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Executive Summary

Email is one of the most effective digital marketing channels for
acquiring, engaging and ultimately converting new customers. At
the core of any successful email program is a healthy subscriber
base. One of the best ways for marketers to grow their subscriber
base and ensure its quality is through the use of web registration
forms. As such, brands dedicate a lot of time and resources to
optimizing registration forms to boost conversions and set the
right tone for future customer interactions.

On-screen Validation:

By providing immediate feedback, this real-
time email verification tool ensures new
subscriber emails are properly formatted,
spelled, and belong to an active domain.

Interstitial or Pop-up Window: Confirmed (double) Opt-in: Stepped Questions:

A window that suddenly appears on the After entering their information in a A phased approach to registration forms that
foreground of a website and typically contains registration form, all new subscribers are only requires a consumer’'s email address
one or more form fields for users to fill in. The sent a confirmation email with a verification for initial sign-up. Once a user has submitted
window usually does not disappear until the link they must click in order to confirm her email, the window displays an opt-in
user either enters the required information their subscription. This two-step process confirmation and additional form fields the
or clicks away. When executed properly confirms intent while also safeguards against consumer can fill out. Breaking up the form via
and combined with other registration best fraudulent sign ups. For SMS marketing stepped questions appears less cumbersome
To help brands build a seamless and effective registration process, practices, interstitial or pop-up windows programs, new subscribers are sent a text and time-consuming and guarantees that
Yes Lifecycle Marketing has audited various best-in-class web effectively capture consumers’ attention and message requesting that they reply with a even if consumers abandon the form after
registration programs from leading brands across a variety of increase signs-ups without driving visitors “YES" to join the program. the first question, their email addresses are
industries to develop this first-of-its-kind lookbook focusing on: away. captured and subscribed.

» Examples of step-by-step registration processes

that convert

Email designs of effective welcome campaigns

Creative samples of well-built preference centers

EAR FOR TODAY, INSPIRATION FOR TO ; IROW
A y
B A .
- } 4 ’ ,.7—7-""‘__

"

Mobile Responsive:

All forms and fields render correctly in
both desktop and mobile environments and
function without the need to zoom or pinch.

Samples:

Opt-in window or page displays samples
of the emails new subscribers will receive
when they join a brand’'s mailing program.
Setting expectations about future brand
communications can not only encourage form
completion but also reduce unsubscribe rates
down the line.

Testimonials:

Opt-in window or page displays subscriber
endorsements and/or awards received by
the brand to bolster value and encourage
conversion.
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Captcha:

The use of a “captcha” or checkbox selection

in the registration form prompts an action by
the new subscriber. It distinguishes a human

from malicious software and protects against
spammers.

The Human Element:

Sign-up and preference center pages that
employ a light-hearted, conversational tone
that gives a brand a human voice.

Short and Sweet:

To increase conversions and decrease
abandon rates, these ‘'short-and-sweet’
registration forms have a low number of
fields for consumers to fill out.

Dedicated Opt-in Page:

The opt-in process includes a dedicated
landing page that highlights the benefits of
receiving a brand’'s communications, provides
details about mailing frequency, and includes
privacy policy information.

(0]

Sign-up Incentive:

Registration windows or pages that offer
a reward for opting into a brand’s email
program. Incentives range from purchase
discounts and free gifts to sweepstake
entries or free product trials.

Confirmation Message:

A message that appears in the opt-in window
or page upon submission of the registration
form. The message typically thanks
prospective registrants and confirms receipt
of all information entered.

Unsubscribe All Option:

Specific to preference center pages, this
option allows subscribers to instantly opt
out of all brand communications instead of
having to check the box for every message
type.

D,

Welcome Campaign:

The messages brands send after a consumer
has opted into their marketing program.
Welcome campaigns are a way to greet new
subscribers and introduce them to the brand;
they can include a single email or a series of
messages (typically up to 3).

