


The median open rate for non- profits 22.00% *
National average open rates between 15.00%-30.00%

AOPA email open rate average is 36.94%

*Email Stat Center
http://www.emailstatcenter.com/non_profit.html



• Targeting messaging to specific segments

• Personalization

• Testing g
Testing subject lines  - 10.00% rollout
Testing creative – 10.00% rollout

• Videos & Fun (benefits bulletin)
• Link Tracking



• Targeting messaging 
to specific segmentsto specific segments

Legacy Society Email

Open rate 75.68%
no clicks informational onlyy



• Personalization

PAC Email
Click rate 75.68%
O  t  46 68%Open rate 46.68%



• Videos & Fun

9.20% click rate 
for 178 Seconds 
videovideo

5.90%  click rate
for Pilot challengefor Pilot challenge



• Testing
Testing subject lines  - 10.00% rollout 
New Ask ATC Videos (winner)    vs 
Got questions? ATC’s got answers

Testing creative – 10.00% rollout

Winner



• Link Trackingg
through Highroads

We can view percentages
of “interest” clicks vs.
“unsubscribe” clicksunsubscribe  clicks.





AcquisitionsAcquisitions

Open Rate 21.36% 
Click Rate 11.97%



Flight Training 
Open Rate 52.58%
Click Rate  32.35%



President’s office

O  R  46 1 % Open Rate 46.15% 
Click Rate  16.67%



AOPA Foundation

O  R  6 % Open Rate 56.77% 
Click Rate  7.67%



Flight School

O  R  24 00% Open Rate 24.00% 
Click Rate  10.61%



Air Support Network

Open Rate 65.25% 
Click Rate  80.51%



Products & Services
Reoccurring

Open Rate 58.90% 
Click Rate  27.34%



Products & ServicesProducts & Services

AOPA Store: Exclusive holiday 
discounts and deals

Open Rate 39.07% p
Click Rate  10.72%



Products & Services

Open Rate 70.00% 
Click Rate  34.92%



We hope you can join us!We hope you can join us!

Products & Services

Open Rate 70 00% Open Rate 70.00% 
Informational only
no click rate



Summit email 
with the most responses

Open Rate 24.75% 
Click Rate  3.28%



Summit email 
with the highest open rate 

Open Rate 44.55% 
Click Rate  8.75%



PAC

Open Rate 46.68% 
Click Rate  75.68%



Air Safety Institute
PSA

Open Rate 44.82% 
Click Rate  54.75%



WINNER

Air Safety Institute - Real Pilot Story
creative test

Open Rate 32.63% 
Click Rate  49.94%



NewslettersNewsletters

Lets Go Flying
Monthly Newsletter

Legacy Society
Bi Monthly Newsletter

CFI to CFI
Bi Monthly Newsletter 

Benefits Bulletin
Monthly NewsletterMonthly Newsletter

Open Rate 19.51%
Click Rate 17.16%

Bi Monthly Newsletter
Open Rate 31.32%
Click Rate 12.02%

Bi Monthly Newsletter 
Open Rate 34.40%
Click Rate 25.55%

Monthly Newsletter
Open Rate 34.67%
Click Rate 13.61%



NewslettersNewsletters

LSP Protected Pilot 
Quarterly Newsletter

Fly Well Newsletter
Bi Monthly Newsletter

IA Quarterly 
Newsletter

Bruce’s Blog 
Weekly NewsletterQuarterly Newsletter

Open Rate 40.15%
Click Rate 11.15%

Bi Monthly Newsletter
Open Rate 28.54%
Click Rate 50.61%

Newsletter
Open Rate 39.19%
Click Rate 3.16%

Weekly Newsletter
Open Rate 44.01%
Click Rate 5.54%



Products & Services Reoccurring EmailsProducts & Services Reoccurring Emails



Products & Services Reoccurring EmailsProducts & Services Reoccurring Emails



Products & Services Reoccurring EmailsProducts & Services Reoccurring Emails



• Thinking that everyone wants your 
email – the email at left 
“New Auction items”New Auction items  
received 736 spam clicks. 
This means that 736 email address will
never be sent through Highroads again.never be sent through Highroads again.

• Don’t use the “Big Hammer Approach”
Don’t send more emails – sendDon t send more emails  send 
targeted  emails that work!



Emails Launched through Highroad Solutions
sent_ delivered_

delivered_
rate_ clicked_

clicked_
rate_ opened_

Opened
_rate_

Month
_

total
_

total
_

total
_

total
_

unique
p _
total

_ _
unique # email

November 2,104,322 1,954,610 92.89% 80,466 4.12% 590,894 30.23% 105

October 2 132 595 2 038 254 95 58% 58 923 2 89% 732 935 35 96% 107October 2,132,595 2,038,254 95.58% 58,923 2.89% 732,935 35.96% 107

September 2,677,967 2,578,166 96.27% 122,435 4.75% 1,039,609 40.32% 118

August 1,574,081 1,518,037 96.44% 47,115 3.10% 613,922 40.44% 87

July 1,827,969 1,756,220 96.07% 39,892 2.27% 573,751 32.67% 59

June 1,713,987 1,592,818 92.93% 62,917 3.95% 666,803 41.86% 78

May 1,123,415 1,036,945 92.30% 31,834 3.07% 393,025 37.90% 46

April 170,615 155,724 91.27% 3,363 2.16% 53,899 34.61% 10

March 2,229 2,166 97.17% 102 4.71% 1,148 53.00% 2

Year to date 
total 13,327,180 12,632,940 94.79% 447,047 3.54% 4,665,986 36.94% 612



Marketing Creative Services Request

Resides on the intranet
Under the Member Marketing Tab



Email Calendar

R id   th  Resides on the 
intranet

Under the 
Member Marketing Tab



Our members have indicated email is theirOur members have indicated email is their 
preferred method for contact.

We can surmise by our above average open 
and click rates that we are on the right path.g p

We must continue to test, target and view our e ust co t ue to test, ta get a d e ou
email communications though our members 

eyes to achieve the best possible results.


