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Welcome to Adestra’s 2015
Subject Line Report.

Following on from our wildly popular report in 2013,
in this year’s edition we're taking things to the next

level.

In this report, you'll find how more than 300 keywords across 4 industries

affect open, click and unsubscribe rates.

This report was generated by looking at anonymized client data, covering:

06

more than more than
individual attempted

email email sends
campaigns

This huge amount of data gives you
access to some of the most statistically
robust information about the effect
that individual keywords have on
response metrics.

GG

more than more than
400m 55m
opens clicks

With this report, you'll be able to
determine how your subject lines
compare to a huge, global average.

It will give you unbeatable insight
into whether or not your current word
selection is positive or negative...

and will give you a litany of ideas

of what to test.
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Email variance has

a noticeable effect;
however, with such
a large sample size,
it trends to a normal
distribution.
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How we did it

(Warning - there’s some statistics in here)

We then split it by industry, and looked
at the relative lift or decay of that word
versus the industry sector average.

We took 3 billion emails, and
selected the most popular single
words and two-word phrases.
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While the average metric is interesting,
it doesn't tell the whole story.

To deliver you a measure of statistical reliability, we treated each keyword’s
probability of success as a binomial variable. Then, we standardized each
keyword and determined 95% two-tailed confidence intervals.

The way to interpret this is simple:

“If you were to use this keyword in your subject line,
95% of the time the results will fall within
the confidence interval bands.”

¥ www.adestra.com % moreinfo@adestra.com
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This method allows for a broad interpretation of the
causal effects of individual words on response metrics.

But further, it gives you a solid idea about  It's not the end solution to your subject
what works all the time, what works line questions, but it will point you in the
some of the time, and which words right direction.

deliver unpredictable results.
In the following pages you will find a

The point to bear in mind is that any huge amount of statistics and analysis.
single word won't always work for Bear in mind that we are not saying that
everyone all the time. However, these any given word will deliver you 100%
long run trends give you a good idea uplift on your open rates. This report is
about good words, sentiments and based upon global variance estimates.

propositions.

With that said, the information is incredibly powerful.
You'll learn what words cause higher open rates,
and which ones cause more unsubscribes.

You'll be able to improve your

subject lines like
never before.

.,. adEStra 2 www.adestra.com % moreinfo@adestra.com
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Why are subject lines
so important?

It’s no surprise that subject lines matter.
But exactly how much do they matter?

There are a few main contributing factors to an email being opened:

FROM
NAME

The from name can be
tested to some extent. For
example, using your brand
Versus a person’s name...
beyond this, the options
are limited.

DATA
COLLECTION

A cleaner list will give you
better results, but you
can only control thisto a
certain extent. If you only
sent out emails to people
who have clicked in the
last month, guess what?
You'll have an amazing
open rate... but it won't
mean much, as you'll be
ignoring the vast majority
of your customer list.

DAY OF WEEK
AND TIME OF DAY

According to our analysis,
sending emails out

on Tuesday at 4pm
statistically generates the
best response. But, this is
fleeting. If you only send
out emails on Tuesday
afternoon, soon everyone
else will be too. And soon,
Tuesday at 4pm will be
the worst time to send
out emails. Further, time
of day is more reliant on
externalities — that is,
external variables over
which you have little
control - like, for example,
the weather. Therefore it’s
a difficult variable to test,
and an even harder one to
control.

¥ www.adestra.com
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SUBJECT LINES

Subject lines, conversely, offer you  You can't control the weather, and have

much more control and flexibility.  /Imited power over the data you have
access to. The from name options will
be limited by your brand identity. But
the subject line gives you unbeatable
opportunities to test and learn about
your audience.

Whether or not your email gets What this means is that a subject line
opened, people see your builds your brand in your customer’s
subject line. inbox. Whether or not it gets opened,

it creates a psychological association
between your subject line and your
brand. Over time, it creates a cognitive
association between the language you
use, and the perception your customers
have about you.

Your subject line is your key way
to get your brand in front
of your customers.

Your subject lines deserve lots
of attention, and this report will
be your guide to optimizing them.

.,. adeStra 2 www.adestra.com % moreinfo@adestra.com
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The first thing to note
is both “Thanks” and
“Thank you" appear

in the top 10. These
words are usually

used in automated,
transactional messages.

*| #| *| are topics
separated by pipes, e.g.
“Sale now on | New lines
added | Win trip to Dubai
| Share your pics with
#summer2015rules”

But beware - mundane
content will continue to
drive poor or middling
results. Nearly all of the
worst words are things like
“Journal,”“Whitepaper,”and
“Report”” Your customers
still buy benefits, not
features, and the numbers
go to prove this point.
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Results

After brainstorming a few hundred words, we ran
them all against the sample. Here are the top-10
and bottom-10 performing words across

the billions of emails:

Thanks

Bulletin

Golden

Breaking
Order Today

BOTTOM
TEN

When customers perform an action on
your site, they expect to receive some sort
of instantaneous information.

Common logic dictates that you'll get
fantastic open rates - think about it
yourself. When you purchase something
online and get emailed a receipt, you
nearly always open it!

