE?
Save up to $600 A Year On Your Current Insurance Needs.
HY PAY MORE For The Same Insurance,

GO HERE TO SAVE
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Incoming or Events Email Place of Business Online
Outgoing Calls and Meetings Signature Guest Book Presence

Kelly Flint

Regional Development Director
Los Angeles
Constant Contact

Join Our Email List

Email: [ ‘\

iClick here to subscribe to
Kelly's Free Newsletter

Linked [f3].

[
i
|

57% of consumers will fill out a
card to receive email alerts
when asked to by a clerk at a

local small business. Customer & Prospect Database

Source: Transact Media Group
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Getting Acquainted
What You Need to Know Now About
New Puppies and Young Kids

Whether you're planning to bring a
new puppy home to the family or you
are already a proud puppy parent,
you're puppy isn't the only one who

3
/
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needs some basic training to make sure you can all play well
together.

Puppies are prone to play biting, tugging, jumping, digging,
chewing, and stealing your child's toys. One of the best ways to
get started with introductions is to create a special area in your
home for puppy time...

R More on r Website

Links to Puppy Resources

Follow these links to find helpful Information on everything from finding a new puppy
to advanced puppy training.

Puppy Adoption Resources

Puppy Housetraining

Naming Your Puppy

Puppies and Other Pets

Correcting Bad Puppy Behavior

Keeping your New Puppy Safe in Your Home

Subscribe Now!

Furry Eamily
Living

Subscribe to
Furry Family
Magazine

Visit Jane's Blog

Jane shares literally
hundreds of furry family
tips on the furry family
website.

E]&E' nbo>

' Announcements
_ New Messages
= [ Newsletters
2 Furry Family

’ ko a Friend
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Content Has to Have Value to Your Audience

Promotional
_Emall Relational
Discounts, Email
coupons, offers, Special privileges,
Incentives, acknowledgement
referral and loyalty
programs

Informative
Email
Advice, articles,
research, facts,
opinions, tips,
announcements
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Keep Email Content Concise

Host large bodies of content...

= On your website
= In a PDF document
= In a longer archived version

Email only essential information

m Use bullets or summaries
m Link directly to the information
m Give instructions if necessary
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Colorado Rafting Trip

Cor Sunset Travel Adventure Group is
geating up for the second annual river rafting
trip. It is scheduled for August 23 - August
27th, starting at the base of Glen Canyon

Dam in beautiful Colorada. There are still six
spaces left for anyone interested in joining the group.

Complete packages start at $395 with flights fro MNew York and

Boston.

ck out this Cruise vacation far the kids and for you! This four family
includes two babysittersichaperanes ta help aut with the kids.
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Call Your Audience to Action

Calls to Action Include...

= Llnks to CIICk On vila is nominated for the WBZ-TV A-List as one of Boston's "Best" businesses
= Information to print out e a
= Phone numbers to call e

m Instructions for reading the email

m Instructions for saving the email

Describe the Immediate Benefits...

m What's in it for your audience?
= Why should they do it now?

---------------------------------------------------------------------
-

Create immediate demand
and desire for your emails

.
--------------------------------------------------------------------
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Frequency & Delivery Time

How often to send

m Create a master schedule
= Include frequency in online sign-up, e.g. “Monthly Newsletter”
m Keep content relevant to planned frequency

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)
m Test for timing
m Divide your list into equal parts
m Send at different times and compare results

Maximum impact with minimum intrusion
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Get Your Email Opened

The “From” line — Do I know you?

Use a name your audience recognizes
= Include your organization name or brand
m Refer to your business in the same way your

audience does
m Be consistent

60%b0 of consumers say
the "from" line most
often determines

whether they open an
email or delete it.

.I t:0) |@ From |SUbje‘_ct’
Q () John Evans © Re: speaker notes
;Q Nancy Hyde RE: what's up?
b () Eduardo Chavez :  RE: presentation attached

) [iate: Wednesday
B Pratt, Stephen RE: management training
%) Warren, Dhakir : Constant Contact Cares4Kids'

-----------------------------

Source: DoubleClick
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Match “"From” Line and “"From” Email Address

The “From” line — use a familiar email address

= BPLF YP Bonus Event - Message (HTML)

From:  The BPLF Young Professionals [vom@bolf. com]
To: Stern, Alec

Subject: BPLF YP Bonus Event

Sent: Fri 5/18/2007 11:14 AM

Reply Reply Al Forward Delete Action ¥ Move ¥ Keep As

™ & e @ % L= ;

New

__Report Spam

= 4 >

Print Previous Next

Free Unlimited Storage st AOL Pictures

ard or credit card number in an email,

This message has been scanned for known viruses,

Subject: Constant Contact AZ: New Blogging Seminar
Date: Wed, 1 Nov 2006 6:24 P
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Create a Great Subject Line

The “Subject” Line — Do I care?

m Keep it short and simple

m 30-40 characters including spaces
(5-8 words)

m Incorporate the immediate benefit
of opening the email

m Write it last

Emails with shorter
subject lines significantly
outperformed emails with

longer subject lines.
- MailerMailer (2008)

v4/01 g From © [subject
4 (@ John Evans : Re: speaker notes
{4 Nancy Hyde RE: what's up?
(-4 ) Eduardo Chavez RE: presentation attached

] Date: Wednesday
Q Pratt, Stephen : RE: management training

(4  Warren, Dhakir Constant Contact Cares4Kids '

* »
------------------------------------

30% of consumers say the
“subject" line most often
determines whether they
open an email or delete it.

Source: DoubleClick
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STEP 3: Review Your Campaigns & Take Action

Email ESP Tracking Code Interaction
* Emails

Show | 10 (% | Emails | 60

PP R R PRT PR PU PR PooN !

