THE SCIENCE of
SOCIAL TIMING

PART 2 Timing & Email Marketing

Are certain times better than others for sending your email campaigns? In the second
part of this series we’re going to investigate how timing can impact your email
marketing. Data suggests that there are distinct windows in which to send emails

if you want to achieve the highest open rate and maximize your readership. Data
courtesy of Dan Zarrella (@danzarrella) and Pure360 (@pure360). Note: the data is
presented in Eastern Time (EST) unless otherwise noted.
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A KEY TAKEAWAYS

Statistically, open and click rates are highest (on average) in the early morning hours. But is early morning the
best time to send emails? As a general rule, yes, but in a study by Pure360 (from which the data above was taken)
it appears that some kinds of promotions are better sent at certain times of the day more than others.

Another thing worth mentioning is that the timing in the chart above is relative to the time zone you're
targeting—i.e. the best time to send certain kinds of promotions may be different depending on the time zone
your recipient lives in. If you're targeting multiple time zones, it may be best to segment your list by time zone,
and send out your campaign based on when the best time is for each respective segment.
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The vertical coordinate represents the CTR (click
through rate). The horizontal coordinate represents
0% the email sending frequency. According to the data,
L 8 16 24 31 the CTR is highest when emails are sent less than 4
times per month. However, the CTR remains fairly
constant for email sending frequencies greater than
4 times a month. Try experimenting with a higher
sending frequency and see how it affects your CTR.
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The vertical coordinate represents the
unsubscription rate. The horizontal coordinate
0% represents the email sending frequency. According

1 8 16 24 31 to the data, the CTR is highest when emails are
sent less than 4 times per month. However, the
unsubscription rate remains fairly constant for
email sending frequencies greater than 4 times a
month. Try experimenting with a higher sending
frequency and see what works best for you.
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P The vertical coordinate represents the
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0% represents the number of days since the user
1 32 64 96 128 initially subscribed. According to the data, the
highest unsubscription rate occurs among those
who have been subscribers for less than 10 days.
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The vertical coordinate represents the CTR. The
horizontal coordinate represents the number
0% of days since the user initially subscribed.

1 32 64 96 128 According to the data, the highest CTR occurs
among those who have been subscribers for
less than 10 days. There’s also a spike in the CTR
for users who've been subscribers for 116 days.
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PEOPLE PAY YOU. NOT PAGEVIEWS.

KISSmetrics is a powerful web analytics solution that helps you make
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http://www.kissmetrics.com/?utm_source=stig2