40 50 60

Thank You

X ¥

Monthly

Subscription
Early Bird
Industry

And interestingly, excitement works! More
exclamation points explaining more email
benefits drive open rates and click rates.

However, individual words show varying
results depending on context. In the
following sections, we've split it into four
key industry sectors to help you determine
how your market responds to the popular
keywords and phrases we've chosen.

¥ www.adestra.com
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Retail / B2C

In retail, time and time again it has been shown that
email marketing is the number one driver of digital
ROL.

Online retailers have larger lists than anyone else, and use email more
frequently than others. The inbox competition is, however, more intense
than ever, especially with the advent of things like Google Promotions Tab.
The subject line has never been more important.

The first thing to consider is offers.

Many sales are driven by specific OPENIRATE
. . COMPARISON CHART

percentage discounts, each of which

have a substantial effect on both

open and click rates, as follows:

° “10% off” 7%
“15% off” -2%

What's interesting here is that when

the discount gets larger, the open rate “25% off” 3%

is less reliably improved. Why is this?

One potential reason is that consumers “50% off” -7%

don't believe large discounts are real.

Or, potentially, group buying sites have
rendered large discounts as spammy. Think
about it - how many emails do you get
offering 50% discounts on something? If it's
too good to be true, it probably is.

CLICK RATE
COMPARISON CHART

But, for click rates,
something else happens: “10% off” 21%
o “15% off” 4%
Aside from 15%, all of the offers deliver

: . ’ “25% off” 23%
higher click rates than the average.
The logic here is simple - when users are “50% off” 33%

interested in an offer, their propensity to
click is naturally higher. This would indicate
that customers convert at a higher level.

0 7 14 21 28 35
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And better yet - offers like these can
actually reduce unsubscribe rates: COMPARISON CHART

©

While the results are quite variable, the

UNSUBSCRIBE RATE

) , “10% off” 8%
reason for this phenomenon is because
people don’t want to miss out. Perhaps this “15% off” -32%
offer isn’t the one for them, but the next one
may be. “25% off” “17%
“50% off” -13%

35 200 50 10

Retailers try to offer personalized
experiences to customers across their
online channels. However, this proves
to berisky, as indicated below:

PERSONALIZATION

° OPEN -30%
Personalizing is certainly something worth CLICK -20%
testing, but the point is to sell from your

email. If personalization adds value to the UNSUBSCRIBE 9%
sales funnel, go for it. But if not, focus on

your value proposition instead. 30 20 -100 10

For a full list of all the words tested,
see the Appendix.

.,. adEStra 2 www.adestra.com % moreinfo@adestra.com



2015 Adestra Subject Line Analysis Report - Conferences/Events www.adestra.com

Conferences / Events

In the conference and events industries, the main
problem remains a simple one: differentiation and
homogeneity.

OPEN RATE

For example, COMPARISON CHART

the following chart shows the
common features at an event:

o Advice 6%
All of these are key features in many events, Agenda -22%
and yet they don't deliver strong open rates.
The reason for this is because they focus on Course 3%
the feature, and not the benefit.
Forum -13%
Keynote -13%
Speakers -19%

There is an even more pronounced

result when looking at clicks:

CLICK RATE
() COMPARISON CHART

This response decay is largely due to a lack
of creativity or propensity to experiment

. Advice 27%
with other tests. The problem comes down
to e.vent.workﬂ(.)ws. Gener'ally, the prime Agenda 133%
registration period comes in the weeks
leading up to an event. At thls'pomt, - Course -36%
marketers are overwhelmed with a million
an.d one taslfs. The I.ast thmg they want t9 Forum 182%
think about is a subject line! However, this
is done at their own peril - considering
g .. . Keynote -259%
email is one of the strongest visitor drivers
out there, optimizing it is your #1 route to
Speakers -231%

increased footfall.

=250 -150  -50 0 50

a adEStra 2 www.adestra.com % moreinfo@adestra.com
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But, what to bear in mind is that an event
invitation is inciting an online transaction.
It's very important to use strong calls to
action, even in the subject line, if you
want your customers to respond to your
invitations.

Here are some of the more common
call to action words we tested:

©

Clearly, some terms (i.e. “early bird”) are
over-used and don't deliver great value.
But take, for example, “Buy.” It's a strong
call to action, often associated with retail
transactions, but very effective for event
invitations as well.

And the same holds true for clicks:

©

Email’s purpose in the event sector is to get
people to visit your registration page, and
to have them turn up on the day. Email is
the perfect channel to make this happen,
so long as it’s done in such a way that
recipients feel interested and valued.

For a full list of words tested,
see the Appendix.

OPEN RATE

COMPARISON CHART

Buy 3%
Come -8%
Early Bird -12%
Free -10%
Register -25%
Save 12%

CLICK RATE
COMPARISON CHART

Buy 27%
Come -16%
Early Bird -154%
Free -23%
Register -130%
Save 4%

=200 125 50 0 50

¥ www.adestra.com

M

moreinfo@adestra.com

11



2015 Adestra Subject Line Analysis Report - Media/Publishing

www.adestra.com

2 adestra

Media / Publishing

The media and publishing industries continue to
undergo industry challenges, and yet through all
of this, email has proven to be a reliable channel
to generate subscriptions and page views.
However, different purposes are served with
differing success by email.

