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Do you have
questions?

Ask in the GoToWebinar
Panel during the webinar,
and we will answer them at

the end!




“There’'s an opportunity that
many newsrooms miss, a huge
opportunity... engagement
plus capture.”

Dan Oshinsky

Inbox Collective

Second Street Internal Data



Amongst current partners:

4%

Of email database growth
comes from contests &
Interactive content
through Second Street




Top Revenue Driving Audiences

Daily Headlines/Breaking News
Sports
Dining

Events
Family
Health & Wellness
Travel




Audience Growth Strategy

Define your audience

Determine the job

(cater to your audience, not just your business/what you want to promote)

Launch fast and improve over time

(you don’t need a giant list to get started BUT promotions can grow it faster)




Case Study




Kelly Travis

Director of Marketing and Revenue Operations

St. Louis Magazine




St. Louis Magazine Overview

» St. Louis based Magazine

» Serve as the local authority on
what is so great about the
Gateway City

» Kelly started with SLM 4

years ago

* At that time, they had...1daily
newsletter



Building From the Ground Up

e Started internal discussions
about growth

 Defined their subscriber

 |dentified top
categories/tentpoles

DINING CULTURE NEWS BUSINESS DESIGN HEALTH FAMILY EVENTS A-LIST

* Pinpointed where they had
existing content and

established reputation



StLouis

DINING OUT

THE LATEST ACROSS THE ST. LOUIS RESTAURANT SCENE

The First New Category

A MESSAGE FROM DINING EDITOR GEORGE MAHE

We'd bet an 84-pound wheel of Parmigiano Reggiano that most St. Louisans have
patronized at least a handful of local Italian restaurants. In a “Best Italian Restaurants”
feature in SLM's August issue, we highlight dozens of the, in four categories—Casual,
‘Weekend Outing, Date Night, and Fine Dining—along with an overview, our
recommendations, and insider tips for each. Many St. Louisans are already calling this
article “a keeper.” The issue (featuring Top Doctors) is on newsstands now. Grazie mille!

* Decided to focus on Dining as
the first new category-
specific newsletter

* Dining was already one of their
tentpole verticals

Know someone who would like this newsletter? Share this link with them to direct them
to our newsletter subscription page.

Bite-Size Bits

HOT SPOT

Pig & Whiskey Event This Weekend

The second annual Pig & Whiskey festival takes place from Friday night through Sunday
outside of Schlafly Bottleworks (7260 Southwest) in Maplewood. What's being billed as
“the biggest block party Maplewood has ever seen” includes food from renowned local
barbecue joints, Whiskey Row, live local and national music on two stages, a vendor

village, activities for kids, and, perhaps most important, cooling zones. Barbecue vendors
include BEAST Craft BBQ, Bootleggin', Navin's, Pappy’s, Stellar Hog, and Sugarfire,
among others. Beverage options include craft cocktails and spirits from Bulleit Bourbon,
Crown Royal, George Dickel, local distiller Switchgrass Spirits, as well as multiple
offerings from event co-sponsors Schlafly Beer and Jack Daniel’s. Musical acts include
local legends Murphy Lee and Kyjuan, as well as Bone Thugs-N-Harmony, Grace Potter,
and Everclear. Admission is free, VIP tickets are available, and bringing dogs is

* Daily Newsletter contained
dining content

discouraged due to the heat. For more information, click here.

INSIDER TIP

Pedal the Cause

Every August, Pedal the Cause engages dozens of St. Louis area businesses in a one-day
give-back event called A World Without Cancer Day. On August 4, more than 9o St. Louis
area restaurants and retailers (the most ever) will donate a portion of that day’s sales to
support Pedal the Cause to help fund innovative cancer research at Siteman Cancer Center
and Siteman Kids at St. Louis Children’s Hospital. Participating restaurants include Basso,
Bowood by Niche, Companion/Ladue Taco, Napoli restaurants, Pastaria, Peacemaker and

L] L]
* Had a well-known dining
Sidney Street Café, Sugo’s, and Taco Buddha, among many others (listed here). “Like too
many families, my family has been touched by cancer,” says Qui Tran, owner of Mai Lee
e X e r O I I S G and Nudo House. “Giving back and supporting cancer research is our way of doing
something about it. Pedal the Cause is a St. Louis organization that is making a real impact

in the fight against cancer, and we are very proud to support them.” Held in Chesterfield

on September 23 and 24, the Pedal the Cause bicycle ride features eight course options (six
road, two gravel), its signature Spin Zone, a virtual participation option, and a Kid’s
Challenge.




