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Wednesday, September 21, 2005
Workers Waste As Much As Three Hours a Day Reading Poorly Written eMail 

A recent survey by Information Mapping, Inc. revealed that 80% of those surveyed deem email writing skills are 'extremely' or 'very' important to the effectiveness of doing their jobs. The results also showed that approximately 65% of the respondents spend from 1 to 3 hours per day reading and writing emails, with 40% "wasting" thirty minutes to three hours reading "ineffectively" written emails. 

Of the participating companies, nearly 50% had 5,000 employees or more, and more than 80% of those surveyed were of professional and managerial levels and above. Key areas within their job functions include training, documentation, information technology, human resources, general management and operations. 

Among the primary challenges and issues concerning emails that the survey exposed were: 

· Recipient is not clear as to what should be done or how to act on the information 

· Content is disorganized 

· Critical information is missing or hard to find 

· Content is too long, wordy and difficult to read 

Deborah Kenny, IMI's Vice President and General Manager of Learning Solutions, says "It is evident that organizations can greatly improve productivity and performance by helping employees write more effective email communications."

Email Tips From Charles Warner

1. Write using proper grammar.  Capitalize appropriate words—at the beginning of each sentence, proper names, etc.  When you write without using proper capitalization and grammar, you tend to be lazy and self-centered—thinking about what’s easiest for you to type, not what’s easiest for the recipient to read.

2. Don’t use Internet abbreviations such as “lol,” “rut,” “OMG,” etc.  These abbreviations are sometimes OK for instant messages or text messages, but not for emails.  If you use them in emails, you assume recipients know the secret Internet code as well as you do.
3. Don’t use attachments unless absolutely necessary.  Most people hate opening attachments or are afraid of them, and, thus, don’t bother opening them.

4. Don’t ask for return receipts because people hate having to respond.  Trust the Internet.  Asking for a return receipt demonstrates your insecurity and your needs and shows you don’t respect the time of a recipient.

5. Use an appropriate signature.  Virtually email programs have signature functionality, so use it.  A signature should contain your title (if you have one), your address, your phone numbers (mobile and work), and your website link.  A logo of your company is good if you have one.
6. Keep emails concise.  Too many emails run on and on because people don’t take the time to edit themselves, so write in short paragraphs, not in one long paragraph, which makes emails hard to read and digest.
7. Edit.  Never send an email without editing it.  Read it over carefully once you have written the email and take out unnecessary words, correct the spelling and grammar, capitalize, break it up into paragraphs.  Edit out redundancies (we all have a tendency to repeat ourselves to make a point).

8. Don’t use senseless or silly salutations.  Best to recipient’s first name, i.e. “Charlie – Thanks…”

9. Never “Reply All” unless absolutely necessary.  Needless “Reply All” emails are spam. Too many emails are needless responses, such as “Thanks.”  If an email doesn’t require a response, don’t give one. 
10. Emails are forever.  Remember, emails are saved on your hard drive and on the servers of your email supplier and, therefore, are permanent.  Don’t write anything in an email that you wouldn’t want the government or your company/organization to know about.  This warning includes use of indecent language.  Some corporate email programs filter out indecent language (certain swear words).  Keep your emails clean, or suffer the consequences.
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Choose Your Words Wisely

by Jack Loechner, November 24, 2013
A recent study by MailChimp, is prefaced by saying that people quickly scan the subject lines in their inbox before deciding which messages are worth their time and attention. With so much pressure on the subject line to entice the potential reader, the study was designed to determine how much of a difference a single word can make in a campaign’s open rate.

Approximately 24 billion delivered emails with subject lines composed of approximately 22,000 distinct words were studied, looking at subject lines both in general and within specific industries. The numbers presented are standard deviations from the mean open rate for a user/list. Words with positive impacts resulted in increased open rates, and words with negative impacts hurt those same rates. It’s important to know, says the report, that a standard deviation is a standardized measurement of how much something deviates from the average value.

The analysis found that personalization does indeed increase open rates. One of the most interesting findings is that, though the use of both first and last names in a subject is less common, it has the largest positive impact on open rates.

Name Personalization (Impact on Open Rate; in Standard Deviations)

· First and last name      0.33

· Last name only            0.17

· First name only           0.09

First name personalization is used much more frequently than last or full names. The study focused on industries where the impact was significant, and found that there are several industries where use of the first name has a large positive impact. The most surprising finding, however, is that first name personalization has a negative impact on open rates for the legal industry.

	First Name Personalization in Selected Industries Impact on Open Rate in Standard Deviations

	Industry
	Standard Deviation

	Government
	0.92

	Creative services/agency
	0.45

	Politics
	0.30

	Computers and electronics
	0.28

	Hobbies
	0.26

	Software and web apps
	0.20

	Non-profit
	0.18

	Arts and artists
	0.17

	Entertainment and events
	0.16

	Retail
	0.14

	Education and training
	0.13

	Marketing and advertising
	0.13

	Business and finance
	0.11

	Legal
	- 0.11

	Source: MailChimp, November 2013


Including “free” in the subject line entices potential readers to open the message, but not always, says the report. Using “free” in a subject was found to be positive and statistically significant for certain industries, it was smaller when looking at all industries on a higher level. Interestingly, use of the word “freebie” was found to result in a much larger increase in open rates.