Frequency Management:

This option appears in the opt-in page,
preference center, or both and lets users
determine how often they would like to
receive brand communications.

Call-out to Preference Center:

A call-out in the registration form or within

a welcome campaign that encourages new
subscribers to go to a preference center page
and share more details about themselves

in order to receive more relevant and
personalized communications.

Content Management:

This option appears in the opt-in page,
preference center, or both and lets users
select the type of communications they would
like to receive.

Social Sign-in:

A registration form that allows consumers

to sign up for a brand’s marketing program
through a social media account. All the new
registrant needs to do is grant a one-time
permission for the brand to capture the email
address associated with the respective social
media account.

Yes Lifecycle Marketing | pg. 5



e King Arthur Flour )

Interstitial or S
Pop-up Window

; . : In a great example of a well-executed preference center page, King
Step #4 - Preference Center : . e ; Arthur Flour combines fun and inviting copy with strategic use of
Content Type Management : T ; b icons and color (red for headers and gray for standard copy) to
provide a seamless and inviting way for subscribers to share their
information and preference of baking topics.

With a storied history dating back to the American Revolution, King Step #3 @mmmmwu"

Arthur Flour is a leader in anything and everything related to baking. This Welcome Campaign | =2

passion for baking is a central theme in the email registration process.

From the call-out in the pop-up window to the visually rich welcome

The Human email, both imagery and copy have been designed to cater to the
Element interests of a wide range of bakers.

snor | Recires

ol | eortoot | %200

Subject Line:
Welcome to our

kitchen! Let's bake.

search...

SHOP | RECIPES | LEARN ' OQURSTORY | OURPRODUCTS | biog

Manage your preferences.

Get the emails that are right for you & your kitchen.

EJES
i H H

Confirmation OUR PASSION IS YOUR

Your essential ingredients

Message essential ingredient o *Regquired Felds
St 100N Yot e Wi s spacis ot
. et e @il
Step #1 - Sign Up Step #2 e et R e |
@ Interstitial or Pop-up Window Confirmation Message ) }@‘ rm
85 i FistName *
Short and Sweet | The Human Element
BAKE INSPIRED
Welcome [Snietesmim ot pamrn ot s mien phme ; g M gl Ry i AT
Campaign ot o ey e o okl (gt ; W'l mark o clandar s el yous ceebrate Loveit> Con'tlave ny o 7
m t can st i vty o 1rs (el o king supylies) i help you 4 S 2 Month Day Vopusluivoly bk ghirlon. i mapoa:
Teach e belghts e Michon, Look sulfo deScieus emels coming yourwar: Ay ~ 1 occasionaly bake gluten-free and want to lsam more. & g - g
ikt ik R _ ¥ Too many emails? We understand.
= Your friends ot King Arthur Flour
What would you like to hear about?
ing? : A
Call-out to Love baklng = Sweet! \: BROWSE OVER / Wiaca e Classes in our Baking Education Center.
Prefarenee Camer ) 1 You're in good company. : 4 You're signed up. ) ) Z,OOO_RECIPES' Wheat do you enioy haling » Manage your prefersnces.
) Sign up to rceive scasaral necipes, baking tps, o T —— TN R o Gettha ermaile that are right for yau & your kitchmn. Events and specials at our Vermont bakery/café and store.
special offers, and more! P e Sy P Your assential ingraients e
- * Required Mieids Special offers, baking inspiration, and recipes.
lohn.cloedamal oom Gluten-free ingredients, events, and recipes.
Content Type What kind ot baker are you? What's your baking level? First Name = : A On second thought, send everything you've got!
Other than a fantastic one. Beginner, experienced, or somewhere in between? ¥
Management - Z Nothing - please unsubscribe me from everything.
Ifisn'tfrom scrateh, | don' want to bake Imjust slarting out. Zp Godo®
WP. bellel& ——1 : Fike haking from mixes Fua been haking a while now, but sfill leaming .
- i it g - We're big on birthdays (and cake, obviously)! o
l BAKED GUODS i DOING GOOD : 1 bake from scratch and with mixes I consider myself experisnced W 1 b fnd sk il
3 —
. — go hand In hand ——— Visiting Vermont? Live nearby? Interested in baking education? Month
- Get the from our ¥ from our Baking School locations -
Mobile Motify me about events and specials at the Classes and events in Norwich, VT Day
bakery.café, and store in Nonvich, VT
Responsive Classes and events in Skagit Valley, WA

