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C1

Education +
Reintroduction

SEND DATE

Tuesday, Jan. 6, 2026

at 2:00 PM

★  TOP WIN

Resend achieved 5.86% CTOR with new
subject — vs 2.37% on original send

�  Resent Jan 13 · Why Education Changes Everything at Donaldson

SUBJECT LINE

"Love Your Body More, Understand It Better"

PREVIEW TEXT

A Fresh Year. A Refreshed You. And a

Reintroduction to Why We Do What We Do at

Donaldson.

BELOW '25 AVG

AT A GLANCE

OPEN RATE

18.1%
▼ -6.2%

vs. last year

CTOR

2.37%
▼ -5.4%*

vs. last year

TOTAL LEADS

8
▲ +6 vs 2025

leads year over year

STRATEGY NOTE

Jan surgical peak. Sent Jan 6 — 4 days before the

Jan 10–23 high-intent window.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
AFAF YouTube
28 clicks

2
Laser Promo
26 clicks

3
Treat Dull Skin
15 clicks

4
GLP-1s
13 clicks

5
Botox

11 clicks



C1  ·  DATA & FINDINGS  ·  JANUARY 2026

C1  ·  Tue Jan 6, 2026  ·  2:00 PM

Education + Reintroduction
SUBJECT: "Love Your Body More, Understand It Better"

BELOW '25 AVG

STRATEGY ALIGNMENT: Jan surgical peak (Jan 10–23 high-intent window). C1 sent Jan 6 — 4 days before peak. Educational focus correct for month.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  JANUARY � MISSED PEAK WINDOW

Surgery Peak Morpheus8 Surg →Feb

1 5 10 15 17 20 22 25 29 31

SENT JAN 6

2025 EQUIVALENT CAMPAIGN

Tired of Losing/Gaining the Same Weight? (Jan 2025 C1)

OPEN

24.4%

CTOR

7.80%*

LEADS

2

EST. ROI

$4,000

LEADS YoY

+6 vs 2025

CONTACTS SENT

15,359

OPEN RATE

18.1%
2,783 opens · 2025: 24.4%

▼ -6.2% YoY

▼ BELOW '26 GOAL

CTOR

2.37%
clicks ÷ opens · 2025: 7.8% (est.)

▼ -5.4% YoY

▼ BELOW '26 GOAL

TOTAL CLICKS

66
1st hour opens: 555

TOTAL LEADS

8
5 calls · 3 forms · incl. resend

▼ BELOW '26 GOAL

UNSUB RATE

0.10%
16 of 15,359 sent · 50% clear of 0.2% danger
threshold

ENGAGEMENT VELOCITY

19.9%
555 of 2,783 opens in 1st hour · bar = %
toward 25% strong target

CONTENT SPLIT

72% edu
educational vs 28% promotional by clicks

VS 2026 OPEN TARGET

18.1%
C1 target 25–30% · bar = % of 27.5% midpoint
achieved

CONVERSIONS

5 3
calls forms

OTHER STATS

1st Hour Opens:  555

Unsubscribes:  16

Complaints:  1

RESEND  ·  Tue Jan 13, 2026  ·  1:59 PM

Sent: 12,477   Open: 2.46% (307)

CTR: 5.86%   Clicks: 18

Bounces: 38  ·  Unsubs: 2  ·  Complaints: 0

✓  WHAT WORKED

Education beats promo — AFAF & skin content led clicks

Resend CTOR: 5.86% on new subject — above original 2.37%

Strong 1st-hour opens: 555 (19.9% of total opens)

Unsub rate 0.10% — healthy, well under 0.2% threshold

�  WHAT DIDN'T

Open rate 18.1% — 3.9pts below 2025 baseline

CTOR 2.37% — well below 5–6.5% 2026 target

Spam filter triggered by 2 back-to-back YouTube links

Promo block underperformed vs. editorial content

TOP PERFORMING CONTENT

1 AFAF YouTube Episode
educational

28 clicks

2 Laser Special Promo
promotional

26 clicks

3 Treat Dull Skin
educational

15 clicks

4 More About GLP-1s
educational

13 clicks

5 Botox Versatility
educational

11 clicks

RECOMMENDATIONS FOR NEXT SEND

Fix YouTube links: use linked thumbnail images instead of direct YouTube redirects.

Time Jan C1 send to Jan 10–23 surgical peak window per 2026 strategy calendar.

Lead with one clear surgical CTA — education as proof, not the whole email.

