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Is email still relevant? 
The answer is Yes. 

G E N E R A L  E M A I L  G U I D E L I N E S

With so many other communication channels at your disposal, it ’s worth asking if email is still 
relevant. The answer is Yes. Despite the first email being sent in 1971, it ’s still the most common form 
of electronic communication.

The Data & Marketing Association (DMA)—a trade organization for marketers—reports that, “email has a 
median ROI of 122% – over 4x higher than other marketing formats, including social media, direct mail, 
and paid search.” While CAA clubs are not advertising or marketing agencies, the purpose of email 
blasts is to market events and updates for your club. 

Email Frequency: It is important to maintain email performance and integrity. Members of your mailing list should 
not receive more than one email per week. We recommend no more than two to three emails per month in order to 
maintain a healthy level of activity. The goal is to minimize unsubscribes and maximize deliverability (the chance 
that your email will land in an inbox and not a spam folder, or be blocked altogether). Try to deliver relevant content 
on a regular basis, but not too often in order to avoid being marked as spam (drastically decreasing your inbox 
delivery open rates). Make sure you are succinct, write in a genuine voice, and include only relevant information.

Email targeting: One way to reduce email volume is to target or segment your mailing list sending it only to 
interested audiences. NationBuilder allows you to segment your email population in order to identify certain interests 
with tags from previous events. For example, if you have 10 available seats left for an upcoming opera event, you can 
go into NationBuilder and find people who attended previous arts-related events by using tags and send the reminder 
email only to that segment of the population.

Subject length and content: Email trends vary. As such, the optimal subject length will increase and decrease over 
time according to changing spam filter algorithms. However, try to keep subjects to 65 characters or less. A mobile 
app may show only 30 characters. Some words are more likely to get caught in spam filters (“special offer,” “limited 
time,” “discount,” “$”). Adding a sense of urgency, scarcity, or ambiguity where possible helps improve open rates and 
boost attendance at events. Be witty, and try to catch their attention. 

‘From’ field: Make sure that you include the title of the club so that it is clear that the email is coming from a 
Columbia Alumni Club (this saves you space in the email subject).

Body content: Be as succinct and concise as possible. If your email is a monthly e-newsletter with a long list of 
events, be sure to use an organizing principle (chronological list, categorized, alphabetical order, etc.). If you 
are including information about an event, make sure to include the purpose, the location, time, date, price, and 
registration link.
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E M A I L  P E R F O R M A N C E  M E T R I C S

E M A I L  T I P S  A N D  T R I C K S

Despite the first email being sent in 1971, it’s still the 
most common form of electronic communication.

E M A I L

Open rates: This metric represents the number of people who opened your email vs. the total number of people it 
was delivered to. For a general monthly newsletter, an open rate of 20% would be considered successful, but it is 
possible that you see open rates as low at 10%. You can expect higher open rates for more targeted, personalized 
emails, such as registration confirmation emails or event reminder emails.

Click-through rates: This metric represents the number of people who opened your email and clicked on a link. 
Click-through rates are generally very low. For a monthly newsletter, expect about a 3-5% click through rate (CTR).

Unsubscribes: You may see an unsubscribe rate of 5% per email. Do not worry, this is normal. If someone does not 
want to be on your list, it is better for them to self-select to remove themselves from your distribution list. Keeping 
these individuals on your list would only lower your emails’ performance metrics. You want to maintain an engaged 
audience to increase your email deliverability.

	• Use short and snappy preheaders and subject lines, use teasers 
where necessary

	• Keep your emails short and to the point – who, what, when, where, 
why, and how?

	• Include one clear call-to-action and one call-to-action button per 
email

	• Buttons will drive more clicks than clickable line items

	• Add links to your images

	• Include social media sharing buttons

	• Make sure your emails are mobile-friendly

	• Preview and test your emails before sending them

	• Use testing tools such as Litmus to preview, test, and monitor emails

	• Personalizing some emails to come from a board member, not the 
club, can increase open rates

	• Don’t use deceptive subject lines or misleading information. The 
subject line must accurately ref lect the content of the message and 
identify who the email is coming from. 

	• Your message must include a clear explanation of how the recipient 
can opt out of emails from you in the future.



E M A I L  E X A M P L E S

 It is a CAA best practice to 
use a consistent  

approved and University-
branded logo and email 

template
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