
Are They Open to Open?
Techniques to Increase Email Read and Click Rates



What we’ll cover to help you increase your open and click rates:

Getting the Read
Best practices for increasing email open rate. 

Getting the Click
Best practices for increasing click rate on your content.

Optimizing  
A/B testing methods to define the best best practices.

Measuring  
Using reports for tracking outcomes.

Bonus Content
Designing emails for accessibility.



If you learn ONE thing from this, it’s…

Best practice isn't a gimmick!
Implementing email best practices isn't the marketing 
department just trying new ideas. It's doing the right 
things in a way that will protect your ability to reach the 
inbox and moving the needle on your engagement in a 
meaningful way.

Best practice is the lifeblood of your 
most effective marketing channel.
Not following industry best practices can damage your 
deliverability to the inbox. Blacklisting, sender reputation 
loss, and a drop in email engagement can happen quickly, 
and recovery can take a long time.
Think long term by allowing best practices to guide your 
email designs, steer you away from shortcuts, 
and maximize your deliverability to the inbox.

OK, that's really two things.



If you learn ANOTHER thing from this, it’s…

Audience has the biggest 
impact on read rate/open rate
No two service areas are the same, in fact, it’s not 
uncommon to find a dominant demographic existing 
between branches even. These, among other things, can 
influence willingness to open certain types of emails. 
Thus, any increase in open rate on any email is good.  

Email type also impacts read rate
Some emails will naturally draw more interest than 
others. Transactional/Operational emails like an overdue 
notice tend to get a higher read rate than a newsletter 
since they relate to the patron’s account. 



Getting the Read



Four areas of focus for read rate improvement:

Image source: https://www.pexels.com/ or https://unsplash .com/ 

Timing
Sending when patrons are most likely checking email.

Inbox
Standing out from the clutter and avoid the junk box.

Content  
Providing information that’s relevant to your audiences.

Design  
Creating an email that makes engagement easy.

Be sure you’ve “TICD” all four boxes 
to increase your open rates!



Timing: Send when patrons are most likely checking email

You have 40 seconds…
to capture the average adult’s attention before they 
change tasks on their screened device.* So, sending an 
email when patrons are more likely to be checking their 
inbox will help increase read rates.

Try sending emails on a day and 
time with high average read rates:

● Good days to send: Monday-Wednesday**
● Good times to send: 9 AM-12 PM local time** 

Sources: *https://www.apa.org/news/podcasts/speaking-of-psychology/attention-spans **https://blog.hubspot.com/market ing/best-time-to-send-email  Image source: https://www.pexels.com/ or https://unsplash.com/ 

Note: The above days and times have shown to produce 
good open rates across industries but are not meant to 
be the rule. Experiment to find the best send schedule for 
your library. See “Optimizing” section about A/B testing. 



Timing: Send when patrons are most likely checking email

The time is right…
for using artificial intelligence. Get your email into the 
inbox at the right time, automatically.  

By activating the send time optimizer, the system will 
determine the most effective time to send your emails on 
a per-person basis. 

Note: This feature is found in the “Schedule” settings for 
your Marketing emails. It is suggested to try this feature 
after having given the system some data to work from. 
Do this by first sending your newsletter at least 6 times 
on a consistent day of the week with a consistent send 
time, then try the feature. 



Inbox: Stand out from the clutter

Make a good first impression
It’s important to apply tactics that will help your email 
stand out from the rest. A good subject line is the most 
important.

Try these best practices:

● Subject line tester: checks for SPAM words that may land 
your email in the junk folder - sendcheckit.com/email-
subject-line-tester

● Short, simply worded subject lines: Up to 50 characters
● Put the important words first
● Use the “Preheader Text” field: Under the Subject Line 

field – use 85-100 characters – adds text after subject
● Direct, actionable subject lines: “See what’s happening at 

the library” (try, learn, join, make, come, look, find)
● Personalization in the subject line: “See what’s 

happening at the library, {contactfield=firstname|friend}”
● Question as a subject line: “Have you tried our ???”
● Teaser subject line: “You won’t want to miss this” 
● Emoji in the subject line: emojipedia.org for free emojis
● Name in the “From” line: “Advanced” tab in email builder 

– “XYZ District Library - Jan Phillips”

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Inbox: Avoid the junk box

Don’t annoy the algorithm
It’s important to apply tactics to both your subject lines 
AND email body that will help get your email into the 
inbox versus the junk box. Remember, the algorithm is 
always watching!