Test curiosity vs. authority subject lines — resend achieved 5.86% CTOR (vs 2.37% original).

NOTE: Spam filter: back-to-back YouTube redirects suppressed open rate. Root cause identified — fully preventable next send.
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C2

Winter Functional
Medicine

SEND DATE

Thursday, Jan. 22, 2026

at 12:00 PM

★  TOP WIN

Best open rate of the month — 22.8%,
above 2025 baseline

�  Resent Jan 26 · Functional Medicine vs. Seasonal Affective Disorder

SUBJECT LINE

"A More Functional Approach to Winter"

PREVIEW TEXT

PLUS: An Exclusive Laser Skin Therapy Offer & Our

"Better Sleep" Prescription!

MEETS '25 AVG

AT A GLANCE

OPEN RATE

22.8%
▲ +0.5%

vs. last year

CTOR

3.53%
▼ -4.1%*

vs. last year

TOTAL LEADS

6
▲ +5 vs 2025

leads year over year

STRATEGY NOTE

Functional seeding for March/April peak.

Intentional per 2026 strategy — correct role for Jan

C2.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
Laser Promo
58 clicks

2
Get Better Sleep
54 clicks

3
Discover Functional
45 clicks

4
Combat SAD
41 clicks

5
GLP-1s
37 clicks



C2  ·  DATA & FINDINGS  ·  JANUARY 2026

C2  ·  Thu Jan 22, 2026  ·  12:00 PM

Winter Functional Medicine
SUBJECT: "A More Functional Approach to Winter"

MEETS '25 AVG

STRATEGY ALIGNMENT: Jan = surgical peak. C2 ran as A/B test: Test A led with Better Sleep, Test B led with Laser Promo. Laser Promo won in Test B (37 clicks) but Better Sleep

won unique contacts in Test A (31). Combined: Laser #1 overall.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  JANUARY ✓ LANDED IN PEAK WINDOW

Surgery Peak Morpheus8 Surg →Feb

1 5 10 15 17 20 22 25 29 31

SENT JAN 22

2025 EQUIVALENT CAMPAIGN

Don't Miss Us This Monday — W&W Event Promo (Jan 2025 C2)

OPEN

22.3%

CTOR

7.58%*

LEADS

1

EST. ROI

$2,000

LEADS YoY

+5 vs 2025

CONTACTS SENT

15,523

OPEN RATE

22.8%
3,545 opens · 2025: 22.3%

▲ +0.5% YoY

▼ BELOW '26 GOAL

CTOR

3.53%
clicks ÷ opens · 2025: 7.6% (est.)

▼ -4.1% YoY

▼ BELOW '26 GOAL

TOTAL CLICKS

125
1st hour opens: 769

TOTAL LEADS

6
5 calls · 1 form · incl. resend

▼ BELOW '26 GOAL

UNSUB RATE

0.10%
16 of 15,523 sent · 50% clear of 0.2% danger
threshold

ENGAGEMENT VELOCITY

21.7%
769 of 3,545 opens in 1st hour · bar = %
toward 25% strong target

CONTENT SPLIT

78% edu
educational vs 22% promotional by clicks

VS 2026 OPEN TARGET

22.8%
C2 target 24–28% · bar = % of 26% midpoint
achieved

CONVERSIONS

5 1
calls forms

OTHER STATS

1st Hour Opens:  769

Unsubscribes:  16

Complaints:  2

RESEND  ·  Mon Jan 26, 2026  ·  1:59 PM

Sent: 11,877   Open: 4.35% (517)

CTR: 8.12%   Clicks: 42

Top: SAD 29 · Functional 27 · Cosmetic Benefits 23  

✓  WHAT WORKED

Best open rate of month: 22.8% — above 2025 baseline

Highest click volume: 125 total — edu content led

Thu noon send: 769 first-hour opens (21.7% velocity)

Seasonal wellness (SAD, sleep) resonated strongly

�  WHAT DIDN'T

CTOR 3.53% — below 5.5–7% 2026 C2 target

Promo got only 5 clicks on resend vs. 58 on original

Resend unsubs (15) unusually high — possible fatigue

Zero form conversions despite strong open performance

TOP PERFORMING CONTENT

1 Laser Special Promo (A+B)
promotional

72 clicks

2 Get Better Sleep (A+B)
educational

54 clicks

3 Discover Functional (A+B)
educational

45 clicks

4 Combat SAD Symptoms (A+B)
educational

41 clicks

5 All About GLP-1s (A+B)
educational

37 clicks

6 Cosmetic Benefits of Functional
educational

27 clicks

RECOMMENDATIONS FOR NEXT SEND

Anchor C2 on SAD/sleep/wellness — audience responds to seasonal functional framing.