First, editorial content.

OPEN RATE

While not usually a revenue generator in itself,
the publishing world is still driven by editors.
It is their industry insights that create traffic
and ultimately long-lasting customers. The

COMPARISON CHART

editors become the voices of a given niche, Breaking 35%
and this value is strongly evidenced in words

with positive outcomes, such as: Exclusive 15%
° Review 24%
It's no surprise that these are Top Stories 28%
eye-catching words, but the effect on

click rates should be looked at as well. 0 15 30 4

The majority of publishers send email
newsletters to:

1) increase subscriptions and
2) increase page views.

CLICK RATE

So opens are great, but ultimately they need COMPARISON CHART

more page views.

©

Strong editorial content, Breaking 6%
when used as a hero topicin the )
. . . Exclusive 7%
subject line, drives huge response
across all metrics. Review 61%
Often marketers and editors operate in .
Top Stories 58%

separate ways; however, these statistics
indicate that a more joined-up approach
between the two departments will resultin a
better overall email product.

o
N
(o2
w1
=
~
v
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The second main purpose of email for
publishers is to sell subscriptions to their
titles, be they online or offline. However,
this is easier said than done, and the
important thing is to consider what words
will work with your audience. Some
examples are in the following table:

©

The word choice makes a huge
difference in the sale
of subscription products.

However, this is not to say that discounts
and % offs never work — they do in the
right context, as evidenced by the strong
variability. This is even more stark when
looking at clicks:

©

The point not to stop using offers in
your emails. They work lots of the
time! But, they don’t work all the
time. It'simportant to change things
on an email-to-email basis.

OPEN RATE
COMPARISON CHART

“25% off"” -7%

Discount -3%

Free -12%

On Sale Now 27%

Order Today 35%
15 0 15 30 45

CLICK RATE

COMPARISON CHART

“25% off"” -65%

Discount -33%

Free 3%

On Sale Now 57%

Order Today -15%
-80 -45 -10 25 60

¥ www.adestra.com

M

moreinfo@adestra.com
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B2B / Professional Services

/ Financial

In any given B2B niche, there is any number of direct
competitors or indirect substitutes

for any given product.

The challenge in this sector is to
stand out from the competition in an
intelligent way. This can be achieved
in numerous ways - popularized, for
example, by content marketing and
native advertising.

However, the various methods available
to marketers deliver mixed results, as
evidenced by the following word choices:

©

The idea to bear in mind is that B2B
product offerings are often complex,
and the sales cycle is much longer
than other industries.

This means that the consistent provision of
news items is pivotal to long-term success.
However, if the content is of marginal
quality, or perhaps not targeted correctly,
the results will be a disengaged user base,
as shown by the click decay:

©

OPEN RATE

COMPARISON CHART

Alert -105%
Download -56%
Forecast -149%
News 33%
Report -13%
Whitepaper -208%

=250 -150 50 0 50

CLICK RATE
COMPARISON CHART

Alert -353%
Download -50%
Forecast -270%
News 40%
Report -9%
Whitepaper -402

-500 -300 -100 0 100

¥ www.adestra.com
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When unsubscribes happen in B2C
industries, it’s not a huge deal because the
average customer value is relatively low.
However, when unsubscribes happen in
the B2B world it's much more important

- especially for high-value products with

a convoluted sales process. Following an
email strategy that reduces unsubscribes is
solid. In the following chart are a number of
words that either substantially increase or
decrease unsubscribe rates:

©

If a key strategy for your business is
to maintain long-lasting connections
with prospects to ensure you are

in the right place at the right time,

it is very important to avoid
unsubscribes.

For full B2B results, see the Appendix.

UNSUBSCRIBE RATE
COMPARISON CHART

Asset 44%
Discount 40%
iPad 60%
Update -44%
Bulletin -260%
Industry -59%
Interview -98%
LinkedIn -58%

-300 -200-100 0 100

¥ www.adestra.com

M
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B2B / Professional Services / Financial

OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart RelLow RelHi RelLow RelHi RelLow RelHi
% off | -31% -68% -13% -30,7% -17,2% -58,5% -22,2% -77,9% 54,2%
S -33% -43% 23% -28,0% -21,8% -39,3% -21,3% -6,2% 67,3%
SAMF_ -29% -37% 25% -25,5% -19,1% -36,4% -17,4% -5,5% 71,0%
£ 29% 25% -57% 34,1% 48,8% 10,4% 55,8% -83,5% 11,3%
€ -11% -29% -20% -13,1% -6,1% -32,5% -12,7% -47,7% 13,8%
10% off 12% 21% 12%
15% off 3% 0% -4%
2for1 6% -46% I 0% -82,8% 95,0% -253,0% 189,8% -801,4% 801,1%
25% off 9% 25% -1%
50% off | 2% 23% -4%
Alert | -105% -353% . -3% -62,3% -40,3% -99,9% -55,9% -140,5% 134,5%
App -4% -1% ; -11% -12,6% 5,5% -28,6% 27,5% -90,2% 70,3%
Asset -62% -140% 44% -49,3% -27,2% -85,5% -31,1% -90,1% 245,7%
Breaking -42% -187% 6% -47,4% -11,8% -103,1% -27,3% -191,3% 204,1%
Bulletin 17% -28% -260% 9,4% 31,2% -49,4% 5,8% -121,6% -23,0%
Conference 1% -47% 6% -5,6% 8,5% -49,9% -14,4% -60,1% 73,3%
Discount -65% -266% 40% -59,6% -19,4% -113,2% -32,2% -231,9% 367,1%
Download -56% -50% -21% -47,9% -23,7% -70,4% 3,4% -140,6% 106,2%
Early bird -4% -96% -37% -14,0% 6,7% -72,2% -25,7% -110,2% 55,8%
Event 3% 8% 9% -4,6% 11,5% -16,3% 34,7% -67,3% 86,2%
Exclusive 39% 80% -13% 51,5% 77,6% 334,3% 478,5% -105,5% 82,4%
Exhibition 50% 41% -21% 76,4% 126,7% -8,3% 145,8% -180,4% 146,1%
Expo -12% -114% -18% -31,3% 9,4% -98,4% -8,2% -197,0% 165,8%
Facebook -42% -64% -95% -52,5% -6,4% -103,6% 25,4% -226,0% 128,3%
Forecast | -149% -270% -23% -74,2% -45,4% -107,9% -38,1% -199,5% 161,7%
Free -46% -64% -23% -36,9% -26,2% -54,2% -23,9% -71,1% 33,5%
Half price 10% -1% -30% -19,2% 41,2% -89,4% 88,0% -257,7% 212,0%

% adestra 2 www.adestra.com % moreinfo@adestra.com 16
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart RellLow RelHi RelLow RelHi RelLow RelHi
Industry | -45% -177% -59% -40,7% -21,6% -84,8% -43,0% -119,6% 45,2%
Innovate | -11% -52% 55% -68,9% 48,3% -187,8% 119,4% -720,5% 961,2%

Interview | -27% -94% -98% -40,7% -2,2% -95,8% -0,9% -189,9% 91,0%

iPad | -21% -69% 60% -48,9% 13,8% -121,6% 40,2% -346,6% 643,2%
Issue -6% -8% 30% -18,3% 7,5% -46,8% 31,5% -103,6% 187,8%
Latest 18% 36% 7% 10,3% 33,8% 14,1% 97,0% -96,5% 1M11,1%
LinkedIn | -46% -35% -58% -78,2% 14,9% -171,6% 120,1% -440,3% 366,9%
Money | -100% -219% 4% -58,4% -41,3% -88,7% -48,5% -105,0% 114,3%

News 33% 40% -7% 41,0% 55,8% 42,2% 92,5% -63,2% 50,8%

Newsletter | 26% 29% 33% 23,8% 45,6% 6,2% 77,0% -60,6% 157,8%
Profit | -24% -104% 77% -46,4% 8,0% -115,4% 13,5% -250,2% 163,0%
Register | -61% -83% 15% -45,0% -31,0% -65,0% -25,7% -68,7% 103,9%
Registration | -64% -280% 2% -51,4% -26,7% -98,1% -49,3% -141,3% 144,5%
Report | -13% 9% 6% -24,7% 1,2% -34,5% 53,2% -123,7% 135,7%
Research | 31% 26% 31% 27,4% 63,2% -20,4% 89,7% -127,3% 215,8%
Revenue | -230% -483% -65% -87,5% -51,9% -122,2% -43,5% -260,1% 180,9%
ROI | -203% -1432% 20% -78,9% -55,1% -109,0% -77,9% -178,1% 226,6%

Sale | -4% 31% 0% -10,5% 24% 20,4% 68,6% -60,3% 60,7%

Save | -38% -24% -4% -33,0% -21,8% -37,3% -1,8% -61,9% 54,9%
Seminar | -27% -353% 1% -37,1% -5.1% -103,7% -52,1% -165,2% 146,1%
Special | 22% 17% -4% 17,1% 38,4% -11,7% 53,6% -91,7% 83,3%
Training | -42% -169% 7% -36,5% -23,0% -77.6% -48,0% -67,9% 82,5%
Twitter | 21% -76% 33% -57,1% 23,0% -144,2% 57,7% -440,8% 540,5%
Update | 9% -1% 44% 4,9% 15,7% -16,5% 15,4% 14,1% 142,3%
Video | 5% -38% 23% -16,8% 28,3% -85,6% 30,0% -202,2% 262,2%
Voucher | 26% 34% -33% 11,8% 59,4% -28,7% 129,5% -193,5% 144,1%
Webinar | -85% -349% -34% -53,7% -38,0% -92,8% -62,7% -107,5% 57,3%

Whitepaper | -208% -402% -7% -87,2% -47,8% -125,4% -34,7% -299,8% 287,3%

a adestra ¥ www.adestra.com % moreinfo@adestra.com 1
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Conference / Events

OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart E RelHi RelLow RelHi E RelHi
1 -8% -82% 33% -9,9% -4,5% -50,8% -39,1% 14,7% 83,9%
~? -5% -28% 20% -7.2% -2,2% -28,1% -15,3% -3,6% 54,7%
S 7% -13% 18% 4,3% 11,7% -21,2% -1,8% -19,3% 61,8%
SAMF_ 2% -54% 38% -2,0% 6,6% -44,8% -25,3% 6,9% 116,8%
£ 2% 26% I -44% -1,2% 4,8% 25,0% 44,8% -56,3% -5,0%
€ -1% -6% -19% -3,5% 1,0% -11,4% 1,0% -37,0% 4,9%
10% off | 12% I 21% l 12%
15%off | 3% 0% 4%
2for1 -96% -148% 42% -89,7% -8,3% -159,1% 39,8% -660,1% 804,8%
25%off | 9% 25% -11%
50% off | 2% 23% -4%
Advice 6% 27% -69% -4,3% 17,2% 2,5% 71,9% -122,8% 41,5%
Agenda -22% -133% 19% -28,2% -7,4% -78,2% -35,8% -105,1% 150,6%
Attend -9% -105% 45% -15,3% -1,1% -66,0% -36,6% -19,9% 182,3%
Badge 6% -22% 49% -4,0% 17,7% -45,3% 9,0% -53,4% 248,3%
Brochure -4% -56% 25% -15,6% 8,5% -63,8% -8,2% -110,0% 176,7%
Buy 3% 27% -94% -3,0% 8,2% 19,3% 56,1% -89,0% -7,9%
Come -8% -16% -10% -13,8% -1,7% -30,3% 2,4% -69,2% 51,4%
Conference -5% -74% 33% -10,2% 0,4% -54,2% -30,6% -17,7% 118,2%
Countdown 17% -4% 37% -5,2% 46,8% -71,0% 62,7% -249,5% 367,4%
Course 3% -36% 12% -9,8% 16,4% -57,9% 5,3% -126,5% 154,2%
Cpd 19% -40% 17% 12,9% 35,5% -53,4% -3,7% -95,1% 135,2%
Discount -6% -98% 27% -15,6% 4,5% -70,4% -28,7% -85,8% 158,9%
Don't forget 1% -120% 50% -21,1% 24,0% -97,6% -11,4% -222,4% 418,7%
Don't miss -15% -157% 42% -22,5% -4,2% -78,4% -43,8% -57,8% 201,7%
Download -6% -25% 40% -11,7% 0,8% -36,4% -3,9% -17,1% 151,6%
Early bird | -12% -154% 40% -18,3% -3,4% -74,6% -46,6% -36,1% 169,1%
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES

chart chart % chart RelLow EI RelLow RelHi RelLow RelHi

Exclusive -32% 30% -1,6% 12,6% -41,6% -7,2% -41,2% 128,4%
Exhibition 4% -85% 21% -13,1% 22,2% -82,2% -9,4% -171,9% 225,8%
Exhibitor | -22% -75% 8% -31,3% -4,2% -74,7% -11,1% -148,0% 165,0%
Explore | -33% -108% 35% -36,2% -13,9% -76,9% -27,2% -104,7% 213,3%
Expo | -44% -92% 26% -36,2% -24,4% -62,0% -33,7% -46,4% 115,7%

Fair 16% -2% -147% 9,7% 27,9% -25,8% 21,8% -114,5% -4,7%
Fest -2% 20% -3% -16,3% 12,6% -21,2% 70,8% -148,9% 143,1%
Final -6% -81% 32% -13,6% 1,7% -61,4% -28,3% -50,1% 142,1%
Forum | -13% -182% 43% -18,1% -4,8% -76,5% -52,6% -18,9% 170,6%
Free | -10% -23% 29% -14,2% -3,4% -32,9% -4,2% -27,1% 107,7%
Game | -25% -38% 29% -38,4% -1,2% -77,1% 21,9% -205,9% 288,4%
Ideas 23% 45% -12% 14,4% 46,4% 27,4% 136,3% -148,8% 127,1%
Important 8% 9% 33% -3,9% 22,1% -27,2% 47,2% -106,2% 205,3%
Industry -4% -29% 34% -10,2% 1,9% -37,9% -7,0% -251% 129,4%
Innovation | -17% -110% 3% -23,2% -5,1% -71,4% -33,4% -96,9% 102,8%
Invitation -9% -105% 55% -15,6% -0,3% -67,0% -35,5% 3,5% 243,8%
iPad | -12% -103% 52% -21,4% -0,5% -72,8% -28,7% -53,4% 269,9%
Keynote | -13% -259% 31% -22,9% -0,6% -89,9% -54,4% -99,0% 188,7%
Kindle | -17% -131% 41% -36,8% 7,4% -101,0% -12,3% -243,0% 384,3%
Last chance | -25% -193% 28% -25,6% -15,0% -75,6% -56,1% -31,5% 108,4%
Learn | -20% -57% 45% -23,2% -9,9% -52,7% -20,1% -16,0% 180,9%
LinkedIn 5% 32% -42% -25,6% 37,2% -57,8% 152,4% -291,4% 231,9%
Live | -23% -64% 8% -23,9% -14,1% -50,9% -27,1% -47,8% 65,8%
Meet -9% -93% 44% -14,4% -1,4% -62,0% -34,4% -12,2% 171,2%