What's your stancs on gluten? : Unsu bSGrl be A_“’O ption

Lowe it? Canr't have any of it?

| ATCLISHRY DAKS QUIEN-TRR BODES

Call-out to
Preference Center

Unsubscribe
All Option

Need to unsubscribe? No problem - unsubscribe here

LET'S TALK ABOUT YOU
Hop us. neipy cing

MANAGE PREFE]
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@

Confirmation
Message

@

Confirmed
(double) Opt-in

Welcome
Campaign

Starbucks

Starbucks employs a clean and airy design with little copy to match the
modern feel of their brand. Unlike most other brands, Starbucks features
a registration form towards the bottom of their homepage which enables
the brand to prominently display their latest products and entice site
visitors to convert after seeing them.

Capitalizing on the engagement new subscribers tend to exhibit when

they first opt into a brand’s mailing program. Starbucks’ welcome email

highlights the brand’s loyalty program and invites new subscribers to Step #2

enroll right away. By focusing on their loyalty program, Starbucks gets a Confirmation Message
head start in building a valuable member community which can generate

Step #3
Confirmation Email | Confirmed (double) Opt-in

up to 18% more revenue than non-members.*

The registration process is simple and, once consumers join, they can
enjoy a number of perks including free rewards when they hit specific
milestones, ability to pay with their phone, and members-only offers.

new
GHIGKEN & QUINOA
PROTEIN BOWL

fvys e
Step #1 - Sign Up 8

Pay with your phone. And do so much more.

@& Appstore b GoogiePlay ABOUT US CAREER CENTER
Our Company Working at Starbucks
Investor Relations College Plan
Newsroom Current Partners

Corporate Careers

even when you're on the go. Our new Chicken &
Quinoa Protein Bowl has 27 grams of protein
and over a cup of veggies. (No post-lunch lag
here.)

More high-protein options »

' Thanks for signing up!

FOR BUSINESS

Office Coffee

Starbucks Coffee International
Foodservice

Licensed Stores

We'll send an email to confirm your address and you're in. As a member, you can
Sign in or create an account to manage your Starbucks Cards, track your rewards
and get our latest news.

STARBUCKS’

™

You're almost signed up to receive Starbucks emails.
Just one more step needed...

Please confirm your email address, and we'll start sending you our latest news and

promotions.

If you did not sign up to receive email, you don't have to do anything. Without confirming,

we won't send you any additional emails.

Warm regards,
Starbucks

This email is sent from an accoun or sending messages only. So if you want to contact us, don't reply to this email —
get your resp e this web form or mail your comments to Starbucks Customer Inguiries P.O. Box
Albuguergue, NM & hanks.

Copyright ® 2o17 Starbucks Corporation. All rights reserved. Terms of Use | Privacy Statement

*https://www.customerinsightgroup.com/loyaltyblog/loyalty-marketing/study-answers-questions-on-value-of-loyalty-program-members

Registration Form Lookbook | 2017

Step #5
Welcome Campaign

Subject Line:
Get a free drink when you join My
Starbucks Rewards®

MY STARBUCKS

REWARDS .~

Step #6
Loyalty Program

GET YOUR NEXT

Because you Ig

icks, you'll really
My

love this: You
Starbucks Re
that gives sweg

member-exclush

when you join and

MOST-LOVED MEMBER PERKS

* Free drinks and food

* Paying with your phone

PERSOMAL INFORMATION

ACCOUNT SECURITY

Show

JOIN STARBUCKS REWARDS"

| Give me an instant digital card

. Join using a Starbucks Card | already
T have

I don't want to join Starbucks Rewands™

Add your birthdate so we can send you our best
wishes (and a little something on us)