Promo as supporting block only — educational content should always anchor C2.

Segment resend to non-openers only to reduce unsub risk on educational sends.

Test a single strong CTA per C2 — zero form conversions suggests CTA clarity gap.
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C2.1

We Don't Do That
Here.

SEND DATE

Wednesday, Feb. 4, 2026

at 11:58 AM

★  TOP WIN

Strongest 1st-hour engagement yet — 903
opens in first hour (26.1%)

SUBJECT LINE

"We Don't Do That Here."

PREVIEW TEXT

(Because We Have Something Better for You — &

Your Health!)

MEETS '25 AVG

AT A GLANCE

OPEN RATE

22.2%
▼ -2.9%

vs. last year

CTOR

3.87%
▲ +0.4%

vs. last year

TOTAL LEADS

5
▲ +3 vs 2025

leads year over year

STRATEGY NOTE

Feb research/decision month. Sent Feb 4 — inside

the Feb 1–6 surgical peak window.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
Why Avoid BBLs
57 clicks

2
Birth Control Alt.
58 clicks

3
Skin Tightening
98 clicks

4
AFAF Ep. 14
46 clicks



C2.1  ·  DATA & FINDINGS  ·  FEBRUARY 2026

C2.1  ·  Wed Feb 4, 2026  ·  11:58 AM

We Don't Do That Here.
SUBJECT: "We Don't Do That Here."

MEETS '25 AVG

STRATEGY ALIGNMENT: Feb = research & decision month. Authority-first "we don't do X" framing reduces cognitive load. Sent inside Feb 1–6 surgical peak — well-timed.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  FEBRUARY ✓ LANDED IN PEAK WINDOW

Surgery + Labiapl. Labiaplasty Peak

1 5 10 15 17 20 22 25 29 31

SENT FEB 4

CONTACTS SENT

15,594

OPEN RATE

22.2%
3,465 opens · 2025: 25.1%

▼ -2.9% YoY

▼ BELOW '26 GOAL

CTOR

3.87%
clicks ÷ opens · 2025: 3.5%

▲ +0.4% YoY

▼ BELOW '26 GOAL

TOTAL CLICKS

134
1st hr opens: 903

TOTAL LEADS

5
4 calls · 1 form

▼ BELOW '26 GOAL

UNSUB RATE

0.08%
12 unsubs of 15,594 sent · best unsub rate so
far

ENGAGEMENT VELOCITY

26.1%
903 of 3,465 opens in 1st hour · best velocity
yet

CONTENT SPLIT

100% edu
all content clicks went to educational topics

VS 2026 OPEN TARGET

22.2%
target 24–28% · gap: –1.8 to –5.8 pts

CONVERSIONS

4 1
calls forms

OTHER STATS

1st Hour Opens:  903

Unsubscribes:  12

Complaints:  1

RESEND

No resend this campaign.

✓  WHAT WORKED

Strongest 1st-hour engagement yet — 903 opens, 26.1% velocity

Lowest unsub rate so far at 0.08% — topic resonated strongly

Open rate 22.2% — meets 2025 baseline for first time this month

Sent inside Feb 1–6 surgical peak window — timing aligned

�  WHAT DIDN'T

CTOR 3.87% — below 5.5–7% C2 target despite strong opens

Bounce rate 0.97% — still elevated, list hygiene still needed

Social footer links drove significant clicks — dilutes content data

Leads (5) remain below conversion target for list size

TOP PERFORMING CONTENT

1 Skin Tightening
educational

98 clicks

2 Birth Control Alt.
educational

58 clicks

3 Why Avoid BBLs
educational

57 clicks

4 AFAF Ep. 14 (YouTube)
educational

46 clicks

5 Better Sleep
educational

42 clicks

RECOMMENDATIONS FOR NEXT SEND

"We don't do X" framing drives opens — replicate authority-denial structure in future C2s.

Skin tightening content (98 clicks) is a clear patient interest — develop a dedicated C1 around it.

Run list hygiene before next send — bounce rate (0.97%) has been elevated two sends in a row.

Add a single clear conversion CTA to C2s — strong opens aren't converting to leads at target rate.
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C1

Your Hormone
Symptoms Aren't "Just
In Your Head!"