New 10% 14% -9% 9,4% 13,6% 9,8% 22,1% -27,6% 11,5%

Offer -6% -21% 20% -11,9% -0,2% -32,7% -1,8% -42,6% 93,9%
Opens 2% -11% -16% -7,1% 11,0% -34,3% 14,0% -98,5% 71,3%
Preview -3% -81% 25% -16,7% 10,4% -73,8% -15,7% -128,0% 193,4%
Program -7% -68% 46% -14,3% 0,4% -57,2% -23,8% -19,3% 191,8%
Programme -4% -63% 53% -12,1% 52% -58,2% -19,1% -17,9% 241,4%
Reasons | -16% -87% ' 22% -22,9% -5,0% -66,5% -26,7% -81,8% 138,3%
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart RelLow RelHi RelLow RelHi RelLow RelHi

Register -25% -130% 45% -24,2% -15,8% -65,2% -47,7% 18,6% 146,5%
register now -19% -94% 54% -25,6% -6,5% -69,6% -27,3% -37,7% 271,7%
Registration -18% -78% 50% -20,5% -9,5% -56,4% -31,3% 16,4% 186,6%
ROI -11% 0% -8% -20,3% 1,3% -31,7% 32,5% -118,1% 102,6%
Save 12% 4% 20% 8,8% 19,4% -10,2% 19,0% -31,8% 82,9%
Saving 13% 16% -36% 0,9% 28,5% -21,2% 59,1% -140,0% 86,8%
Seminar -41% -185% 42% -37,3% -21,4% -80,5% -49,4% -50,6% 195,8%
Show -9% -74% 11% -12,8% -2,9% -53,5% -31,4% -43,3% 67,0%
Speakers -19% -231% 22% -24,8% -7,5% -84,4% -55,1% -79,6% 134,8%
Still time 2% -152% 48% -21,1% 17,9% -95,7% -25,0% -184,3% 371,6%
Summit 1% -96% 41% -7,4% 9,0% -65,6% -32,3% -39,5% 176,4%
Tickets -22% -88% 28% -28,7% -6,8% -71,6% -22,1% -104,2% 181,1%
Togo 7% -75% 32% -15,0% 2,7% -62,5% -23,2% -65,8% 158,8%
Training 2% 11% 18% -6,3% 11,2% -13,8% 38,4% -75,4% 120,6%
visit 7% -54% 21% -13,8% 0,0% -51,6% -18,9% -55,4% 107,5%
Webinar -14% -192% 50% -17,6% -6,4% -75,7% -55,9% 15,3% 185,6%
Win 3% 4% 2% -0,2% 71% -6,8% 14,1% -35,3% 38,8%
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Media / Publishing

OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart RelLow RelHi RelLow RelHi RelLow RelHi
2013 -1% -13% 8% -3,7% 1,8% -19,3% -3,4% -22,6% 41,0%
2014 -1% -25% 10% -3,1% 0,7% -25,3% -15,0% -11,1% 32,4%
1 7% -5% 15% 6,0% 9,1% -9,5% -0,7% 0,2% 35,8%
% 5% -40% 25% 1,7% 8,5% -37,2% -20,0% -9,0% 75,5%
% off | -12% -66% 20% -15,8% -6,1% -51,7% -27,7% -36,7% 87,5%
~? -21% -31% 6% -19,1% -15,3% -29,2% -18,2% -17,3% 29,8%
S 0% -50% 23% -2,7% 3,5% -41,0% -25,6% -8,4% 69,4%
SAMF_ 2% -63% 32% -1,3% 5,8% -47,0% -30,2% 0,4% 93,7%
£ 6% 3% 12% 3,8% 8,9% -4,1% 11,2% -15,9% 42,0%
€ 1% -20% 6% -1,0% 31% -22,5% -11,0% -16,8% 30,1%
10% off | 12% I 21% 12%
15% off 3% 0% -4%
25% off -7% | -65% I 6% -35,0% 22,0% -108,9% 30,3% -324,9% 337,7%
50% off -2% 23% 4%
Access -1% -22% 0% -6,0% 3,2% -30,7% -5,2% -50,9% 50,6%
Alert -1% 17% -4% -5,9% 3,5% 4,1% 35,5% -54,4% 47,4%
app 23% 27% 2% 25,5% 32,9% 24,4% 48,1% -34,6% 39,7%
April -4% -56% 25% -10,5% 2,7% -52,3% -19,7% -51,9% 117,1%
August -14% -34% 11% -20,4% -4,5% -47,6% -3,5% -84,9% 110,8%
Best Practice 8% -2% 3% -2,1% 19,5% -33,1% 29,8% -113,0% 119,4%
Book 9% -3% 8% 7,0% 13,3% -12,1% 6,2% -26,4% 43,4%
Breaking 35% 66% -173% 44,7% 60,8% 163,0% 233,2% -108,6% -18,2%
Bulletin 39% 69% -29% 57,3% 72,3% 191,9% 258,1% -82,0% 37,0%
Contest 20% 38% -3% -1,9% 51,5% -31,5% 156,3% -266,5% 261,5%
CPD -7% -79% I -1% -14,4% 1,6% -62,9% -25,3% -90,9% 88,7%
Daily 12% 53% -336% - 11,6% 15,9% 103,6% 121,4% -87,7% -66,5%
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES

