
After each newsletter you send, your
first task is to deal with bounced e-
mails. It is tempting to delve right

into your successful newsletter statistics, but it
is important to clean up any errors first. For
now, set aside spam reports, opt-outs, opens,
clicks, and forwards and pay attention to
bounced mail. You want to reach customers
who were expecting your newsletter but did
not receive it. 

All established e-newsletter services pro-
vide information on e-mail that does not
reach its chosen target. Newsletters can
bounce for a variety of reasons. People move
or change their e-mail address without notifying
you, you may have typed in a few addresses incor-
rectly, or your customer's workplace blocks certain
types of e-mail. Bounce lists
also sometimes include away
from desk or vacation notices.
Although your bounce list
should only represent less than
2 percent of your original send,
these numbers will grow as
your list grows. Dealing with all
of these errors can be over-
whelming unless you have a
strategy to use after each
newsletter campaign.

After much trial and error
in dealing with e-mail bounces, I have learned to
concentrate on only one sub-category and to ignore
the rest. You don't want your e-newsletter manage-
ment to eat up precious work time, so you need to
be consistent and purposeful in how you handle
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these chores. In the Constant Contact bounce list,
Undeliverable Mail is usually a temporary problem,
as is Mailbox Full, Vacation, and Other. These

bounces tend to sort themselves
out, and it is usually not worth
your time to try to correct them. I
also no longer try to contact cus-
tomers with blocked addresses. In
the past I have called and left
messages to suggest that cus-
tomers add our address to their
company's acceptable mail list,
but I have had no response to
these calls. 

We are currently ignoring all
bounce lists in Constant Contact

except Non-Existent Addresses. These are addresses
that have been canceled, changed, or contain a
typographical error. You can spend a lot of time on
your bounce list and contact every customer whose
address does not contain an obvious error, or you

Your e-mail newsletter provider will provide you with valuable statistics for each
newsletter you send.
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can use a timesaving strategy:
In Constant Contact and most

other services, Bounce lists are pre-
sented in sign-up date order. Click on
each address and look at the sign-up
date. If it is earlier than the previous
month, open E-mail History and see
if the customer has opened any of
your newsletters within the past three
months. If not, this is an inactive cus-
tomer who has received your newslet-
ter the current month and has chosen
not to open it. Go back to the previ-
ous screen and mark the customer for
removal. You can double check that
he has been receiving your e-mail up
until the current bounce by opening
Bounce History. If you are properly
dealing with non-existent addresses
each month, this window will reveal
that only the current newsletter has
bounced. 

This customer should not stay on
your list. Do not mark the customer
for the permanent Do Not Mail list
or you will not be able to add him
back in the future should he contact
you again. If you find that your cus-
tomer has opened your newsletter
within the last three months but now
has a non-existent address, save this
name so that you can call the cus-
tomer and ask if he would like to
update his address. Most customers
won't do this on their own, but if you
leave a message offering to update it for them, interested
customers will often respond. 

Move down your non-existent address list until you
get to customers with sign-up dates within the past month.
Look closely for typos in this group. Check for spelling
errors against your POS database or your sign-up list. Fix
any typos, save the corrected addresses, and make a list of
these addresses to use to put together a re-send of your cur-
rent e-mail. These are new subscribers who may be antici-
pating your newsletter, especially if it contains a discount
offer. These new sign-ups are so important that we call
each one we cannot contact by e-mail. We want our cus-

tomers to know that if they sign up for our newsletter and
monthly coupon, we are reliable and will send it to them
in a timely fashion. 

Once you have cleaned up the errors, go to your most
recent newsletter and click on Resend Options. Paste in a
list of the corrected e-mail addresses under Enter E-mail
Addresses, and choose Send Now. The system will attach
the proper name to each corrected e-mail address. Using
this strategy for correcting bounced mail should take less
than an hour each month.

Now I suggest attending to two more housekeeping
details. Spam Reports are annoying in that you wonder

This graph shows number of e-mails sent, number bounced, open rate, and click-through rates in comparison with
industry averages.

Click through statistics for one newsletter. Note the increased interest in two artists and in the coupon offer.



24 PFM March 2011

why a customer might flag your newsletter as
spam, but after you send newsletters on a regular
basis you learn that some recipients prefer to
report spam rather than simply unsubscribe.
Spam Reports should be small percentage of your
results. Most e-mail services provide spam reduc-
tion guides. Sending mail too often is listed as a
frequent reason recipients report mail as spam. If
you honor your commitment to those who sign
up for your newsletter and provide timely, educa-
tional, and interesting content, you will have very
little problem with spam reports and few opt-
outs. Some opt-outs happen after each e-mail.
People move or change addresses
and opt out. Proper list manage-
ment can lessen spam reports and
opt-outs. Remember that high
bounce rates (above 3 percent)
reflect the quality of your permis-
sion-based list. Learn how to clean
your list by eliminating subscribers
who do not open your mail on a
regular basis.

