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- What we'll cover:

« About the Association Email
Benchmark Report

* Deliverability & Inbox Placement
* Open & Click Rates
 Subject Lines & Preheaders

« Anatomy of a High-Performing
Email

« Segmentation & Personalization
« Automation
» A/B Testing
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About the Association Email Benchmark Report
.
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THE 2025-2026
Association Email
Benchmark Report

Understanding What Drives Member Value,
Engagement, and Retention

Association specific email data from
approximately 1,500 associations
and nonprofits and over 2 billion
emails sent in the US, Canada,
Australia, and other regions

hubs.li/Q047-79t0
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The Current Email Landscape

* Email is the primary
2500.00 M communication channel for
members but email volume is at
an all-time high.

Email Trend (Quantity)

2000.00 M

1500.00 M

* Privacy changes and inbox
filtering make it harder to get to
500.00 M the inbox and be seen.

1000.00 M

0.00M * Personalization is not optional.

2022 2023 2024 2025
Year

mmm Sent == Delivered == Opens == Clicks
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POLL: What is your biggest email
challenge right now?

* Low engagement (opens or clicks)

» Getting emails delivered to the inbox
* Creating content consistently

« Segmenting or personalizing emails
« Measuring results effectively
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Association Email Benchmark Snapshot
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Average Open Rate:

33.54%

Open & Click Rate Trend (2022-2025)

36.13%

32.85% 32.84% 33.54%

1.60% 1.82% 2.50% 268%

2022 2023 2024 2025
Year

- (Qpen Rate =———Click Rate

Average Unsubscribe Rate:

0.11%

Average Click Rate:

2.68%

Unsubscribe Rate Trend (2022-2025)

Average Mobile Open Rate:

1.73%



Deliverability & Inbox Placement

» Getting to the inbox matters;
deliverability is the gatekeeper to

all other metrics.
* Once in the inbox, we now
o compete with auto-filtering
* Protect your sender reputation:

« Authentication
* List hygiene
« Relevance & engagement

Average Deliverability Rate
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POLL: What email metric do you review
most often?

* Open rate
* Click rate
 Conversions (registrations, downloads, etc.)

* Deliverability / inbox placement
« We're still figuring that out
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Open & Click Rates

* Opens are increasingly more

Open & Click Rate Trend (2022-2025)

directional metric (privacy o
protections, auto-opens) B00% BB 3284% 54%
30.00%
e Clicks are a better indicator 26.00%
of intent
15.00%
 Focus on conversions and
g O a | S 5.00% 1.60% 1.82% 2.50% 2.68%
—(Qpen Rate =—Click Rate
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Subject Lines & Preheaders
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® Open Rate
= Click Rate

m Unsubscribe Rate

BUT most people send messages with

« Shorter subject lines
perform best (under
40 characters)

* Mostinbox previews
only show 33-40
characters
=] || = = = | [

Email Performance by Subject Line Length (Characters)

: s - - . M ject Lines Are...
coom | oo, B, | B, | el ok, o ostSubiect Lines A
36.60% 31.24% 35.59% 35.24% 33.53% 32.92% 32.40% 0.03% [28%
2.22% 2.60% 2.38% 3.47% 2.62% 2.56% 257%
0.13% 0.11% 0.17% 0.11% 0.11% 0.10% 0.09%

Subject Line Length (Characters)

EOpen Rate ®Click Rate ®mUnsubscribe Rate

SUbjeCt |ineS between 40 and 60 Cha racters = < 9 Characters = 10 - 19 Characters = 20 - 29 Characters = 30 - 39 Characters

= 40 - 49 Characters = 50 - 59 Characters = > 60 Characters




Examples

Short works, but it has to make sense and generate interest. Your goal: make someone pause.

Long (40-60 characters) Short (20-30 characters) Shorter (<10 characters)

Newsletter Your monthly association newsletter is now March Member News This Month
available

Membership Keep Your Benefits: Renew Your Membership Time to renew your Renew now

Renewal Today membership

Event/Conference Registration is now open for our 2025 annual Register for #AC2025 #AC2025
conference

Certification Advance Your Career with Certification This Year Advance Your Career Get certified

Curiosity This small change could make a big difference A small change that works  Try this

Question Hook Are You Doing This Without Even Realizing It? Are You Doing This? Doing this?
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Anatomy of an Email: Resource Release

-
2025-2026

Association Email iathon Emall

Benchmark Report o

EXPLORE THE LATEST DATA
BEHIND BETTER EMAIL —3

Higher Logic's 2025-2026 Association Email
Benchmark Report is here!

DOWNLOAD REPORT

Email is still your association’s most impertant communication channel. But inbox
competifion is rising, open rates are declining, and leadership wants proof that your
sirategy is working.

50 what does “strong performance” actually look like in 20267
Qur new 2025-2026 Association Email Benchmark Report analyzes data from
1.500 associations and over 2 billion emails to give you clear, association-specific

benchmarks.

Download the report to learn:

* This year's average open, click. unsubscribe, and deliverability rates
=  Why clicks matter more than opens

= How segmentation and automation impact performance

= How subject line length and email size impact engagement

= Monthly and day-of-week trends

=  Industry-specific performance benchmarks

The biggest takeaway? Relevance scales better than volume.

See how your email performance compares, and whera you can improve without

just sending more emails.