chart chart % chart E EI RelLow RelHi RelLow RelHi

Deals -6% -28% -10% -11,7% -0,3% -37,6% -6,0% -70,2% 52,3%
Diary -2% 15% -153% -14,5% 10,7% -23,8% 59,8% -148,0% 27,0%
Discount -3% -33% 28% -10,4% 4,2% -44,4% -5,5% -56,7% 133,1%
Editor 4% -6% 36% -1,2% 9,9% -22,0% 10,2% -18,9% 130,4%
Exclusive 15% 7% 13% 11,8% 22,6% -8,8% 22,8% -44,6% 73,6%
Facebook 13% 21% -18% -2,0% 30,8% -26,1% 80,2% -172,1% 141,3%
Forecast -42% -260% 46% -35,1% -23,8% -82,8% -61,6% -12,9% 182,5%
Free 12% 3% -1% 11,1% 16,2% -3,9% 11,0% -27,4% 25,4%
Gift -6% -102% I 40% I -10,0% -0,8% -60,4% -40,4% 0,6% 132,4%
Half price 7% -55% -12% -13,5% 28,7% -85,5% 14,6% -222,5% 201,1%
Hurry 2% -55% 31% -7,4% 11,3% -58,1% -12,8% -77,4% 165,9%
Insight -17% -139% 8% -24,1% -4,8% -78,5% -37,7% -109,2% 127,2%
Intelligence -7% -98% -3% -19,7% 6,1% -78,5% -20,7% -146,9% 140,8%
Interview -2% 24% -26% -9,3% 5,4% 5,4% 57,0% -93,2% 52,1%
iPad 15% 36% 4% 9,5% 25,3% 27,3% 83,0% -78,6% 87,2%
iPhone 33% 58% -10% 34,4% 62,4% 83,6% 194,7% -134,0% 116,6%
Issue 1% -13% 37% -1,6% 3,6% -19,2% -4,4% 23,6% 95,4%
January 0% -38% 32% -6,1% 7,0% -44,4% -10,5% -39,9% 133,7%
journal -53% -108% 50% -38,0% -31,2% -60,6% -43,4% 36,7% 163,0%
Last chance -10% -103% 5% -12,8% -5,6% -58,9% -42,8% -37,3% 47,1%
Latest 10% 0% | 9% 7,9% 15,3% -10,7% 10,8% -30,9% 50,1%
Limited 29% -1% 49% 29,4% 54,2% -34,0% 31,1% -69,7% 260,5%
LinkedIn 7% -138% -35% -41,2% 55,6% -151,0% 35,1% -469,6% 418,0%
magazine 8% -37% 49% 4,9% 12,4% -36,4% -17,6% 39,4% 149,8%
Monthly 25% 41% 57% 23,4% 43,9% 35,0% 106,8% -18,8% 285,3%
News 6% 26% -23% 4,8% 8,6% 28,8% 42,0% -37,1% -0,1%
Newsletter -8% -17% 25% -11,6% -2,5% -28,0% -1,4% -27,0% 92,2%
Newsstand -8% -25% -25% -53,1% 37,8% -147,9% 108,2% -481,4% 441,9%
Next issue 7% 58% -81% -120,9% 134,9% -438,0% 715,1% -1059,3% 970,1%
November -7% -48% 26% -12,9% -0,3% -48,9% -16,3% -47,6% 118,8%
On sale now 27% I 57% I -29% l 20,7% 52,7% 66,4% 194,9% -158,4% 113,5%
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart E EI RelLow RelHi RelLow RelHi
Opinion -3% 13% -35% -18,4% 12,1% -35,0% 65,5% -171,5% 119,5%
Order today 35% -15% 40% 16,4% 89,9% -101,1% 75,4% -373,1% 507,1%
Pinterest -70% -371% -161% -110,8% 28,4% -202,8% 45,2% -658,4% 534,9%
policy -34% -49% -12% -35,1% -15,4% -60,8% -5,1% -126,4% 104,8%
Renew | -1% 22% 20% -16,3% 15,0% -25,6% 82,0% -167,0% 216,5%
Report -39% -219% l -3% -30,1% -26,4% -72,3% -64,9% -26,0% 20,9%
Research -2% 4% -1% -7,1% 3,8% -12,7% 21,6% -61,5% 58,9%
Review 24% 61% -33% 26,7% 36,3% 134,7% 175,7% -65,6% 15,6%
Soon 2% -138% 17% -7.8% 11,4% -76,9% -39,2% -94,3% 135,2%
Special 0% -29% 12% -4,0% 4,0% -33,3% -12,0% -32,6% 60,4%
Subscription -24% -145% 41% -24,8% -13,9% -70,8% -47,6% -15,1% 154,8%
This week 8% 9% 7% 3,7% 12,6% -3,4% 23,9% -41,3% 55,9%
Tips 9% 19% 3% 2,9% 17,2% -0,2% 45,9% -73.3% 79,1%
Top stories 28% 58% I 76% -1,8% 80,2% -28,1% 304,4% -485,1% 1104,5%
Trends -3% -22% 2% -13,1% 7,1% -46,1% 10,1% -110,9% 114,2%
Trial 16% -19% 43% 10,4% 27,6% -38,3% 6,2% -40,6% 190,7%
Twitter -10% -37% -64% -23,0% 53% -65,3% 11,6% -165,4% 87,6%
Update 11% -7% -33% 8,4% 15,5% -16,8% 3,0% -56,8% 7,5%
Video | 16% 44% -43% 12,3% 26,1% 52,4% 103,9% -88,8% 28,3%
Webinar -23% -210% -9% -22,3% -14,9% -74,7% -60,7% -50,3% 33,8%
Weekly 25% 33% -59% 29,9% 37,7% 36,2% 62,0% -67,4% -6,7%
Win 1% 25% -13% -1,7% 3,5% 24,3% 42,7% -38,6% 15,5%
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Retail / B2C