SEND DATE

Thursday, Feb. 19, 2026

at 11:58 AM

★  TOP WIN

4 of 5 leads converted within 2 weeks of
send

SUBJECT LINE

"Your Hormone Symptoms Aren't "Just In Your

Head!""

PREVIEW TEXT

FINALLY: Real Answers to Your Symptoms &

Science-Backed Solutions to Take Back Control of

Your Body.

BELOW '25 AVG

AT A GLANCE

OPEN RATE

21.2%
▼ -3.6%

vs. last year

CTOR

3.39%
▼ -0.3%

vs. last year

TOTAL LEADS

5
▲ +0 vs 2025

leads year over year

STRATEGY NOTE

Feb research/decision month. Hormone angle

seeds March conversion. Send missed both

high-intent windows.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
HRT Hero
79 clicks

2
Menopause
66 clicks

3
Birth Control Alt.

59 clicks

4
PCOS

54 clicks

5
Schedule Appt.
47 clicks



C1  ·  DATA & FINDINGS  ·  FEBRUARY 2026

C1  ·  Thu Feb 19, 2026  ·  11:58 AM

Your Hormone Symptoms Aren't "Just In Your Head!"
SUBJECT: "Your Hormone Symptoms Aren't "Just In Your Head!""

BELOW '25 AVG

STRATEGY ALIGNMENT: Feb = research & decision-making month. Hormone/functional angle correct — seeds March/April conversion. Labiaplasty peaks Feb 21–27; send missed

both windows.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  FEBRUARY � MISSED PEAK WINDOW

Surgery + Labiapl. Labiaplasty Peak

1 5 10 15 17 20 22 25 29 31

SENT FEB 19

2025 EQUIVALENT CAMPAIGN

Allow Us to Reintroduce Ourselves (Feb 2025 C1)

OPEN

24.8%

CTOR

3.66%

LEADS

5

EST. ROI

$10,000

LEADS YoY

+0 vs 2025

CONTACTS SENT

15,760

OPEN RATE

21.2%
3,336 opens · 2025: 24.8%

▼ -3.6% YoY

▼ BELOW '26 GOAL

CTOR

3.39%
clicks ÷ opens · 2025: 3.7%

▼ -0.3% YoY

▼ BELOW '26 GOAL

TOTAL CLICKS

113
1st hr opens: 728

TOTAL LEADS

5
1 call · 4 forms · 4 of 5 converted in 2 wks

▼ BELOW '26 GOAL

UNSUB RATE

0.10%
16 unsubs of 15,760 sent · ✓ under 0.2%
threshold

BOUNCE RATE

0.96%
151 bounces · 0.96% of 2% danger threshold
(bar = severity)

CONTENT SPLIT

85% edu
educational vs 15% schedule CTA by unique
clickers

VS 2026 OPEN TARGET

21.2%
target 25–30% · gap: –3.8 to –8.8 pts

CONVERSIONS

1 4
calls forms

OTHER STATS

1st Hour Opens:  728

Unsubscribes:  16

Complaints:  3

RESEND

No resend this campaign.

✓  WHAT WORKED

All educational content dominated — HRT (79), Menopause (66), PCOS (54)

85% of clicks went to educational content — strategy fully validated

Delayed conversions: 4 of 5 leads converted within 2 weeks

Unsub rate held at 0.10% — audience welcomed this topic

�  WHAT DIDN'T

Open rate 21.2% — below 22% baseline & 25–30% target

CTOR 3.39% — below 5–6.5% 2026 C1 target

Sent Feb 19 — missed both high-intent windows (Feb 1–6 & 21–27)

Bounce rate 0.96% — elevated, list hygiene review recommended

TOP PERFORMING CONTENT

1 HRT Hero
educational

81 clicks

2 Menopause Solutions
educational

70 clicks

3 Birth Control Alternatives
educational

59 clicks

4 PCOS Resources
educational

54 clicks

5 Schedule Appointment (CTA)
conversion CTA

47 clicks

RECOMMENDATIONS FOR NEXT SEND

Align Feb sends to high-intent windows: Feb 1–6 (surgery/labiaplasty) or Feb 21–27 (labiaplasty).

Functional/hormone content converts on a delay — track leads 2 weeks post-send, not just same-day.

Address bounce rate (0.96%) — run list hygiene before next send to protect deliverability.

Strong educational template — replicate HRT/hormone framing for March functional push.

