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Email Terminology
• Call-to-Action – Part of the email that encourages the recipient 

to do something

• Click Rate – Percentage of subscribers who click on a link in 

an email out of those who receive the email

• Conversion Rate – The percent of subscribers who complete 

the goal of your email message such as signing up for the 

promoted event

• Deliverability – Also known as Inbox Placement, this 

represents the emails being delivered to your subscribers’ inbox 

as intended



Email Terminology
• Inbox Providers – Companies that provide a mailbox to end 

users, such as Gmail or Outlook

• Open Rate – Percentage of subscribers open an email out of 

those who receive the email

• Sender Reputation – Indicator of how inbox providers view 

your email sending reputation

• Spam Complaints – Occurs when a recipient reports your 

email as spam to their inbox provider

• Unsubscribe Rate – Percentage of subscribers who 

unsubscribe from your message



Why email?

3.7 billion 
email users 

around the globe

244.5 million 
email users 

in the US
Statista, 2018 & 2019



https://optinmonster.com/is-email-marketing-dead-heres-what-the-statistics-show/

Why email?



Why email?

• Email goes with us wherever we are

• Mobile email continues to grow

• 78% of opens occurred in the 

first 24 hours 

www.questline.com/benchmarks



The challenge of email

2017

269 billion
Emails sent and received each day

2022

333 billion
Emails sent and received each day

2022 Average

77 Emails
Per person, per day 

https://www.statista.com/statistics/456500/daily-number-of-e-mails-worldwide/



How do you stand out?



Secret to email success

RIGHT MESSAGE

RIGHT PERSON

RIGHT TIME
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Starts with trust
• Email is personal information

• 78% of online users have changed their online behavior due to 

Cambridge Analytica and other data privacy scandals

• How do you establish trust?

https://marketingland.com/most-consumers-believe-online-privacy-is-impossible-survey-finds-263538?

✓ Establish a positive brand reputation

✓ Ask subscribers to opt-in to receive emails

✓ Inform subscribers what you will do with their email address

✓ Protect their personal data



Preference centers
• Ask what type of messages the 

want to receive

• A good preference center will:

– Let the subscriber choose what 

they want to receive

– Collect basic information that you 

can use to send relevant 

messages in the future



Preference centers
What not to do in your 

preference center:

• Ask too many questions 

• Require information they may not 

want to share 

• Ask for a preference you won’t 

honor

• Set expectations you aren’t going 

to follow



OCLC



What types of messages to send?

• Welcome message

• Email newsletter

• Milestone messages

• Promotional emails

• Transactional emails



Welcome message



Welcome message

• Make a good first impression

• Catch subscribers when they 

are most engaged

• Inform subscribers of 

important information

• Ask for their preferences



Email newsletter



Email newsletter
• Establish regular email 

communication

• Build trust

• Answer “what’s in it for me”

• 90% informative, 10% 

promotional

• Promote your website and 

social channels



Milestone messages

• Messages celebrating your 

subscribers

– Birthday messages

– Anniversary messages

– Accomplishments



Milestone messages

• Show your subscribers you 

care about your relationship 

with them

• Establishes a positive feeling 

toward emails from your 

brand

• Use automation to help 

easily send these messages



Promotional emails



Promotional emails

• Focus on one call-to-action

• Create a visual hierarchy

• Easy to read copy

• Eye-catching subject line

• Mobile-friendly design



Transactional emails



Transactional emails

• Use a recognizable “From” 

name

• Identify the purpose

• Show brand personality

• Personalize



How to create content
• Start with reasonable expectations

• Repurpose!

– Blog posts

– Social posts

– Press releases

– Website content

– Library promotional materials

• Stay true to your brand—emails should look, sound, and feel like your 

other library materials



A/B test your messages

• What should you test?
– Subject line

– Message content

– Imagery

– Call to action

– “From” name

– Send time and day

• Test only one element at a time



Secret to email success

RIGHT MESSAGE

RIGHT PERSON

RIGHT TIME



Which message is better received?



Personal expectations

• Consumers expect content to 

feel tailor-made for them

• The brand should “know” them

• Don’t want to go too far (goes 

back to setting expectations) 



The Age of Personal Experiences



Segmentation

• Every mail does not apply to everyone

• No more ‘Batch and Blast’

• How to segment?

– On the preferences they select

– On basic information you 

have on subscribers,

if appropriate

– On behavioral actions



Dynamic content

• Dynamic content pulls in subscriber information to help 

make the email feel more personal

• Beyond first name, this could be

– Preferred branch location

– Library materials used

– Type of books they most often check out (audio, tablet, actual 

book)



Secret to email success

RIGHT MESSAGE
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Cadence

• Depends

• Things to watch for
– Unsubscribes

– Spam complaints

– Unsubscribe surveys

– Set expectations up front and stick to them

• Create a calendar to plan emails so they are spread out 

when possible

• Use automation where you can



Automated emails
• Behaviorally triggered emails

– Thank you emails

– Welcome emails

– Recommendation emails

• Time-based emails

– Milestone emails

– Reminder emails

• Emails based on Attributes

– Birthday emails

– Anniversary emails



Deliverability

• Inbox placement

• Subscriber engagement

– Positive (clicks, opens, forwards)

– Negative (unsubscribes, spam 

complaints, deleting without opening)

• Sender reputation

– Good list management/hygiene

– List acquisition

– Steady cadence
Sender Reputation Tool and IP Address Blacklist Checker

https://www.senderscore.org/
https://whatismyipaddress.com/blacklist-check


Secret to email success

RIGHT MESSAGE
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RIGHT TIME



How do you do this?

✓ Stay true to your brand

✓ Plan in advance

✓ Re-purpose content where 

you can

✓ Know your subscribers

✓ Keep good data

✓ Automate where possible



Questions?

Lindsey Casto
Digital Marketing Specialist

castol@oclc.org