Evaluate your statistics after each newsletter
you send and you will begin to see trends. Learn
what is normal for you and for the industry and
then work to better your own results. Now that
you have taken care of housekeeping chores, you
are ready to learn from your e-mail statistics and
interpret your results.

Open Rates
When looking at Open Rates, ask yourself if this
particular newsletter performed better or worse
than previous ones. Seasonal changes, subject lines, time
sent, and the age of your list can influence Open Rates.
Experiment with subject lines, days of the week, and time of
day. However, in the framing industry, the best open rates
are for newsletters that consistently deliver what they prom-
ise—solid original content and, if you desire, a tempting
money-saving offer. 

A new list often gets better open rates because the
newsletter is unique. As time goes on and your list grows,
you may notice a drop off as people change their schedules
and perhaps no longer have a compelling need for framing.
Open rates will reduce as your list ages, so think about
deleting older addresses that do not respond. Clean your list

by asking each current subscriber to opt in again by
responding to a command line at the top of your newslet-
ter. If you do this over three months, you will be left with a
group of interested subscribers who will open your mail.
Your statistics will improve and, as your subscriber list will
be much smaller, you will pay less for services that charge
by the size of your list. Some newsletter services also pro-
vide a way to automatically delete subscribers who have not
opened your newsletter within a certain time period.

Click Through Rates
Click-Through rates represent the number of readers who
find your newsletter interesting enough to click on links

Social Networking Reports give statistics on how many people clicked on Facebook or Twitter links in your mail.

Inclusion of this image in a recent newsletter resulted in several immediate sales of the art. Click-
through rates on this image predicted these sales.

Links to newsletter coupons on your website are one way to increase business through e-mail newsletters.
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within your newsletter. Most of these links should go
directly back to your website, where you will provide more
in-depth content and perhaps a special offer. By looking at
your Click-Through rates, you can learn what is popular at
your shop and capitalize on it. If, for example, you learn
that people consistently click through to learn more about
a certain artist, you can tailor your other forms of advertis-
ing to reach more people in your area who also might be
interested in this artist. You might see that if the artist's
name is in some of your future newsletter subject lines,
that those newsletters get better open rates. You can even
download a list of subscribers who clicked through to this
artist and send targeted mail directly to them with more
information about the artist, show announcements, new
editions available, or promotions. You will also learn what
is not popular, and you will not waste future advertising
dollars on promoting items that will bring you little return.

Forwards
Forwards are a big bonus on your newsletter results page.
Forwards are a report of subscribers who find your newslet-
ter so valuable that they forward it on to a friend. Now you
have a new reader who will probably sign up for your
newsletter because a friend recommended it. And you may
gain a new customer. Make it easy for this potential cus-
tomer by including a sign-up link in each newsletter.

Social Networking Stats
Social Networking Reports give statistics on how many
people clicked on Facebook or Twitter links in your e-mail.
Some services also tell you who clicked “Like” on your
business Facebook site after clicking through from your
newsletter. I now direct Constant Contact to post my
newsletter to Facebook, Twitter, and LinkedIn directly after
it is sent. By using social networking, you can, with very
little effort, spread your newsletter content without resort-
ing to any form of e-mail spam. 

Example Statistics
Having a bar to measure against will give you a good idea
of your performance in comparison to similar industries.
According to Constant Contact, the statistics for Art Gal-
leries and Museums are as follows: 
• Open Rate, 21 percent
• Click Through Rate, 10.6 percent 
• Bounce Rate, 6 percent
• Opt-Out rates should be below 5 percent

• Spam reports should be under 2 percent. 
In general, good open rates of 20 percent or more and

click through rates of 10 percent or more are produced by
well designed newsletters that are targeted for their opt-in
audience or those that bear incentives. If you combine a
media-rich, educational newsletter with a coupon or other
special, your rates should exceed the averages.

Remember the Bottom Line
Now that you know how to interpret your results, look at
what really counts, your bottom line. Subscribers can open
and even click through to your site without making a pur-
chasing decision. They may visit your site for 10 minutes or
for one second. The important question is, do your
newsletters bring in business? We measure our success by
the number of framing coupons the newsletter brings in
and the dollar amount spent with each. We bring in a sig-
nificant amount business with each monthly coupon. As
the coupon can only be reached on our site through the
newsletter, we know that all coupons being redeemed are
brought in because of the newsletter. 

We also measure how many pieces of art we sell after
promotions of new editions by particular artist, and we
measure offers for immediate result. For example, we did
not do as well with our gift certificate promotion this year,
but we did sell a handful in the week before Christmas
directly after we sent the announcement. The time to pro-
duce the newsletter promotion was about an hour as we
duplicated it from last year's promotion, making simple
adjustments. In the week following a December newsletter
announcement of a new edition by a popular artist, we sold
three framed triptychs and several matted editions as gifts.
As this new edition was only promoted via newsletter, we
know it brought in buying customers.

Statistics are important, but the volume and amount of
profit that each newsletter brings in are the most important
indicators of your newsletter campaign's success. Measure
what works and learn from it.  ■
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