Growing the Dining Category

with Promotions
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Food Fight Brackets

* Focused on food categories
and highlighted local
restaurants

* Targeted to draw in food and

dining audience A

* Barstool/debate-worthy
topics



Food Fight Brackets

* New bracket every couple of

DOG-FRIENDLY

months PA‘I’IO BRACK&'I’
e 2023 stats

* Interacted with nearly 4,000

NEeW users

* Nearly 3,000 new subscribers



Food Fight Brackets

e

o~ - 2

 Great opportunity to grow

Toasted Ravioli Bracket!

You are receiving this email because your restaurant is one of the 32

| [ | L] [ | (]
r e G t I O I I S I p S W I t b u S I I I e S S e S establishments featured in the 4th annual edition of our toasted ravioli
showdown! This competition is a part of our 5t. Louis Food Fights series,

where our readers' favorites are determined in a variety of dining

categories.

So, think your restaurant has the best t-ravs?

Let your audience know to support you in the first round of the bracket,
ending Sunday, January 21 at 11:59 p.m. Share our Facebook posts,

Tweets, and our Instagram stories to let your patrons know to support

you! Or, feel free to use this gr

 Advertisers love them!

THANK YOU FoR
VOTING LORUSSO'S
THE BEST RESTAURANT
IN ST. LOVIS!




What kind of coverage do you want to see more of in the Dining
newsletter? Select all that apply. *

() Restaurant openings and closings
() Lists of top restaurants by cuisine
o () Family-friendly dining

Surveying Readers
() Casual dining
() Insider tips
() Food events
() Home cooking, premium ingredients, and food shopping

(0) Craft beer and breweries

* Every newsletter got its own
survey

e Used a PROMOTION

 Sweepstakes prize: reservation
and gift card for popular, local
restaurant

() Wine and wineries
() Local spirits (whiskey, bourbon, vodka, etc.)
If SLM were to launch a culinary newsletter geared around home cooking

and food shopping, what topics would you like to see covered? Select all
that apply. *

() Local farmers’ markets

() Local purveyors (e.g., butcher shops, spice stores, specialty stores,
etc.)

() Local grocery stores
() Grocery offers

() Recipes

() Seasonal ingredients
() Culinary insights

() Owner/chef profiles

(0) Trends and tips

 Generated 400+ responses

() Prepared meals

(0 'm not interested in home cooking/food shopping content.

What alcohol-related coverage would you like to see more of from SLM?
Select all that apply. *

* Also provided great info for
content/editorial o

(O Whiskey / Bourbon

) Gin



Surveying Readers

 Based on survey results, they
saw an opportunity for more
targeted newsletters in the

Nning category
Dining In
Dining Out
Spirits

StLouis

DINING OUT

FHE LATEST ACROSS THE ST LOUIS RESTAURANT SCENE

7.28.23

This mesealetter is presented by

A MESSAGE FRON DINING EDITOR GEORGE MAKE

We'd bet an 84-pound wheed of Parmiziano Regglano that most St. Loutsans have
patrontzed at least a handful of local [talan Ina “Best lallan
featare I SLM's Augest tssoe, we highlight doens of the, In four categoctes—Casnal,
Weskend Outing, Date Night, and Fine Dining—akog with an averview, our
mecommendations, and msider tps for each. Many St Lostans are already calling this
article “a keeper.” The tssue (featusing Top Doctors) Is on newsstands now. Grazfe mille!

Know samenne who would Mee chis newslerter? Share wirh them o direct them
o our newslerter suwhseription page.