COLLECT MORE STARS & EARN REWARDS

Tha bast way to sam Bonus Stars and hear abaut
membar-only offers is via emai

Yeq, i'd like emall from Starbucks

TERMS OF USE

Yes Lifecycle Marketing | pg. 9



4 b Step #3
i‘] TO M S Welcome Campaign

Interstitial or Subject Line:
Pop-up Window

TOMS runs a rewards program that emphasizes their unique focus

) . . . . . I | . .o . . .
TOMS' email registration form features several effective and unique Yay, you signed up! on community and giving, and still provides a variety of standard
elements. In addition to a "10% off’ sign-up incentive, the pop-up window member benefits like early access to products and content, profile
(o) highlights the brand’s signature “One for One” message and goes beyond and preference management, and rewards for those who interact
the retail call-to-action, with the invitation for new subscribers to “Join TOMS with the brand’s email and social media content. Members can
Sign-up the Movement"”. This creates the sense that, by submitting their email - . 0«%3@« redeem rewards in the form of free products, special discounts, trip
Incentive address, consumers are not only entering an email program but also sweepstakes, or donations to a meaningful cause.
joining a cause.
{; THE WAY YOU LIVE Step #4 — Loyalty Program
% CAN BE THE WAY YOU GIVE .
How We Give \ 0 w We Givi W 5 oo
Short and We believe that you have the power to improve £ LI?MS~ =k Foie e TOMS
. someconc’s life through everyday acts. [ p e SR e T 3 [k
Sweet Step #1 — Sign up T e ; : N THE'ADVENTURE i
Interstitial or Pop-up Window OMS PASSPORT REWARDS ‘ SREATEACCOUNT MY PASSPORT REWARDS
Sign-up Incentive | Short and Sweet Mobile Responsive Sigh Up and begin your journey today. '
: Emall Address JOIN THE MOVEMENT!
JOIN NOW bl e S0 oy Wit L FEATURED ACTIVITY
Responsive & 7/ Password: Confirm Password: R ATy O ﬁ&’.:""““""’“"""’”’
TOMS ases, activity an TOMS.com and TOMS social media [ LIFETIME STAMPS.
- First Name Last Name ehannas andt morel o I
< ) Ready to hit the road? ."/-\ SIGN UP
‘ TOMS ONE FOR ONE {ov all TQMSZassport Rewards i free tajoin. Just Al in your et Gender:foationc) ks REWARDS
l 10% DFF, M "Ow information and you can earn stamps for things you're ’/2\‘ EARN STAMPS Select Gender v
o~ ONE FOR ONE {ou all S o et st o 3 o Step #2 o i b, v
Campaign your first purchase (excludes sale Confirmation Message e L e o
items), new products, special events, Opping ftems that give bac | 3 | GET REWARDS!
lo% 0 10“/ and Giving updates from TOMS! N
' Become a Member of TOMS Passport A
Enter your email below for 10% off your first purchase (excludes TOMS Rewards ool .
sale items), new produc I:r::‘e-;.gl’;;emn_ and Giving updates B S About thejourney... Earn SthPS b}" - _— ] % e @3
i i . ALONG THE WAY, PASSPORT MEMBERS MAY RECEIVE: O Shoppingan TOMS.com s "‘a"”fJ“”‘ = .“afsf::m:: . o " X
w w Tons ' Early access to TOMS products and cantent % Signing up for emails about LP TOMS Sus s TRUST TOMS - §25 Donation
. E:.-yim mm::;fuuchnum win prizes exclusives and new products
% 5 1= Here's your code for ] and even a trip to B © Connecting with TOMS on 310 57AMPS 310 sTAMPS -
B €ikking Join I MSVEEAR Yo BaFFE 1 o0t Teims o Une & T of Sale o) Biivicy Paicy ::""‘5';' 3;&1:;"':0(5..\: °nyd Pr:ncr%lm 10% off your first purchase m@'&ﬁ:ﬁﬂmﬂ" e Facebock, Instagram and Twitter
With every protuct you purchase, TOMS will heip a person in need. One for One®. i - :i’f'“’""'"'_"‘" o TOMS Pa. © Checking in at TOMS Stores REWARDS
With every product you purchase, m’:::‘mms i it ¥ Attending TOMS events
TOMS will help a persen in need. One "
for Ones. e | MEN'S )
b ) g DO ol
_ e Ch ot e e gl o e What type of traveler are you? i‘) 1 Q 0 tf “) 3 J off