OPEN RATES

CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
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OPEN RATES CLICK RATES UNSUBSCRIBE RATES OPEN RATE VARIANCES CLICK RATE VARIANCES UNSUBSCRIBE VARIANCES
chart chart % chart RelLow RelHi RelLow RelHi RelLow RelHi
Free delivery 13% 24% 17% 8,5% 21,3% 11,1% 53,0% -52,2% 92,2%
Get -26% -53% I -14% -24,0% -17,9% -42,8% -26,2% -47,1% 22,1%
Gift 8% -3% 19% 3,7% 14,8% -18,6% 13,6% -41,4% 89,6%
Golden 32% 73% I -44% 15,4% 78,8% 117,9% 430,7% -280,5% 219,0%
Good -27% -5% 7% -31,8% -11,0% -38,5% 29,9% -123,2% 138,2%
Great 2% -10% -3% -4,2% 8,8% -27,8% 9,6% -72,5% 67,1%
Half price 15% 31% 19% 6,3% 28,0% 8,1% 82,4% -100,2% 148,6%
Holiday -19% -25% 0% -22,1% -10,3% -37,2% -2,9% -69,5% 68,5%
iPad -57% -51% 32% -51,5% -21,2% -79,5% 11,5% -197,0% 290,9%
iPhone -62% -76% 81% -74,0% -2,8% -144,1% 58,0% -674,3% 1538,9%
Latest 14% 21% 30% 2,9% 29,3% -15,8% 69,2% -119,9% 207,1%
Launch 23% 4% 23% 12,7% 46,4% -42,8% 51,9% -160,7% 219,7%
Limited -11% -37% | 26% -20,3% 0,9% -55,9% 1,7% -105,9% 176,3%
New -6% 1% -1% -8,4% -2,3% -8,3% 10,6% -34,7% 32,8%
Next day -5% -68% I -24% -30,0% 19,6% -100,1% 19,3% -269,0% 230,5%
Offer 7% -11% -17% 2,9% 12,5% -23,3% 3,5% -61,4% 33,0%
Only -7% -12% -35% -11,6% -2,3% -24,7% 2,8% -71,1% 19,1%
Order 18% 2% -12% 15,9% 27,2% -14,2% 18,1% -65,2% 43,8%
Own -13% -40% -37% -19,3% -3,5% -49,8% -7.1% -104,8% 50,5%
Party -4% -24% -23% -19,6% 11,5% -62,4% 24,2% -175,0% 137,0%
Prize -39% -31% -6% -47,7% -8,8% -83,0% 36,1% -243,8% 233,1%
Really 19% 53% -15% 3,2% 44,2% 29,9% 194,9% -205,7% 180,3%
Sale 11% 45% 15% 9,0% 16,1% 68,1% 95,9% -23,1% 58,0%
Save 4% -3% 10% 0,1% 8,0% -14,9% 8,6% -34,3% 56,1%
Savings 6% 0% 4% -4,6% 16,3% -31,4% 30,7% -110,2% 118,8%
Summer -1% -1% -22% -5,8% 4,6% -16,6% 14,9% -69,8% 33,7%
Today -20% -33% -36% -22,0% -11,6% -39,9% -10,1% -79.3% 26,9%
Unforgettable -35% -177% -81% -98,3% 46,2% -214,8% 87,0% -714,7% 625,5%
Valentines -41% -93% 5% -53,5% -4,8% -110,1% 13,8% -311,5% 321,9%
VIP 3% 29% 29% -15,8% 21,8% -26,2% 107,2% -201,0% 283,6%
Voucher -14% -5% 6% -18,3% -6,9% -22,7% 13,0% -61,8% 73,9%
Win 2% 1 20% 11% -1,5% 4,7% 15,0% 35,9% -23,7% 47,6%
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