Bite-Size Bits
Q

wor spoT
Plg & Whiskey Event This Weekend

The second annual festival takes place from Friday night through Sunday

outstde of (7200 Sourhwest) in Maplewood. What's being billed as

the taggest block party Maplewnod has ever seen” Includes food from renowned local
barbecue joints, Whiskey Row, ltve local and nattonal mesk on two stages, a vendor
village, activittes for kids, and, perhags most impoctant, maling zones. Barhecoe vendors
mclude BEAST Craft BBQ, Bootlezgin’, Navin's, Pappy’s, Stellar Hog, and Sugarfire,
among others. Beverage opticas Inchade craf cockzass and sparss from Bulles Bourbon,
Crown Royal, Geonge Dicked, local destiller Switchgrass Spirits, as well as multiple
offerings fram event co-sponsces Schlafly Beer and Jack Danled's. Mustcal acts melude
Jocal legends Marply Lee and Kyjuan, as well as Bone Thugs-N-Harmoay, Grace Potter,
and Everclear. Admissian is free, are avallahle, and bringeng dogs Is
discouraged due to the heat. For more information, elick

NSIDER TIP
Pedal the Cause
Every August, Cause engages dazens of St. Lot area businesses In 2 ane-day

give-back event called A Workl Without Cancer Dary. On Asgust 4, mare than 9o St. Louts
area restaurants and readiers (the mast ever) will donate a portion of that day's sales to
support Pedal the Cawse 10 belp fund tnnovative cancer research at Skeman Cances Center

sl Sitsman Kibe 5t St Lonie Children'e Hooiesl Particirating rectanrasee inclide Racen

Stlouis

SPIRITS

ATOP SHELF GUIDE TO CRAFT COCKTAILS,
WHISKEY, AND MORE IN ST, LOUIS

8.9.23

This meccaletter ix presented by

LIST

2023

AMESSAGE FACM SPIRITS ADVOCATE CLARA NOBLE

Welcome to the maugural edtion of SLM's Spirits newsletter! Like an astentive hartender
ZAugmg 2 customer’s palate preferences, we recently asked readers what they exgoy. The
response: a drink menu spanning mare than whiskey, inchading other spirits and cran

cocktalls. Perbaps ame reason Is that the St. Louts scene Is overtiowing with so many great
optioms, a wealth of = and Hhatsons. T8 serve as
your gusde to navigating this verzable fully stocked bar, hiving been behind the stick

such acclaimed establishments as Planser’s House and Gamlin Whiskey House, as well as
serving as an ambassador for fine spirts. [ ook Sorward 1o serving up sop-shelf insighas,

ecipes, and moce. Cheers!

Knoew sumeone who would Me this newslerrer? Share witk

to our newslerter swhstription page.

em to direct them

o
wor seoT
Tacos & Agave at The Vandy
Vit (1301 5. Vandevenrer) on Tuesdays for tacos and agave. Every Toesday,
the new bar near The Grove features one of its many agive sparits. Whether you stop for

tegutia and tacs or want to venture into the realm of mezeal of sotol, The Vandy likely has
the yasce. Follow the har on for upcoming events and tastings.

s

INSIDER TIP
Gin & Juniper
Local distillery recently teamed wp with one of S Louls” mast beloved
Institutions to crete i, a New Warld botanieal gin

incarporating native botanicals with tradittonal jentper and corfander. And while all gins
have funiper in thetr botanical makeup, nat 2 gins are the same. Need peoof? Choase
from mare than 100 brands during « , September 17. St. Louls” own
Natasha Bahrami of hosts the renowned gin showease. Beyond the festival,
there’sa af events, from hapgy howrs to gm-patring dinners to the al-day zin
1asting extravaganza.



Whiskey in the Winter 2023

 Expansion of the ‘Dining’ category

 Sweepstakes promoting local whiskey Lo ANNUAL

festival WHISKEY

« 300+ sponsor opt-ins i

* Lead-gen: WINTE‘R

ST.LOUIS WHISKEY FESTIVAL
DECEMBER 9, 2023

 What part of the event are you most
excited about?

« How did you hear about this year's
event?

» 483 opt-ins for Spirits Newsletter
 Used extra chances!



Hamilton Hospitality: Winnie's Wine
Bar Happy Hour Giveaway

* Using promotions to grow multiple lists in
the same category

BENEFITING LIFT FOR LIFE GYM

« Sweepstakes promoting Microfest and
local restaurant

« 650 sponsor opt-ins

* Lead-gen:

: o HAMILTOM /
« How do you typically hear about new . hospitd "“/

restaurants?