NOTE: DELAYED CONVERSION INSIGHT: 4 of 5 leads from this send converted within 2 weeks. Functional content plants seeds — measure at 14 days, not day-of.



EMAIL PREVIEW  ·  FEBRUARY 2026

Donaldson  ·  Email Performance Report  ·  January 2026 9

C2.2

Stay Awake & Look
Great!

SEND DATE

Thursday, Feb. 26, 2026

at 1:58 PM

★  TOP WIN

Best CTOR (5.47%) + most leads (9) of any
send this year

SUBJECT LINE

"Stay Awake & Look Great!"

PREVIEW TEXT

PLUS: An Exclusive MOXI Laser Offer & How to Get

Your Hormones Back to Balanced

MEETS '25 AVG

AT A GLANCE

OPEN RATE

21.3%
▼ -3.8%

vs. last year

CTOR

5.47%
▲ +1.97%

vs. last year

TOTAL LEADS

9
▲ +7 vs 2025

leads year over year

STRATEGY NOTE

Cross-pillar send inside Feb 21–27 labiaplasty

peak. Best CTOR and lead total of year.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
Awake Procedures
128 clicks

2
More About MOXI
79 clicks

3
MOXI Offer
51 clicks

4
Hormone Therapy
52 clicks



C2.2  ·  DATA & FINDINGS  ·  FEBRUARY 2026

C2.2  ·  Thu Feb 26, 2026  ·  1:58 PM

Stay Awake & Look Great!
SUBJECT: "Stay Awake & Look Great!"

MEETS '25 AVG

STRATEGY ALIGNMENT: Feb = research & decision month. Cross-pillar (surgical + aesthetic + functional) with clear CTAs. Sent inside Feb 21–27 labiaplasty peak — excellent timing.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  FEBRUARY ✓ LANDED IN PEAK WINDOW

Surgery + Labiapl. Labiaplasty Peak

1 5 10 15 17 20 22 25 29 31

SENT FEB 26

2025 EQUIVALENT CAMPAIGN

We're Sticking to It This Year (Feb 2025 C2)

OPEN

25.1%

CTOR

3.50%

LEADS

2

EST. ROI

$4,000

LEADS YoY

+7 vs 2025

CONTACTS SENT

15,814

OPEN RATE

21.3%
3,365 opens · 2025: 25.1%

▼ -3.8% YoY

▼ BELOW '26 GOAL

CTOR

5.47%
clicks ÷ opens · best of year

▲ +1.97% YoY

� MEETS '26 GOAL

TOTAL CLICKS

184
1st hr opens: 775

TOTAL LEADS

9
7 calls · 2 forms · best of year

� MEETS '26 GOAL

UNSUB RATE

0.07%
11 unsubs of 15,814 sent · lowest unsub rate of
year

BOUNCE RATE

5.75%
909 bounces · 5.75% — maxed severity bar,
urgent list hygiene

CONTENT SPLIT

84% edu
educational + functional vs 16% MOXI promo
offer

ENGAGEMENT VELOCITY

23.0%
775 of 3,365 opens in 1st hour · strong send
timing

CONVERSIONS

7 2
calls forms

OTHER STATS

1st Hour Opens:  775

Unsubscribes:  11

Complaints:  0

RESEND

No resend this campaign.

✓  WHAT WORKED

Best CTOR of the year at 5.47% — first to approach 2026 C2 target (5.5–7%)

Most leads of any single send: 9 total (7 calls · 2 forms)

Lowest unsub rate of the year: 0.07% — cross-pillar content welcomed

Sent inside Feb 21–27 labiaplasty peak window — timing aligned

�  WHAT DIDN'T

Bounce rate 5.75% (909 bounces) — critically elevated, list hygiene urgent

Open rate 21.3% — below 2025 baseline of 25.1% (-3.8%)

Open rate still below 2026 target of 24–28%

CTOR narrowly missed 5.5% C2 target threshold

TOP PERFORMING CONTENT

1 All Awake Procedures
educational

128 clicks

2 More About MOXI
educational

79 clicks

3 Hormone Therapy / HRT
educational

52 clicks

4 MOXI Offer (Claim Now)
promotional

51 clicks

RECOMMENDATIONS FOR NEXT SEND

Run list hygiene immediately — 5.75% bounce rate will harm deliverability if not addressed.

Cross-pillar framing (surgical + aesthetic + functional) drove best CTOR — repeat this format.

"Awake procedures" angle resonated strongest (128 contacts) — build a dedicated C1 around it.