Try to avoid the following:

● SPAM trigger words: 

Image source: https://www.pexels.com/ or https://unsplash .com/ 

● Linking to sketchy websites: check its reputation first with 
global.sitesafety.trendmicro.com

● Typing in ALL CAPS
● Typing in CamelCase: This Is What Camel Case Is
● Using exclamation points in excess
● Using bright font colors in excess
● Using varying font sizes in excess: 2-3 sizes max
● Using more images than text or images as the content
● Removing the unsubscribe link from the footer
● Removing the library’s address from the footer
● Allowing bots to join your mailing list: Add a 

ReCaptcha/captcha to your email subscription form   

• Words that make exaggerated claims and promises
• Words that create unnecessary urgency and pressure
• Words that convey shady, spammy, or unethical behavior
• Words that are jargon



Content: Provide information that’s relevant to your audiences

Give them what they want
Content that’s relevant to your patron’s demographic and 
interests will hold more value to them resulting in more 
opens, clicks and in turn, increased patronage.
Relevant content starts by segmenting your audience.

Try segmenting by behavior:
(depending on data availability from the ILS)

● Resources used/not used
● Those who have only used physical vs. digital resources
● Those who visited certain library pages (requires our tracking 

code on your site)

Try segmenting by patron data:
(depending on data availability from the ILS)

● Age: 0-5, 6-12, 13-17, 18-65, 65+
● Patron type/code/category: adult, teen, child
● Card type: teacher, student, resident, non-resident, etc.
● Library branch
● Anniversary date
● Birthdate
● Expiration date

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Design: Create an email that makes engagement easy

Put yourself in their shoes
If a newsletter you receive has excessive text or is difficult 
to follow, would you open it the next time you got it? 
Maybe not. To help increase future email opens, give your 
patrons an easy email experience today. 

Try making it skimmable:
● Use defined body sections - dividers and white space
● Use section headers and subheads
● Follow a “Z” and/or “F” visual hierarchy (examples on 

next slides)

Try keeping it simple:
● Use only a few body sections
● Keep body copy short (2 lines) - use a hook then send 

to the websitefor more info
● Use one CTA (call-to-action) per body section

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Design: Create an email that makes engagement easy

Example of a “Z” layout - a natural reading pattern

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Design: Create an email that makes engagement easy

Example of an “F” layout - a natural reading pattern

Image source: https://www.pexels.com/ or https://unsplash .com/ 

You can use a 
combination of 
both Z and F



Getting the Click



Click rate: A general measure of interest

“Click rate” in your system refers to “click-through rate”. 
These are clicks on your email content. A click rate of 
around 2.4% is the industry average for non-profit 
services in general.* We can shoot for that or higher. 

Metrics that guide content creation 
toward a higher click rate:

● Individual link click rate (see example)
● Asset download rate
● Post-click behavior via Google Analytics or the like

Lean into click rate improvement
You need a good open rate to know you’re keeping your 
patrons informed but more importantly, you need a good 
click rate to know you’re providing content they care 
about, that they are more likely to take action on.

Source: * https://knowledgebase.constantcontact.com/articles/KnowledgeBase/5409-average-industry-rates?lang=en_US  Image source: https://www.pexels.com/ or h ttps://unsplash.com/ 

Note: Just like with open rate, the type of email can impact 
click rate. I.E. an overdue notice won’t necessarily be 
clicked.



Guess what?! Read rate improvement tactics impact click rate too:

If you’ve “TICD” all four boxes…
You may see an increase in opens and in turn, CLICKS.

Timing
Send when patrons are most likely checking email.

Inbox
Stand out from the clutter and avoid the junk box.

Content  
Provide information that’s relevant to your audiences.

Design  
Create an email that makes engagement easy.

Image source: https://www.pexels.com/ or https://unsplash .com/ 



If you build it [right], they will come
Beyond making a skimmable and simple layout, there is a 
range of email design tactics that can help make the 
click-decision easier as well as appealing for your patrons.

Try these best practices in your design:

● Personalization in the email headline (inside the email): “Check 
out these great library events, {contactfield=firstname|friend}”

● Write short, concise headers and subheads
● Focus on benefits more than features in body copy
● Include only a few CTAs (call-to-action)
● Use clear, direct CTAs: “Click to register,” “Download your 

reading tracker” 
● Even better, use 1st-person voice: "Sign me up!" 
● Use button CTAs vs. linked text (use links for minor CTAs)
● Place the CTA on the right side of the email
● Use a button color that contrasts with its background and font 

color
● Use the same link for the picture as with the button
● Use images of people in relevant action to the section
● Use images of people not looking directly into the camera
● Feature images of the library vs. stock images

Design: Specific email design tactics for a click-worthy email

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Design: Create an email that makes engagement easy

Good examples of 
using button CTAs,  
short concise sub-
heads, few body 
sections, as well as “Z” 
and/or “F” patterns



Optimizing



Optimizing: A/B testing methods to define the best best practices

One size doesn’t fit all
Not every patron will open or click, but we can try for as 
many as we can by testing different email elements 
against each other. Find the elements that best trigger a 
desired action with A/B testing.