: Spam Opt- :

Date Sent v Email name ©  Sent Bounces Reports outs Opens Clicks Forwards '
1312007  Marie Olen Event ©o36 278% 0 0 B15% B12%  312% &%

: (10) (6 (13) 5B
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Capitalize on Click-Throughs

Use click tracking to determine i‘

m Audience interests ot A PR

|’ Home " Surveys H Contacts H Images H My Settings ‘

CI H k t II h t MyEmails | Create | Reports | Autoresponder | Amhive | Remove | Restore |
. IC S e O u W a Emails : Reports |
y Speaki o1 <7

This repart shows key comparative metrics as well as the results of your emails 1o date. Removed emails are excluded from the metrics and the report. To view details

tO p i CS We re i nte resti n g on bounces, opens, click-thraughs or forwards, click on the linked count

m Save clickers in an interest
list for targeted follow up

(S Pritsbie Version

Showe E Emails

........ N
- = -
m Goal achievement o oens Cicks
Date Sent + Email name Sent Bounces Reports outs Opens Clicks F:rwards
i
1izizony Mew Product Preview ] i] 1] 0 100.0% I 1] e
@ :

0 15%  340%  33% - 04y
ey @ -

. Use Iinks to drive traffic 122202006 Customer Dinner Invitation 247
toward ConverSion 12192006 Customer Lunch Invitation 2 0 n.z&g aggzi% 128% - 0.513 L)

5.0%
(43
3.6%
(18 (26)
. H
12102006 Septernber 18 Mewsletter 172 3.5% 0 1.2% 48.2% 162% - 0 4t
& a -
4.5%
(18}
8.1%
(291

[
I
o

o

u Compare CIICkS to 12(12006  Customer Dinner Invitation 0 Q; 44%2 19.2% 04
conversions and improve

1]
o
(]

Al dasn  om
.

0 O08%  49.5% 111% ¢ 06% (1]
(B {EY (18 -
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i
=

b}
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Make social

media opt-in
available in all
emails '

4
'I’

Constant Contact’

Connect. Inform. Grow.

Allow readers to share email content
> with their social media networks

i@ oy SN

April 10th, 2009

We're on...

tta Laroche

April 18 & 19, 2009

May 19 & 20, 2009

10th Annual (
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MmO >r»>us

New F/ﬂm Mme ¥

PALACE THEATRE

MWhere the arts come alive!

=B Forward to a Friend

RAMBE |5 A%

Companies | 1xxovatiox J

~~ HampshireFirst
Bank

;THF ARBORS’ Visit Us Online
Or SEDFORD

The Producers

Last Performances...

Friday April 10, 2009 (7:30pm)
Saturday April 11, 2009 (2:00pm)
Saturday April 11, 2009 (7:30pm)

The outrageous Broadway smash by Mel Brooks, The Producers,
has the crowds at the Palace Theatre rolling in the aisles! What
happens when you set out to make a flop? That's exactly what the
producers do in a crazy scheme to get rich quick. This flashy show
has everything you would expect from a Mel Brooks comedy:
showgirls. little old ladies, a Swedish bombshell, and pigeons that
dance in rhythm! A hilarious show you won't want to miss!

facebook = &

Constant Contact New England - Corissa St. Lal

wall Info  Join My List Events Photos Disc

What's on your mind?

Attach: @ =

Constant Contact New England - Corissa St. Laure

looking for stories to inspire your next newsletter? Read
And Release http://ht.ly/2gBkp

Capture And Release (7/23/10)

Edit Page
Promote with an Ad

Suggest to Friends

1. .3
As a relaf facebook = O
expert, I
on email ¢

marketing a Constant Contact New England - Corissa St. Laurent

industry ¢

Eollow me Wall Info Join MylList # Events Photos Discussions » +
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F X
Make email

list Opt_in : \\3&youremailaddressto]'Oinourmaiﬁngkt:
available on |
all social

media sites




Just getting started?

= Sign up for a free trial
= Start building your list

= Create and send your
first email

= Create a Facebook
business page and
LinkedIn profile

Ready to learn more?

= Visit our Learning Center
for webinars, tutorials,
podcasts and more

m Visit the Social Media
section of our website

= Read 7The Constant
Contact Guide to Email
Marketing

= Sign up for NutshellMail
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Connect. Inform. Grow.
% Home | Elog  Communlyy | MarketFlace | Parhierc  Looal Semlnare S Sgn Up ; ‘ Log In @ i
SRIRERIRERNRSE
.;?3@ m We're here to help
Constant Contact’ B (366) 2692101 |~

Event Online Social z
Marketing Marketing Surveys Media Learning Center

» Take our survey

Get your boots on! Join 2 Live Demo We're in your neighborhood!
Did you know we offer an Email Become an expert in email marketing and Constart Contact has small business
harketing BOOT COMP? Get ready for online surveys with daily live demos. marketing experts across the country,
two days of intensive, roll-up- ready to meet you in person and help you
your-sleeves training. 4 take your organization to the next level of
’ Mew all webinars
}  Find out more! SUoDeSS:
Sign up for your Hinfs & Tips [select aregion o~
newsletters!
Get the practical, "how-to” advice you Partner with us
need to d with email marketing Partnering with Constant Contact is a
online surveys, and other proven great way to offer more services to your
marketing techniques. clients, while generating more revenue for
you.

b Mew previous Hits & Tips

b Leam more

Sign up for Hints & Tips
e-Newsletter

Enter email address

© Get Social DE B DD

www.ConstantContact.com
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Thank You!

Cwikter

’ @CorissaCTCT

[i www.facebook.com/constantcontact.corissa

cstlaurent@constantcontact.com
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