Feb 21–27 is a validated high-intent window — plan next year's Feb C2 to land here.
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C1

Let's Talk About
Weight.

SEND DATE

Thursday, Mar. 5, 2026

at 11:58 AM

★  TOP WIN

First C1 to hit 2026 CTOR target — 5.52% vs
5–6.5% goal

�  Resent Mar 11 · Weight Management Looks Different On Everyone

SUBJECT LINE

"Let's Talk About Weight."

PREVIEW TEXT

Gaining? Losing? Or Simply Feeling Stuck? We

Have All the Tools to Help!

BELOW '25 AVG

AT A GLANCE

OPEN RATE

21.9%
▼ -1.7%

vs. last year

CTOR

5.52%
▲ +1.5%

vs. last year

TOTAL LEADS

5
▼ -1 vs 2025

leads year over year

STRATEGY NOTE

March surgical peak. Weight management =

cross-pillar C1. Sent Mar 5 inside peak window.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
6-Month Program
135 clicks

2
Liposuction

116 clicks
3

CoolSculpting
115 clicks

4
CoolSculpting Promo
104 clicks

5
Loose Skin Solutions
125 clicks



C1  ·  DATA & FINDINGS  ·  MARCH 2026

C1  ·  Thu Mar 5, 2026  ·  11:58 AM

Let's Talk About Weight.
SUBJECT: "Let's Talk About Weight."

BELOW '25 AVG

STRATEGY ALIGNMENT: March = peak surgical month. Weight management is cross-pillar (functional + surgical + aesthetic). Sent Mar 5 inside Mar 1-15 surgical peak.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  MARCH ✓ LANDED IN PEAK WINDOW

Surgery Peak Spring Surge

1 5 10 15 17 20 22 25 29 31

SENT MAR 5

2025 EQUIVALENT CAMPAIGN

You've Got Better Things To Do (Mar 2025 C1)

OPEN

23.6%

CTOR

4.00%

LEADS

6

EST. ROI

$12,000

LEADS YoY

-1 vs 2025

CONTACTS SENT

15,876

OPEN RATE

21.9%
3,480 opens · 2025: 23.6%

▼ -1.7% YoY

▼ BELOW '26 GOAL

CTOR

5.52%
clicks ÷ opens · first C1 to hit target!

▲ +1.5% YoY

� MEETS '26 GOAL

TOTAL CLICKS

192
1st hr opens: 700

TOTAL LEADS

5
5 calls · 0 forms

▼ BELOW '26 GOAL

UNSUB RATE

0.11%
17 unsubs of 15,876 sent · under 0.2%
threshold

BOUNCE RATE

0.99%
157 bounces · approaching 1% — list hygiene
still needed

CONTENT SPLIT

85% edu
5 educational sections vs 1 CoolSculpting
promo offer

ENGAGEMENT VELOCITY

20.1%
700 of 3,480 opens in 1st hour · solid send
timing

CONVERSIONS

5 0
calls forms

OTHER STATS

1st Hour Opens:  700

Unsubscribes:  17

Complaints:  2

RESEND  ·  Mar 11, 2026  ·  10:00 AM

Sent: 12,323   Open: 4.08% (503)

CTR: 5.17%   Clicks: 26

Unsubs: 5  ·  Bounces: 18  ·  Complaints: 0

✓  WHAT WORKED

First C1 to hit 2026 CTOR target — 5.52% vs 5–6.5% goal

CTOR up +1.5% YoY — weight content drove genuine click intent

Cross-pillar (functional + surgical + aesthetic) drove even spread across all links

Sent inside Mar 1–15 surgical peak window — timing correct

�  WHAT DIDN'T

Open rate 21.9% — below 2025 baseline of 23.6% and 2026 goal of 25–30%

Bounce rate 0.99% — third consecutive month above 0.9%, list hygiene overdue

Leads (5) down from 2025 equivalent (6) despite better CTOR

Complaints (2) — highest of the year, monitor carefully

TOP PERFORMING CONTENT

1 6-Month Weight Program
educational

135 clicks

2 Surgery After Weight Loss
educational

125 clicks

3 Liposuction
educational

116 clicks

4 CoolSculpting
educational

115 clicks

5 Weight Loss Insight
educational

113 clicks

6 CoolSculpting Promo
promotional

104 clicks

RECOMMENDATIONS FOR NEXT SEND

CTOR target met — weight framing works, repeat cross-pillar structure for Apr C1.