* 400+ opt-ins for Spirits Newsletter

* Nearly 400 opt-ins for Dining In and Dining
Out Newsletters



Other Categories




Saint Louis Symphony Quiz +

Giveaway

* Used to grow Culture Newsletter Audience

* Quiz promoting the SLSO collaboration with
Natalie Merchant

» 302 Culture Newsletter opt-ins
» 281 sponsor opt-ins

» 25% of entrants followed sponsor on Instagram
(extra chance)

 Lead-gen:

* Which type of concerts are you most interested in
attending?

* What motivates you when deciding on seeing a show?

 Revenue: $3,000

FINALIST

Second Street

~“AWARDS

An Evening with

Natalie

Merchant' ji&

G

\ // q
June 22

at Stifel Theatre

SSle



The Muny Sweepstakes 2023

FINALIST

Second Street

~AWARDS

Used to grow Culture Newsletter Audience
‘n'je
MUNY
2023

105™ SEASON

Sweepstakes to win tickets to The Muny
940 Culture Newsletter opt-ins
1,366 sponsor opt-ins

26% of entrants followed sponsor on Instagram
(extra chance)

Lead-gen:

* Which musical show are you most excited about?

 What motivates you when deciding on seeing a show?

Revenue: $3,000



Gateway Arch Park Foundation |
Winterfest 2023

* Used to grow Family Newsletter Audience

 Sweepstakes to win tickets to the Gateway Arch
Park Foundation Winterfest

« 396 Family Newsletter opt-ins
431 sponsor opt-ins

 Lead-gen:

* Did you know that you can enjoy free holiday-themed karaoke
each Friday in December at Winterfest?

* Did you know that Winterfest ends with a free, family-friendly
New Year's Eve celebration that features a DJ, fire dancers, a
deluxe photo experience, and spectacular fireworks?

* Gateway Arch Park Foundation offers exclusive benefits for its
members who help support their mission. Which membership
benefits are you most interested in? (Check all that apply)



$5,000 Sweepstakes Win Groceries

for a Year

* Not sponsored

* Use to grow multiple
newsletter lists

e Opt-ins
« 292 Travel Newsletter
» 283 Dining Newsletter
« 253 Family Newsletter

“oR A \(FJ"QL

1 A L
L




What promotion can grow

virtually ANY audience?




'BEST OF’

BALLOTS




A-List 2023

Results

* Rotating Opt-ins:
« 2,621 for Family Newsletter
e 2,525 for Travel Newsletter
« 2,057 for Spirits Newsletter

* Revenue: $288,000
¢ 27% Increase YOY

,,,,,

ARTS +
ENTERTAINMENT AUTOMOTIVE

FOOD+

beauty DRINK

HEALTH + HOME +
WELLNESS GARDEN

shopping -
+services weddings

FINALIST
Second Street
.-QAWARDS

\ 2023 ’



A-List 2023

* Inbound leads

« Grow prospect list passively as

your ballot runs

 Graphics package

e 'Best of’ email list

* Each list uses a form to

collect opt-ins and any other

needed info

FINALIST

Second Street

~“AWARDS

ssssssssssssssssssssss

SHOW YOUR Stiouis

o ()

SHOW e
YOUR g Sesawaies
SUPPORT! 3§ Mi==e?

Download A-List A-List Marketing Tips Subscribe to A-List
Graphics Utilize these social media, email, and in- Emails

5 busi duri b % person marketing tips to promote your si A = 1 ils with
Promote your business during the voting business during the voting round. Sign up to receive occasional emails with

round with these free social media graphics important A-List info for local business
and printable poster. wners

Sign up to receive occasional emails with important A-List information pertaining to local business owners.

Email *

jfoley@uplandsoftware.com

Sign me up for A-List info



Replicating the Strategy
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DINING OUT

This newsletter is presented by

A MESSAGE FROM DINING EDITOR GEORGE MAHE

We'd bet an 84-pound wheel of Parmigiano Reggiano that most St. Louisans have
patronized at least a handful of local Italian restaurants. In a “Best Italian Restaurants”
feature in SLM's August issue, we highlight dozens of the, in four categories—Casual,
‘Weekend Outing, Date Night, and Fine Dining—along with an overview, our
recommendations, and insider tips for each. Many St. Louisans are already calling this
article “a keeper.” The issue (featuring Top Doctors) is on newsstands now. Grazie mille!

* All have sponsorship
opportunities

Know someone who would like this newsletter? Share this link with them to direct them
to our newsletter subscription page.