GET THE BENCHMARK S

Higher Logic
4250 M Fairfax Drive, Suite 301

Arfington, VA, 22203

Clear color contrast and easy to read
font size

CTA early and later
Clean, bright images

Bullets and whitespace to make it easily
skimmable

Pretty short (127 words)



natomy of an Email: Event

American College of
Foot and Ankle Sargenns

.-\[I](_'IiLdII {.jI.J"L'gL' l]l I'-l_.lili ﬂlll‘ .';IILLIL' .“.lll)"’{_'(lllh

Attention All Residency Directors:
Regigter Now for the 2018 Residency Directors Forum

Lorem ipsum dolor sit amet, consecletur adimscing elit sed do
giuamod tempor incididunt ut labore et colore magna aligua. Ut
anm ad minim veniam, quis nogtrud exeratation ullameo
laboris nisi Ut 3lquip ex ea commods consegquat

READ MORE

Lorem Ipsum Dolor

Lorem ipsum dolor sit amat, consactetur
adipiscing elit, sed do @iusmod tempor
Incicidunt vt Iabore el doloe magna
aliqua. Li enim ad minim weniam, guis

READ MORE
- -_‘ 3
{#
Lorem |psum Dolor
= A
Loram ipsum dolor sit amel, consaciatur /._ -

adipiscing elit, sad do eiusmod tempor
neididunt ut labore et dolore magna

aliqua. Ut enim ad minim venam. quis

READ MORE

ACFAS  FeotHeslthFacts

American College of Arwtrican Cologe of F 0 aed i Surg en
[Fowst and Ankie Sargeon: 1 b g I, 1 o
Prmcs s, Lifobrg iewimer, Chasging Moo

Aftention Al Residency Directors:
Regifler Now for the 2018
Residency Directors Forum

Lorem Ipsum Dolor

Lotwm gaarm dolor 5 amet. consecheiur
g & 48 38 G MO IEMPOT
cadisunt 1 Iahons ef ooltre mAgne
READ MORE

Summary of email

Clear header

Early, clear CTA

Balance of text and images
Mobile-friendly version



Anatomy of an Email: Newsletter

A - « Clear color contrast
—— * Clear headers
S  Balance of text & images

e e e

MRE==SS, - Lots of whitespace for
i m— easy reading

Catchy Headlines Your Readers Can't Resist

Lorem ipsum dolor sit amet, consecletur adipiscing elil, sed do ejusmod tempor
Incididun! ul labore el dolore magna aligua. UL enim ad minim veniam, quis nostiud
exarcitalion ulamco labons

f ¥ in 2@
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Targeted Lists Perform Better

Open & Click Rate by Size of Send List

60.00%
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’ < 500 500 - 1K 1K - 5K 5K - 10K 10K - 25K 25K - 50K 50K - 100K 100K - 250K > 250K

u Open Rate 47.74% 42.45% 39.10% 35.36% 33.40% 30.80% 32.04% 35.39% 27.03%

m Click Rate 8.64% 5.87% 4,32% 3.31% 3.16% 2.16% 1.94% 1.95% 1.05%

®m Open Rate mClick Rate




Segmentation & Personalization

Adding Segmentation & Personalization I d e a s:

- Career stage

Membership
| lzas% StatUS or type
Volunteer status

-~ -~ | | oo
T Engagement-

Unsubscribe Rate

[ J
0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% b d
Open Rate Click Rate Unsubscribe Rate a S e
® Personalization (Story-Level Targeting) 34.97% 2.35% 0.09%
® Segmented Sends (Compound Target Groups) 34.09% 2.62% 0.10%
= Overall Average 33.54% 2.68% 0.11%
m Personalization (Story-Level Targeting) = Segmented Sends (Compound Target Groups) = Overall Average




Automation

Ideas:

Marketing Automation vs. Single Sends

« New member
0.41% onboarding

Unsubscribe Rat
nsubscribe Rate L 0.23%

» Event promotion/

Click Rate Ho}:.es% follow up
oven e | et + Renewal nudges
37.02%

* Re-engagement/

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% .
| | win-back
Open Rate Click Rate Unsubscribe Rate
= Single Sends 33.48% 2.66% 0.11% .
= Marketing Automation Sends 37.02% 4.65% 0.23% * CO mm u N |ty

® Single Sends = Marketing Automation Sends




Automating Campaigns: Simple

Smart Campaigns > Encourage Joining Communities

Encourage Joining Communities

This campaign containg a series of messages that encourages members to log in and join a community. Members who aren't a member of any community will be added to the

campaign.

The Campaign

=
Message
1
+

No

Message

+

2

=
AL No . Message
14 Days 3
+

Yes

Naot a member of any communities, was added to the community more than 7 days ago, and is a

Entry Criteria

member
View Contacts

Success Criteria

|s a Member of At Least One Community

Wait

Yes




Automating Campaigns: Advanced

I

Send Recent st
Mewsletter Message o



A/B Testing

* Test and automatically send
the winners

 Test one thing at a time
Al can help generate variants

* [deas

* Subject line length
Button vs. link text
CTA copy or placement
Layout variant
Personalized vs. Generic
* Timing

Initially send

25% of contacts version A and 25% version B hd
Then wait

1 day v and send the remaining contacts 50%
the version with the

Highest Delivery Rate hd

Envelope None >

Sender Profile hione

" Friendly From

Select a sende ) .
| Subject Line

From

Friendly From
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Thank you
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