Try testing one element at a time:

● Subject line with and without personalization
● Send days or send times
● Button CTAs vs. linked text
● And others

Image source: https://www.pexels.com/ or https://unsplash .com/ 

How to nail your testing: Document the elements you’ve 
tested along with the results in a spreadsheet. Keep the 
better-performing element as the new baseline and 
attempt to outdo its performance with something else. 
Rinse and repeat.



Measuring



Are you on the right path?
How do you know which testing variant had the biggest 
impact on your desired patron action? Run a report to 
find out. Check for increases in reads, clicks, downloads, 
or form submissions between email variants. 

Try a canned report:
The “Email Performance Summary Report” in the Reports 
section shows the read rate and click rate per email sent – the 
metrics of choice for most email marketers.

Try a custom report:
● Design a report of your own based on a variety of data 

sources including emails sent, downloadable assets, and 
form submissions

● Use the report builder to create automatic calculations to 
be included in your report (average read rate, total sends)

● Schedule a report to be sent to a specific email address 
on any frequency necessary 

● Work with our Support Team for help creating complex 
reports

Measuring: Using reports for tracking outcomes

Image source: https://www.pexels.com/ or https://unsplash .com/ 



Designing for Accessibility



Designing for Accessibility: You're designing for many impairments

Vision Impairments
Cognitive

Disabilities
Dyslexia

Photosensitive 
Epilepsy

Hearing Impairments

Accessibility Barriers

• Low contrast
• Small text 
• Color-only meaning

• Clutter
• Jargon
• Unclear flow

• Serif fonts
• Justified text 
• Tight spacing
• White backgrounds

• Flashing images
• Animations/GIFs

• Audiovisual content 
without captions

Accessible Design Basics (many covered in prior slides)

• High contrast
• Large legible fonts
• Alt text

• Simple layout
• Plain language
• Whitespace

• Sans-serif or dyslexic-
friendly fonts 

• Left-aligned
• Off-white

• No strobing content
• Motion control options

• Transcripts
• Captions
• Visual Cues

Review accessible design standards on www.digital.gov and/or https://www.w3.org/TR/WCAG21/

http://www.digital.gov
https://www.w3.org/TR/WCAG21/


Foundations of Accessible Design: Color & Contrast

Contrast Color

The Do's

• Use sufficient contrast between text and background 
(WCAG recommends 4.5:1)

• Check contrast using WebAIM.org
• Check contrast in Canva: From your design, Go to “File” → Click 

“Accessibility” and then “Check design accessibility”

• Blue/orange or blue/red palettes often work well for common color 
vision deficiencies

• Vary brightness and saturation to help distinguish colors
• Test color combos using WebAIM.org
• Check contrast in Canva: From your design, Go to “File” → Click 

“Accessibility” and then “Check design accessibility”

The Don'ts

• Don't use small fonts
• Avoid busy backgrounds

• Avoid combinations like green/red or blue/yellow
• Don't use color alone - combine color with text, shapes, symbols, 

textures, or patterns to convey meaning



Fonts and Spacing Layout Comprehension
The Do's

• Use sans serif fonts – those lacking small decorative lines (serifs) at 
the ends of the letter strokes (Arial, Verdana, Tahoma, etc.)

• Minimum 12-point font size, 16+ for digital content
• Minimum letter spacing (kerning/tracking) should be at least 0.12 

times the font size, while word spacing should be at least 0.16x the 
font size, and line height at least 1.5x the font size

• Use simple words, short sentences, and short paragraphs (2 lines 
max)

• Break text into smaller, digestible sections with headings and lists
• Put the most important information at the top, at the beginning of 

the sentence, at the beginning of the paragraph
• Use visual cues to guide the eye (see "visual hierarchy" slides)
• Reduce overwhelm with negative or white space

The Don'ts

• Avoid typing in ALL CAPS
• Skip condensed and script fonts

• Avoid irrelevant images and flashy animations
• Avoid excessive content – limit it to a few CTAs (calls to action)
• Don't use hyperlinks except for minor CTAs, use buttons

Foundations of Accessible Design: Typography & Structure



Images Graphics Icons
The Do's

• Include alternative text tags ("alt text") for 
all images, describing what is seen in the 
image concisely

• Use images of people in relevant action to 
the email section

• Use images of the library vs. stock images

• Maintain high contrast color combinations
• Keep the design simple and highly relevant 

to the email section
• Consider starting with an accessibly 

designed template

• Use simple, universally understood icons
• Use text with icons to convey meaning 

(e.g., "Error" along with an 'X' icon)

The Don’t's

• Don't overlay text on images as screen 
reader software cannot read it

• Avoid images of people looking directly 
into the camera – proven to be creepy

• Don't use text-only images
• Don't use alt tags on decorative elements 

so that screen readers can skip them
• Avoid combinations like green/red or 

blue/yellow
• Don't use graphics as buttons

• Avoid overusing emojis as screen reader 
software will read each one aloud = 
annoying and confusing

• Don't use icons as buttons

Foundations of Accessible Design: Images, Graphics, Icons
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