Bite-Size Bits

HOT SPOT

Pig & Whiskey Event This Weekend
The second annual Pig & Whiskey festival takes place from Friday night through Sunday
outside of Schlafly il ks (7260 ) in )l d. What's being billed as
“the biggest block party Maplewood has ever seen” includes food from renowned local
barbecue joints, Whiskey Row, live local and national music on two stages, a vendor
village, activities for kids, and, perhaps most i cooling zones. Barb vendors
include BEAST Craft BBQ, Bootleggin', Navin's, Pappy’s, Stellar Hog, and Sugarfire,
among others. Beverage options include craft cocktails and spirits from Bulleit Bourbon,
Crown Royal, George Dickel, local distiller Switchgrass Spirits, as well as multiple
offerings from event co-sponsors Schlafly Beer and Jack Daniel’s. Musical acts include
local legends Murphy Lee and Kyjuan, as well as Bone Thugs-N-Harmony, Grace Potter,
and Everclear. Admission is free, VIP tickets are available, and bringing dogs is
discouraged due to the heat. For more information, click here.

INSIDER TIP

* All come from a ‘real person’

on their team

* All use promotions for growth

Pedal the Cause
Every August, Pedal the Cause engages dozens of St. Louis area businesses in a one-day
give-back event called A World Without Cancer Day. On August 4, more than 9o St. Louis
area restaurants and retailers (the most ever) will donate a portion of that day’s sales to
support Pedal the Cause to help fund innovative cancer research at Siteman Cancer Center
and Siteman Kids at St. Louis Children’s Hospital. Participating restaurants include Basso,
Bowood by Niche, Companion/Ladue Taco, Napoli restaurants, Pastaria, Peacemaker and
Sidney Street Café, Sugo’s, and Taco Buddha, among many others (listed here). “Like too
many families, my family has been touched by cancer,” says Qui Tran, owner of Mai Lee
and Nudo House. “Giving back and supporting cancer research is our way of doing
something about it. Pedal the Cause is a St. Louis organization that is making a real impact
in the fight against cancer, and we are very proud to support them.” Held in Chesterfield
on September 23 and 24, the Pedal the Cause bicycle ride features eight course options (six
road, two gravel), its signature Spin Zone, a virtual participation option, and a Kid’s
Challenge.




of subscribers who sign
up through promotions stay

on the list for at least 1 year




How can you see the same

success?




Run Promotions

» Once you've determined the n
lists you want to grow, focus on
running promotions that serve
that audience!

FOOD v/FIGI'I‘I'
Sl

* Dining

e Sports

* Travel

* Arts and Culture
* Family/Parenting



List Hygiene

* No pre-checking

* Filter out unengaged email
address regularly

* Continuously grow and gain
more value with promotions




Sales Training

* Train the team to be able to
communicate value of
opens/clicks vs. list size

 Don't apologize about the size

of your list

* Own and understand the value

* Provide training resources



Sales Training

* Create a confident sales team
e Less is more!
* Follow-up
 Train advertisers on the value
proposition
* The goal is to sell out of inventory!

* Look for more inventory
opportunities

 Train on selling in complementary
categories




StLouis

Re-Engagement Campaigns

lOTH ANNUAL

- Create a campaign WIICIMTER

ST.LOUIS WHISKEY FESTIVAL

* Target users who haven't ‘ |
Clleed OI’ Opeﬂed fOI’ O deflﬂed Enter to win two VIP tickets to the sold-out

Whiskey In The Winter festival!

L]
G I I I O u n t Of t I I I l e Whiskey In The Winter—one of the biggest whiskey festivals in the nation

—returns to the Hyatt Regency St. Louis at the Arch on December 9!

Enter to win two VIP tickets to the sold-out event courtesy of Synergy

° Productions. VIP ticket holders will receive special perks including a
S ( } G S O commemorative Glencairn glass, unlimited whiskey tastings, food and
dessert, access to seminars and interactive elements, and a Golden Ticket

to sample from a mark at the Golden Ticket bar. Prize valued at

vehicle for re-engagement

f ©@W¥in



Takeaways




Identify Areas of Strength




Use Promotions to Grow




Amongst current partners:

4%

Of email database growth
comes from contests &
Interactive content
through Second Street




