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WHO’S THERE?

KNOCK KNOCK

A/B TESTING

A/B TESTING WHO?



Who Am I?
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GENERAL 

HOUSEKEEPING
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Direct Digital Marketing Method that 
Involves Sending Emails to Communicate 

With and Engage a Specified Audience
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What is Email Marketing?
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Representation of the Customer Journey 
from Awareness to Action
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What is a Marketing Funnel?
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IMPORTANCE OF

EMAIL MARKETING
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85% 31%
Online Almost Constantly.

44%
18 – 49-year-olds

22%
50 – 64-year-olds

Online Several Times a Day.

Number of Americans Online

Breathing New Life Into an Old Standby: Email Marketing for ChaptersPew Research



• Cost Effective

• Reach

• Personalization

• Engagement
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Benefits
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DEVELOP AN EMAIL 

MARKETING STRATEGY
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• Set Target Goals

• Define Your Audience

• Build Your List

• Select, Plan, and Send



19 MAY 2024 14Breathing New Life Into an Old Standby: Email Marketing for Chapters

Open Rate

Click-Through

Conversion

Attendance
Bounce

Unsubscribe

Spam
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Open Rate

• EDUCATION:

• NONPROFIT SERVICES:

• NONPROFIT MEMBERSHIP ORGANIZATIONS:

41.56%

42.80%

43.07%

42.32%

(Average Industry Rates for Email as of April 2024, Constant Contact 2024)
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Click-Through

• EDUCATION:

• NONPROFIT SERVICES:

• NONPROFIT MEMBERSHIP ORGANIZATIONS:

2.42%

2.34%

2.94%

2.64%

(Average Industry Rates for Email as of April 2024, Constant Contact 2024)
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Conversion

2.1%
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Attendance

1.5%
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Bounce, Unsubscribe, Spam

• EDUCATION:

• NONPROFIT SERVICES:

• NONPROFIT MEMBERSHIP ORGANIZATIONS:

8.89%

11.01%

11.54%

10.22%

(Average Industry Rates for Email as of April 2024, Constant Contact 2024)
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Identifying Target Audience

Pew Research

85% 31%
Online Almost Constantly.

44%
18 – 49-year-olds

22%
50 – 64-year-olds

Online Several Times a Day.
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• AGE:

• EDUCATION LEVEL:

• INDUSTRY:

• GENDER:

25 – 55

College Graduate

Aerospace, Healthcare, & Technology

Female



19 MAY 2024 22Breathing New Life Into an Old Standby: Email Marketing for Chapters

Build Your List

• Member Emails from PMI

• Subscription Field

• Lead Magnates
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Select, Plan, & Send

Email and SMS Marketing Tools 

and Includes AI Content Tools
Easy to Use Tools and the Most 

Generous Free Plan
Low-Cost Email Campaign Management 

Tool. Ties in With Zoho Social

*Some of these require a license for premium features.

Includes AI Text Creation and Can 

Manage Social Media Campaigns
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When to Send

• Avoid Friday, Saturday, and Sunday

• Monday, Tuesday, & Wednesday best days

• Best of those three days: Tuesday at 11 AM 
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• General Member Newsletter 

• 2 x per week

• Advanced Topic Seminar

• 3 x per week 

• Additional Event Emails

• 1-2 per Month
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• TOTAL CONTACTS:

• OPEN RATE:

• CLICK-THROUGH:

• BOUNCE:

• UNSUBSCRIBE:

13.8k

37%

3%

20%

1%



STRATAGIES FOR 

OPTIMIZING 

CAMPAIGNS
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Segmentation
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A/B Testing
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Generate 

Appropriate Copy
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Additional Methods

• Request to be White-Listed

• Implement a double opt-in

• Lead Magnates
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Tie Your Email in With 

Your Social 

Prescence & Website
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Use Short-Form

Video
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Content Creation

Video Marketing Content Creation Easy Content Creation Textual Content Generation

*Most of these require a license for premium content.

On-the-Go Content Creation
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Record Video &

Take Pictures



KPI’S AND OTHER 

IMPORTANT METRICS
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Open Rate

Click-Through

Conversion

Attendance Bounce &

Unsubscribe
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RECAP OF

KEY TAKEWAYS
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Key Takeaways

• Determine your campaign goals

• Create your campaign list and plan how to engage with them

• Choose a software platform that meets both your campaign 

and financial needs

• Optimize your campaign with segmentation, split-testing, and 

eye-catching content

• Measure and Adjust



THANK YOU

DARREN MCNEIL
VICE PRESIDENT OF COMMUNICATIONS

Darren.McNeil@pmi-oc.org or 
VP.Communications@pmioc.org



How to obtain PDUs 
for this session:

1. Scan this QR code to the Mentimeter Survey

2. Enter Your Name

3. Complete the Presentation Evaluation

If you are having issues with scanning the QR code, then 
either use the URL listed below or see the session facilitator 
or registration desk for assistance.

URL: https://bit.ly/3WC85id
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