Registration Form Lookbook | 2017
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O General Assembly

Interstitial or

Pop-up Wind _ _ : : . . !
opHp e General Assembly is an education network that helps students master Registrants are only required to fill in an email address and location Step #3

new skills in design, marketing, technology and data. The company’s in order to start receiving content tailored to where they are and what
invitation to join their email program appears in a pop-up window that resources are available to them in their city. New subscribers can also

Step #4 — Preference Center
Unsubscribe All Option | Frequency Management
Content Type Management

Short and
Sweet

€

Confirmation
Message

€

Welcome
Campaign

Unsubscribe

leads with a compelling offer for a 25% discount followed by a short and
concise summary of the benefits of receiving their communications.

Step #1 - Sign up
Interstitial or Pop-up Window | Short and Sweet | Sign-up Incentive

Get 25% Off Your First
Workshop

Sign up for General Assembly news, career tips, special
events, and more — and save on any workshop or

bootcamp.

Emall*

manage both email frequency and topics of interest in an easy-to-
navigate preference center.

Step #2
Confirmation Message

o

Thanks for subscribing.

. Welcome Campaign
Subject Line:

Hello there! Look inside...

{2} GENERAL ASSEMBLY AboutUs  Browse Courses  The Index

YOU'RE HERE

Welcome to General Assembly

You did it. You're a step closer to hitting your goals. Whether that's coding or
designing, or becoming a data wizard or a digital marketing_pro, we're here to
help you stay competitive, boost your career, and pursue work you love.

With courses onlif d at 20 ridwide, you can leam today’s
most relevant, in-demand topics wherever you are. We've seen over 35,000

{y GENERAL ASSEMBLY

MANAGE YOUR PREFERENCES
JOHN.DOE@GMAIL.COM

Unsubscribe me

' Remove me from all General Assembly marketing emails

Send me less email

1 Only receive GA's weekly newsletter

Where would you like to learn?

alumni improve their careers after graduating from our full- and part-time
courses.

Which path will you explore? Kick off your journey and take 25% off the class
or workshop of your choice on campus” with the code gogachi25. Ranging
from an hour to a week, these short-form classes cover everything from Google
Analytics 101 to launching your own Wordpress site.

Take a look around, explore your curiosity, and see you in class. We're excited
about what's next for you.

All Option Whare would you llke 13 learn? i =

What are you interested in?

~I Career Development (changing jobs, getting a promotion, networking)

By tharing your €Ml agews 1 cus Privdey Poicy and Tema of Sarves
Frequency Biscoun nat apakcable 1 cicuit, aarttime, and Tulltime cowses.