Address bounce rate before next send — 3 consecutive months above 0.9% is a pattern.

Open rate still lagging — test stronger subject line; "Let's Talk About Weight" was flat.

Liposuction and CoolSculpting tied in clicks — consider a dedicated dual-option C1.
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C2

Why So Many of Our
Patients Choose
March

SEND DATE

Thursday, Mar. 19, 2026

at 11:59 AM

★  TOP WIN

8 leads — second best of year, +7 vs same
month 2025

�  Resent Mar 24 · The Emotional Impact of Plastic Surgery

SUBJECT LINE

"Why So Many of Our Patients Choose March"

PREVIEW TEXT

PLUS: An Exclusive CoolSculpting Offer Before

Spring Events Begin

BELOW '25 AVG

AT A GLANCE

OPEN RATE

20.1%
▼ -3.6%

vs. last year

CTOR

2.39%
▼ -5.5%*

vs. last year

TOTAL LEADS

8
▲ +7 vs 2025

leads year over year

STRATEGY NOTE

March surgical peak. Authority scheduling framing.

Sent Mar 19 inside spring surge window.

GLOSSARY

CTOR: Click-to-Open Rate

YoY: Year over Year vs. 2025

C1: Conversion-focused send

C2: Authority & education send

Baseline: 2025 annual avg: ~22% open

1
Emotional Impact
38 clicks

2
Why Choose March
25 clicks

3
Lipo Procedure

30 clicks
4

Scar Camouflage
36 clicks

5
Lipo vs. CoolSculpt.
35 clicks

6
CoolSculpting Promo
28 clicks
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C2  ·  Thu Mar 19, 2026  ·  11:59 AM

Why So Many of Our Patients Choose March
SUBJECT: "Why So Many of Our Patients Choose March"

BELOW '25 AVG

STRATEGY ALIGNMENT: March = surgical peak month. Authority framing (why patients choose March) drives scheduling intent. Sent Mar 19 — landing in spring surge window.

SEND TIMING vs. HIGH-INTENT WINDOWS  ·  MARCH ✓ LANDED IN PEAK WINDOW

Surgery Peak Spring Surge

1 5 10 15 17 20 22 25 29 31

SENT MAR 19

2025 EQUIVALENT CAMPAIGN

When You Think About Plastic Surgery (Mar 2025 C2)

OPEN

23.7%

CTOR

7.87%*

LEADS

1

EST. ROI

$2,000

LEADS YoY

+7 vs 2025

CONTACTS SENT

15,653

OPEN RATE

20.1%
3,139 opens · 2025: 23.7%

▼ -3.6% YoY

▼ BELOW '26 GOAL

CTOR

2.39%
clicks ÷ opens · 2025: 7.9% (est.)

▼ -5.5% YoY

▼ BELOW '26 GOAL

TOTAL CLICKS

75
1st hr opens: 800

TOTAL LEADS

8
6 calls · 2 forms · +7 vs 2025

▼ BELOW '26 GOAL

UNSUB RATE

0.10%
16 unsubs of 15,653 sent · under 0.2%
threshold

BOUNCE RATE

0.80%
126 bounces · improving — still watch closely

CONTENT SPLIT

87% edu
6 editorial sections vs 1 CoolSculpting promo
offer

ENGAGEMENT VELOCITY

25.5%
800 of 3,139 opens in 1st hour · best velocity
of year

CONVERSIONS

6 2
calls forms

OTHER STATS

1st Hour Opens:  800

Unsubscribes:  16

Complaints:  1

RESEND  ·  Mar 24, 2026  ·  2:59 PM

Sent: 12,473   Open: 5.49% (685)

CTR: 7.74%   Clicks: 53

Unsubs: 3  ·  Bounces: 24  ·  Complaints: 0

✓  WHAT WORKED

8 leads — second best lead total of year, +7 vs March 2025

Best first-hour velocity of year: 800 opens (25.5%) — timing and subject resonated

Authority framing "Why Patients Choose March" drove scheduling intent

Bounce rate improving — 0.80% down from 0.99% previous send

�  WHAT DIDN'T

CTOR 2.39% — lowest of all C2 sends, well below 5.5–7% target

Open rate 20.1% — below 2025 baseline and 2026 target

Click spread too even across 7 links — no single content broke out

Scar Camouflage top clicked (36) but off-strategy for a C2 lead driver

TOP PERFORMING CONTENT

1 Emotional Impact of Surgery
educational

38 clicks

2 Scar Camouflage
educational

36 clicks

3 Lipo vs. CoolSculpting
educational

35 clicks

4 Lipo Procedure
educational

30 clicks

5 BMI & Surgery
educational

28 clicks

6 CoolSculpting Promo
promotional

28 clicks

RECOMMENDATIONS FOR NEXT SEND

CTOR was lowest C2 of year — too many links diluted click intent. Limit to 3–4 next send.