Free vs. Freebie (Impact on Open Rate in Standard Deviations)

· Freebie       0.26

· Free            0.02

The top level results suggest that using “free” doesn’t have a large impact, but at the industry level people in the medical, retail, and travel industries should avoid using the word “free,” and restaurant and entertainment industries can certainly benefit from it.

	Use of Free in Select Industries (Impact on Open Rate in Standard Deviations)

	Industry
	Deviation

	Recruitment and Staffing
	0.45

	Restaurant  % Venue
	0.11

	Beauty and Personal Care
	0.11

	Arts and Artists
	0.08

	Music and Musicians
	0.07

	Entertainment and Events
	0.07

	Ecommerce
	0.06

	Education and Training
	0.05

	Media and Publishing
	0.04

	Retail
	-0.04

	Business and Finance
	-0.09

	Medical, Dental and Healthcare
	-0.15

	Real Estate
	-0.15

	Travel and Transportation
	-0.25

	Source: MailChimp, November 2013


Attention-grabbing words like “urgent” and “important” resulted in open rates that were much higher than normal.

Words That Imply Time Sensitivity
Impact on Open Rate (Standard Deviation)

· Urgent               0.79

· Breaking            0.68

· Important          0.55

· Alert                 0.31

Source: MailChimp, November 2013
Recipients are much more intrigued by announcements and event invitations than cancellations and reminders. It would appear that repeated reminders and cancellations don’t pique their interest quite as much.

Announcements, Invitations and Cancellations
· Announcement    0.46

· Invitation            0.34

· Invited                0.34

· Announcing         0.32

· Invite                  0.28

· Invites                 0.28

· Announced           0.26

· Announces            0.21

· Announce             0.21

· Reminders            0.12

· Announcements    0.10

· Reminder             -0.29

· Cancelled            -0.40

Source: MailChimp, November 2013
It might make sense that people don’t open emails about cancelled events. Sometimes the title says it all. What the study found is that using “cancelled” in subject lines is negative whenever the impact is significant, except for in the restaurant industry, where recipients seem more interested in reading on.

	Use of Cancelled in Selected Industries

	Impact on Open Rate (Standard Deviations)

	Restaurant and Venue
	0.41

	Sports
	-0.24

	Agriculture and Food Service
	-0.32

	Government
	-0.33

	Religion
	0.38

	Non-Profit
	0.39

	Media and Publishing
	-0.40

	Education and Training
	-0.47

	Beauty and Personal Care
	-0.51

	Health and Fitness
	0.57

	Hobbies
	0.92

	Arts and Artists
	-0.94

	Business and finance
	-0.99

	Social Networks and Online Communities
	-1.16

	Professional Services
	-1.17

	Source: MailChimp, November 2013


Words related to charitable actions and donations had a negative impact on open rates. Although all these words negatively impact open rates, “donation” had the most negative impact. “Helping” had the best impact, though it can obviously be used in more contexts.

	Words Associated with Charity

	 
	Impact on Open Rate (Standard Deviations)

	Helping
	10.12

	Fundraising
	0.13

	Raffle
	-0.14

	Fundraiser
	-0.17

	Charity
	-0.18

	Donate
	-0.56

	Source: MailChimp, November 2013


Frequently used word pairs often have significant impacts on open rates. Sometimes two words can provide context that a single word can’t convey. We thought it would be interesting to see how some of these word pairs perform. People love to be thanked. And, campaigns about current events, like natural disasters and political issues, have higher open rates than normal. And recipients don’t like to be asked to sign up for anything, and they really don’t like being told they’re missing their last chance to get something they’ve already been emailed about, notes the report.

	Frequently Used Word Pairs

	 
	Impact on Open Rate (Standard Deviations)

	Thank you
	0.57

	Supreme Court
	0.51

	Appeals Court
	0.32

	Hurricane Sandy
	0.19

	Sneak peek
	0.08

	Sign up
	-0.18

	Breast cancer
	-0.27

	Last chance
	-0.45

	Source: MailChimp, November 2013


Concluding, the report says that any of these results can be applied to campaigns in a straightforward way. For example, these things are likely to increase open rates:

· Personalizing subjects

· Marking appropriate emails as urgent

· Thanking your recipients

And, choosing words wisely when soliciting donations or reminding your recipients of upcoming events can minimize the number of unopened emails. The more interesting takeaway, says the report, is that a single word’s presence can dramatically alter the likelihood that readers will open emails. The content of the message is really what determines which words you use, but with so few words in a subject line, each one matters quite a lot.
MAIL CHIMP

Email Marketing Subject Line Comparison

Study of Best and Worst Open Rates on MailChimp

People who are new to email marketing often ask us, "How should I write my subject lines so that more recipients will open my emails?" In order to answer that question, we recently analyzed over 40 million emails sent from customers through MailChimp, and found the ones with the highest open rates and the ones with the lowest open rates. Then we pulled 20 from each pile and put their subject lines in a side-by-side comparison. The "highest" open rates were in the range of 60%-87%, while the "lowest" performers fell in the dismal 1%-14% range. Do you see a pattern below?