Survey Readers




Train the Sales Team




List Hygiene




Resources




Q Second Street LAB Product v Company v  Newsletter Sign Up LOGIN LET'S TALK

Topics Case Studies Playbooks Webinars Success Training

Hear From the Experts: Successful

promotions that you can easily
replicate in your market

LEARN MORE

4 “Happy

s e
G

'~ Father's Day

10 Father’s Day Promotions 11 Advertisers to Target for 4 Father's Day Ideas (& Why
to Engage Your Audience Father’s Day They'll Work for You)

and Advertisers by Julie Foley | Second Street by Julie Foley | Second Street
by Julie Foley | Second Street

ANVEDTICEDC TN TADAET | CATUED'C NAV | EATUED!'C NAV | DUNATNA ANNTECT | NINTZ |

lab.secondstreet.com




Target

Tactics

List Hygiene

3-month Active Emails

[Engagement Filtering, Re-
engagement campaigns, AB
60%|Testing of subject i

LL Size of Email Database

Emails as a % of Local Adults

Emails asa%of  [Promotions, Sign-Up Widgets,
Potential Audience |Owned Media,

|A/B Test Subject Lines
25% | Audi i

New Sign-Ups

|A/B Test CTA
%|Content Review

Target engaged non-subscribers
through segmenting

Recurring
Start Date

Cam
Campaign Name
March 2017 Daiy Headines

November 2015 Bithday Rewards
April 2018 Onboarding Series.

October 2015 Weicome emails

September 2015 Contests and Promotions.
July 2017 Broaking News

February 2018 Weekend Best Bets

Subscription Promotion - New

yeoar, old rates. Lock in now
Book Sales Announcement
Book Sales Reminder
Audience Survey 1

Subscription Promotion -
Valentine's Day.

Fobruary

Bridal Fair Announcement

Bridal Fair Reminder

paigns and Series
Typ

YoY Gross Revenue

[Bundle with all sales, Use
10%|Turnkeys as examples

Yoy Net Profit 10%)
|A/B Test subject lines, content and
I ticket sales c 20%offers
Turn on engagement filtering, Turn
improve is Engaged Database Si 60%|on Welcome Emails

Improve renewal

retention

Tur: filtering

Improve event at

|Audience Segmentation

Bithday
Drp

Welcome

Scheduled Newsletter

Triggered Newsletter

Scheduled Newsletter

[Progressive profiling strategy

Require ZAG info on certain
Better Data Targeting [ ZAG C 75%]registrati

[Promotions set-up, asking survey
Better Data Targeting [ Tags and Survey Questions 50%questions

Scheduled Newsletter | Dally

Annual

Weekly, 4 weeks

Local News

Historical Events, Offers
Customer Service

Triggered, Ongoing  Customer Service

As needed

Weekly, Tuesdays _ Entertainment

Local News

Entertainment, Local

Weekly, Thursdays  News

Giickto-open,
web session

Sue Website Traffic, Subscrption Sales | depth 8% 23%
Open rate, r

Bob Branding, Sponsor Revenue revenue 99% 42%

Bob Retention Open rate, chum 99%” 8%
Open rate, chum r

Bob. Retention rate 99% 51%
Clicks and r

Bob Engagement, Sponsor Revenue  conversion o7% 20%
Giickto-open, r
website session

Sue Website Traffic, Subscrption Sales  depth 8% 30%
Giicko-open, r
website session

Sue Website Traffic, Subscrption Sales | depth 20% 22%

lab.secondstreet.com/playbooks/

CampaignName ______Topic _________lOwner ______Goal _____KPl____DeliveryRate _________lOpenRate __ClickRata __| KPI Rosults|____Revenuo|

Sales

Membership Evelyn 15 New Digital Subs __ conversions 98% 18% 4% 17 subs.
ales

Local History Desmond 40 pre-orders conversions 97% 22% 3% 38 orders
Sales

Local History Desmond 25 pre-orders conversions 99% 20% 5% 30 orders
15% response rate from  Survey.