Emotional impact content (38) + authority framing drove leads — build on this in Apr C2.

Scar camouflage had strong interest — consider a dedicated C1 around this topic.

Bounce rate trend is improving — continue list hygiene, aim below 0.5% by May.



Q1 2026  ·  JANUARY — MARCH

Q1 2026 Email Performance Summary
January · February · March  ·  7 campaigns + 4 resends  ·  109,579 contacts reached

46
TOTAL LEADS Q1

+29 vs 17 in Q1 2025  (+171%)

21.1%
AVG OPEN RATE

Q1 2025 avg: 24.0%  (–2.9 pts)

3.85%
AVG CTOR

Q1 2025 est: 5.75%  (spam-inflated)

MONTHLY BREAKDOWN  ·  leads, avg open rate, avg CTOR

JANUARY

Jan C1 + Jan C2

14 leads

vs 3 in 2025

Open 20.5%   CTOR 3.02%

FEBRUARY

Feb C2.1 + Feb C1 + Feb C2.2

19 leads

vs 9 in 2025

Open 21.6%   CTOR 4.24%

MARCH

Mar C1 + Mar C2

13 leads

vs 7 in 2025

Open 21.0%   CTOR 4.03%

C1 vs C2  ·  SEND TYPE PATTERNS

C1  ·  CONVERSION SENDS

Jan C1  ·  Feb C1  ·  Mar C1

SENDS

3
AVG OPEN

20.4%
AVG CTOR

3.76%
LEADS

18
· Mar C1 first to hit CTOR target: 5.52%

· CTOR improving each C1 send: 2.37 → 3.39 → 5.52

· Calls dominated: 11 calls vs 7 forms across all C1s

· Best open: Jan C1 18.1% — weakest of year

C2  ·  AUTHORITY & EDU SENDS

Jan C2  ·  Feb C2.1  ·  Feb C2.2  ·  Mar C2

SENDS

4
AVG OPEN

21.6%
AVG CTOR

3.81%
LEADS

28
· Feb C2.2 best single send: 9 leads + 5.47% CTOR

· Cross-pillar C2s outperform single-topic (Feb C2.2 vs Mar C2)

· Authority framing drives engagement — lowest unsub rate of year (0.08% Feb C2.1)

· Mar C2 CTOR (2.39%) dipped when too many links used (7)

CTOR TREND  ·  all 7 sends chronologically  ·  target floor: 5.0%

5.0% target floor

2.37%

Jan C1

3.53%

Jan C2

3.87%

Feb C2.1

3.39%

Feb C1

5.47%

Feb C2.2

5.52%

Mar C1

2.39%

Mar C2

KEY PATTERNS  ·  what Q1 data tells us about maximizing leads

WHAT DRIVES LEADS

Leads up +171% YoY despite open rates declining — quality of content drives conversions, not
volume of openers
Feb was peak lead month (19) — cross-pillar sends (surgical + functional + aesthetic) in one email
outperformed single-topic
Resend CTOR consistently exceeded original: Jan C1 (5.86%), Jan C2 (8.12%), Mar C1 (7.74%) —
new subjects unlock non-openers
Calls >> forms (33 vs 13) — audience prefers direct contact; consider adding more phone CTAs

WHAT TO FIX IN Q2

Open rates below 2026 targets all quarter — test stronger subject lines; curiosity + authority
framing outperformed on resends
Mar C2 CTOR crashed to 2.39% with 7 links — limit to 3–4 content blocks per C2 to concentrate
click intent
Bounce rate elevated Jan–Mar (0.80–5.75%) — list hygiene is non-negotiable before April sends

C1 sends underperforming on open rate (20.4% avg) — align send dates tighter to high-intent
surgical peak windows

LIST HEALTH  ·  bounce rate trend  ·  2% = danger threshold

0.96%

Jan C1

0.97%

Feb C2.1

0.96%

Feb C1

5.75%

Feb C2.2

0.99%

Mar C1

0.8%

Mar C2

2% threshold