Management

| Coding (building websites and mobile apps, learning programming languages)
Browse Classes and Redeem . ;
Your Code » ") Business (product management, startups, business development)

*Coda valid for 72 hours. The maximum vaius of the discount is $50 USD (or equivalent in ! Data (Excel - SQL, analytics, data science)

local currency). First-time subscribers only; excludes full-time courses, part-time courses,

e . S ) 3 ) Design (user experience, digital design, design thinking)
Circuits, and Circuits self-enroliments. Limit one code per person. Not applicable to prior

o

purchases. “ Digital Marketing (campaign development, content, social media, acquisition)
Content Type L\
w n m o W Please confirm your interest(s) and/or learning location updates by clicking on the "Save Preferences"
Management |

button below. Please allow up to 48 hours for changes to take effect. If unsubscribing, you will still
continue to receive transactional or confirmational e-mails related to purchases, receipts, or password

IManags your Preferences or Unsubscrive reminders.

General Assembly Inc., 902 Broadway, 41h Floor
New York, NY 10010

Save Preferences

- T o 27
Calleut to Preference Center i }?\'\2\\3\ 2\4 26 %
N 2
I W 0
1\3\ 1o 2
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Interstitial or
Pop-up Window

y =
‘.’,,/

Short and
Sweet

n
Q@
S
c
o°

Incentive

The Human
Element

Mobile
Responsive

@

Confirmation
Message

v

Confirmed
(double) Opt-in

Welcome
Campaign

Framebridge

Online custom framing specialist Framebridge employs an email
registration process that certainly sets the stage for their purchase
process; they both follow 3 easy steps. Prospective registrants are only
required to provide their email address in order to instantly activate a
$10 discount.

In addition, the brand boosts the chance for conversion by using
contextual language. Instead of a simple “No, thanks"” option in their
registration form, Framebridge uses “Decline Discount” to suggest that
consumers who don't register might be losing out on an opportunity to
save.

Step #1 - Sign Up
Interstitial or Pop-up Window | Short and Sweet
Sign-up Incentive | The Human Element

) © G Surebriinecom fumesrce TEEE

ﬂ L

FRAMEBRIDGE

Want $10 off your
first custom frame?

SIMPLY CONFIRM YOUR EMAIL

ACTIVATE MY §10 OFF

DECLINE DISCOUNT

Registration Form Lookbook | 2017

FRAMEBRIDGE

Want $10 off your

first custom
frame?

- SIMPLY CONFIRM YOUR EMAIL

=
ACTIVATE MY $10 OFF

|

\

DECLINE DISCOUNT

Mobile
Responsive

Step #2
Confirmation Message

FRAMEBRIDGE

Your $10 off
is activated!

USE CODE AT CHECKOUT:

YEA

CONTINUE CUSTOM FRAMING

Step #3
Confirmed (double) Opt-in

Framebridge

Please Confirm Subscription

Yes, subscribe me to this list.

If you received this email by mistake, simply delete it. You won't be subscribed if you don't
click the confirmation link above:

For questions about this list, please contact:
support@framebridge.com

Step #4
Welcome Campaign

Subject Line:
Framebridge: Please

Confirm Subscription

FRAMEBRIDGE

The simple way to
custom frame
everything you love.

The simple way to
custom frame
everything you love.

STAET FRAMMG

Find your
| perfect frame

i your aet o our 1Eyian o mork

Receive your
finished plece
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‘ . . N Step #3 Step #4
s’ S p | r I t A I r l I n e S Confirmation Message Welcome Campaign
Stepped ' Subject Line: Welcome to Spirit Airlines Email Specials!
fuestions Not one to shy away from publicity (good or bad), Spirit Airlines’ Step #2
humorous email campaigns are a big part of their branding. To convert Stepped Questions s "'r"t~
@ site visitors to email subscribers, Spirit prominently features a call-out P St
for their email program in the header of their website, which appears on spirit‘ (it (SO TORE 60
Confirmation every page. Once they click on the bright SIGN-UP NOW! button, visitors e -
Message are directed to a dedicated landing page that employs stepped questions B AL DEALS
with a consumer’s email address as the initial ask. EMAIL DEALS Your subscription has been successfully created. Hey there,
Subscribe to our email deals and other great spirit.com offers! .. . . . .. To ensure delivery of our e-mails, please remember to HEREE AR AghIng I SIESp TRl
The 2" step is a longer form prompting new subscribers to submit their Erar e vl e idilstinklnd add deals@p.spiritairlines.com or the domain ' o
Welcome first and last name as well as their home airport which enables Spirit P cousim st Apossss * g zggét:rl:;?s?mmmmraddms stk oo ::;L,j,\;zs:en e e
Campaign to send communications based on geographic location. The registration '
form fields also utilize a helpful interactive design that bolds and s st + P A L
highlights the field a registrant is filling out. 5 : E-mail address: john.doe@gmail.com