	Best Open Rates (60%-87%)
	Worst Open Rates (1%-14%)

	1. *|LIST:COMPANY|* Sales & Marketing Newsletter

2. Eye on the *|LIST:COMPANY|* Update (Oct 31 - Nov 4)

3. *|LIST:COMPANY|* Staff Shirts & Photos

4. *|LIST:COMPANY|* May 2005 News Bulletin!

5. *|LIST:COMPANY|* Newsletter - February 2006

6. *|LIST:COMPANY|* Newsletter - January 2006 [ *|FNAME|* *|LNAME|* ]

7. *|LIST:COMPANY|* and Other Company Name Invites You!

8. Happy Holidays from *|LIST:COMPANY|*

9. ATTENTION *|LIST:COMPANY|* Staff!

10. ATTENTION *|LIST:COMPANY|* West Staff!!

11. Invitation from *|LIST:COMPANY|*

12. *|LIST:COMPANY|* Jan/Feb 2006 Newsletter

13. Website news - Issue 3

14. Upcoming Events at *|LIST:COMPANY|*

15. *|LIST:COMPANY|* Councils: Letter of Interest

16. *|LIST:COMPANY|* Coffee Exchange - Post-Katrina Update

17. We're Throwing a Party

18. October 2005 Newsletter

19. *|LIST:COMPANY|*: 02.10.06

20. *|LIST:COMPANY|* Racing Newsletter
	1. Last Minute Gift - We Have The Answer

2. Valentines - Shop Early & Save 10%

3. Give a Gift Certificate this Holiday

4. Valentine's Day Salon and Spa Specials!

5. Gift Certificates - Easy & Elegant Giving - Let Them Choose

6. Need More Advertising Value From Your Marketing Partner?

7. *|LIST:COMPANY|* Pioneers in Banana Technology

8. *|LIST:COMPANY|* Moves You Home for the Holidays

9. Renewal

10. Technology Company Works with *|LIST:COMPANY|* on Bananas Efforts

11. *|LIST:COMPANY|* Update - A Summary of Security and Emergency Preparedness News

12. Now Offering Banana Services!

13. It's still summer in Tahoe!

14. *|LIST:COMPANY|* endorses Successor Company Name as successor

15. *|LIST:COMPANY|* Holiday Sales Event

16. The Future of International Trade

17. *|LIST:COMPANY|* for your next dream home.

18. True automation of your Banana Research

19. *|LIST:COMPANY|* Resort - Spring into May Savings

20. You Asked For More...


* Study only included campaigns sent to at least 100 recipients.
Observations

On the "best" side, you'll notice the subject lines are pretty straightforward. They're not very "salesy" or "pushy" at all. Heck, some people might even say they're "boring." On the "worst" side however, notice how the subject lines read like headlines from advertisements you'd see in the Sunday paper. They might look more "creative," but their open rates are horrible. It's as if those email marketers assumed that subject lines have to jump off the screen and "GRAB THE READER'S ATTENTION!" or something. Unfortunately, most people get so much junk mail in their inbox, anything that even hints of spam gets thrown away immediately.

Setting Expectations
So does that mean your subject lines should be really stale and un-creative to get high open rates? We don't think so. In our study, we actually saw some campaigns that used more "creative" subject lines (like the ones on the "bad" side of our table) but they had pretty decent open rates. The difference seemed to be in the expectations that were set for the emails.

For example, email "newsletters" are for "soft-selling." They build relationships with your customers, and they're great if your products have a very long sales cycle. Use them to slowly soften your customers for the sale, or to make them feel really good about your brand. If your recipients signed up for these kinds of emails, don't expect them to be very enthusiastic when, out of the blue, you send an email with a subject line like, "10% Discount! Open Now!" For newsletters, keep your subject lines simple, straightforward, and consistent.

On the other hand, if your subscribers specifically opted in to receive "special offers and promotions" from your company, there's nothing wrong with saying there's a "10% off e-coupon inside." They'll be expecting a "hard sell" from you. It's when marketers send promotional emails to their entire "newsletter" list when things go wrong. The idea is to create a totally separate opt-in list for those who want to receive promotional emails. Furthermore, segment your promotions list into smaller, more focused groups before you send your campaign (don't send an offer for purses and high-heel shoes to the men on your list).

The Secret Formula for Subject-Lines
So what's our advice for email subject lines? This is going to sound "stupid simple" to a lot of people, but here goes: Your subject line should (drum roll please): Describe the subject of your email. Yep, that's it.

Always set your subscribers' expectations during the opt-in process about what kinds of emails they'll be receiving. Don't confuse newsletters with promotions. If your email is a newsletter, put the name and issue of the newsletter in your subject line. Because that's what's inside. If your email is a special promotion, tell them what's inside. Either way, just don't write your subject lines like advertisements.
When it comes to email marketing, the best subject lines tell what's inside, and the worst subject lines sell what's inside.
