Report includes:

® Teachers’ e-mail habits and viewpoints

¢ E-mail trends, open rate trends, and
click-through rates

* Best days and weeks to generate the
most response

¢ |deal size of e-mail campaign to gain
maximum results

...And more

$195

By Carol Ann Waugh and Christopher Ziemnicki

MDR

A D&B Company



E-Mail Trends in the Education Market: A Comprehensive Analysis of the
2005-2006 School Year

Published by MDR

A D&B Company

1 Forest Parkway
Shelton, CT 06484-6147
www.schooldata.com

© Copyright 2006 Market Data Retrieval.

All rights reserved. No part of this report may be reproduced or transmitted in any form or by any
means, electronic or mechanical, including photocopying and recording, or by any information
storage or retrieval system, except as may be expressly permitted by the 1976 COPYRIGHT ACT,
or in writing by MDR, 1 Forest Parkway, Shelton, CT 06484-6147.

MDR and its agents have exercised reasonable efforts in gathering and preparing data and
information published in E-Mail Trends in the Education Market: A Comprehensive Analysis of the
2005-2006 School Year. MDR does not assume and hereby disclaims any liability for any loss or
damage caused by errors or omissions resulting from negligence, accident, or other causes.

ISBN 1-57953-538-0

ISSN 1933-7302


http://www.schooldata.com

Introduction

MDR is a leading U.S. provider of marketing information and services for the education
market. MDR provides mailing lists, full-service e-marketing solutions, database marketing
services, state-by-state school directories, and statistical reports and analysis about the
education market. Through continuous outreach to schools, MDR has been compiling
educational-based e-mail addresses since 2001 and has amassed 72% coverage of the
U.S. public school universe and 70% of the higher education market.

MDR has provided educational marketers with two primary ways to reach educators:
appending e-mail addresses to their house customer list and providing lists for e-mail
prospecting campaigns, both stand alone and in conjunction with direct mail. The data
contained in this report is a result of an analysis of both these uses. The customer data
spans five years from 2002-2006, and the prospecting campaign data is a look at the
2005-2006 school year.

In addition, to get feedback directly from the teachers, MDR conducted an online survey
to more than 36,000 teachers to ask them specific questions about their views of
receiving e-mails in their school in-boxes.

This report provides insight into how educators use and view e-mail in the school; gives a
detailed review of aggregated results from thousands of campaigns; and draws specific
key findings, conclusions, and actionable recommendations to help educational marketers
of all types plan and execute highly successful e-mail marketing programs and integrate
e-mail into their existing marketing mix.
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