Customer Service Evelyn opens completions 7% 24% 4% 204 completions.
Sales

Membership Evelyn 15 New Digital Subs ___ conversions 98% 19% 2% 12 subs.
Sales

Weddings. Courtney 30 ticket sales conversions 7% 35% 6% 33 sales
Sales

Weddings Courtney 20 ticket sales conversions 7% 3% 5% 16 sales

$2038 annual

e —

o secondsireet

YOUR

S

Sponsorship,
8% Subscription Sales

5% Sponsorship
4% Subscrption

3% Subscrption
4% Sponsorship

Sponsorship,
11% Subscription Sales

onsorship,
5% Subscription Sales

ULTIMATE
EMAIL TOOLKIT

How to Use This Sheet:

Step One

Content Topics

Your Content Topic
Your Content Topic
Your Content Topic
Your Content Topic
Your Content Topic
Your Content Topic

Your Content Topic

Step Two

Content
Volume

O O O O o o o

Revenue and Lifetime Value Worksheet

in values and revenue for your organization below in the right colum

Shaded cells are calculated values and will update automatically.

Email Metrics

Average Email Lifespan
he average length of time your customers' emal adkess lasts before opting out or going
inactive. If you do not know this number, use the general average of 3 years.
Annual Website Sessions From Email

[7he rumber of websit vists or sessions that wero intited from emai. Your webste
tatistics platfornm should be able to provide this. In Google analytics, this is a channel

Pages per Session (email)
he average number of pageviews generated by a session or vist that wha ntited via
emai. This wil be accessible in your website statistics platform. In Google Anaytics, this is
Jviewable in Channel reports.

eRPM
The effective revenue per thousand pageviews on your webste. This woud be (total digtel
ovenue/total pageviews) x 1000

lonth Active emails

The total number of unique emads in your database that have registered for, opened or
lcked on an emad in the past six months.

Annual Sponsorship Revenue from Email
Annual Birthday Campaigns Revenue

$758
$599

$1433 annual

$660

$320

Annual Promotions Revenue

Annual Dedicated Advertiser Email Revenue

Annual Product/Subscription Sales Revenue from Email
Annual Ad Network Revenue from Email

Other email revenue (agency services, etd)

Annual Website Traffic Revenue from Email

Annual ARPU (Average Revene per User)

LIV (Lfetime Value)

Values

0 syenn

0 sorsmsons

0 satpmmiens

$0 sumene

pr—

#DIV/0!
#DIV/0!

Audience
Volume

Step Three (optiona)) Step Four

Advertiser
Interest

Audience
Interest

Net Rank

(lower is better)

o O O o o o o
o © © ©o o o o©

Preflight Checklist

Overall

O Content Goals and Materials Ready
Questions to ask: Call-fo-Action and goals set.
Questions to ask: What's the goal of the email? Do the images and capy clearly reflect the goal?

O Testing and Metrics Defined
Questions to ask: How have previous campaigns done? Do you have a way to track after clicks (Google Analytics, efc.)? Are
you going to set up an A/B Test? Are you unsure about your subject line or content? Do you have time to test?

0 Time, Schedule and Conditions for Sending
Questions to ask: One-time send, recurring, or triggered? When s it appropriate to send? Are there conflicts with other
campaigns? If it's recurring, when is a good time to send? If it's triggered, Is the trigger appropriate to the audience?

Inbox View Appearance

1 Subject Line Written and Checked
Questions to ask: Does it work with the From Label and Preheader? Look for typos. Is the Subject Line aligned with the main
content of the email?

1 Preheader Written and Checked
Questions to ask: Is it updated? Does it work with the subject line? Check for Typos.

1 From Label
Questions to ask:Is it appropriate to the content? Does it work with the subject line (e.g. “News Herald Breaking News ™
allows you to keep your subject lin shorter)?

Message View Appearance
O Mobile First Design
Questions to ask: How does it look on a mobile phone? How does it look on desktop?
O Body Copy
Questions to ask: is it concise? Is it clear and action-oriented? Is there a clear hierarchy? Any typos? Is the Body copy
actual text and not just an image?

Images
Questions to ask: Are: 'Does it link to a landing page?
O Call-to-Action Buttons
Questions to ask: Does it link to the right place? Is the language clear? Are there typos?
I Footer
Questions to ask: Does it include your physical address? Does it include Unsubscribe Links? Does it have the appropriate
disclaimer or compliance language? Are there typos?
1 Spam Filters
Questions to ask: any trigger phrases? Image to text ratio?

Ttext that descrit

O Test Message
Questions to ask: Did you send a test message? Did it work / appear as expected? Can you check appearance in multiple:
email clients?
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Thank You!
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