Manage Your Subscription

You can update your subscription and e-mail address at any time.

SUBSCRIBE ' Here's a link!
COUPOIS D
SPECIAL DEALS . s y
Receiving Our E-mails

Make sure you add deals@p.spiritairlines.com and the domain
spirit.com to your address book or approved senders list so you

Step #1 - Sign up

SpieR 181 F | S9fareClub | FREESPIRIT ¥ | Desis | Wherewefly | OptionalServices | MowBaghrices | ielp E Hams | Spet101 1 | SafarsClub | FOSCPMNT ¥ | Desle | Whorswafly | Optionsl Serviess | elp
- - don't miss any awesome deals - you can unsubscribe at any time.
Spirit S v o T spirit =
SPECIAL DEALS Login Login o E g
LESS MOMEY. MORE GO. LESS MONEY. MORE 6O, Thanks for signing up and we hope to see you flying with us soon.
Latest headlines 5,000 Mile Special Offer for our Spirit Mastercard * Cardholders! Click here
Spirit Airlines
BOOK MANAGE TRAVEL FLIGHT STATUS CHECK-IN EMAIL DEALS - - P

Flight - Subscribe to our email deals and other great spirit.com offers! _r.
S Low Pn’cE LIMBO, — Already a subscriber? Enter your email address to update your account or to unsubscribe. — Bpito=Prefere E"AIL DEALS
Flight + Car - & .

Sares From. £ I

Update your account or unsubscribe from our email deals.

1 £ vt
= V l | CRTIE. ‘ Fitelds marted with o star (« | are required,

tMAIL ADORLSS *

= 4 Flight + Hotel =

=,
Flight + Hotel + Car e > 544?9.

guriitsandhu@yesmall.com

Hotel L]

HEW EMAIL ADDAESS COMFIRM EWAIL ABBRESS

FIRST MANE * LAST HasaE *
GURNIT SANDHU

WouE AIRPORT ¥ SECOMDARY AIRPORT
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Interstitial
Pop-up Window

Sign-up
Incentive

&

Stepped
Questions

€

Confirmation
Message

Welcome
Campaign

Frequency
Management

Unsubscribe
All Option

®

Content Type
Management

Lands’ End — Email

As an iconic lifestyle brand proud of its stellar customer service, Lands’
End extends the sense of inclusion through their easy and thoughtful
email registration process. The brand offers a substantial '40% off’
discount for website visitors who sign up for their email program.

The incentive is promoted in an interstitial window that, unlike most
others, does not appear as soon as a visitor lands on the brand’s website.
Instead, it pops up after a consumer has selected a category to browse,
thus allowing time for interest to build. Once they submit their email, new
subscribers are invited to share more information and preferences via a
longer form which feeds into an extensive preference center where new
and existing subscribers can specify their birthday, select their gender,
and identify their preferred content and mailing frequency.

Step #1 - Sign Up (option A)
Interstitial or Pop-up Window | Sign-up Incentive

SIGN UP TODAY

SIGN UP

Privacy Policy & Contact info

Registration Form Lookbook | 2017

Step #1 - Sign Up (option B)

STAY CONNECTED

Sign up for emails or text alerts and get 40% off 1 item.

Step #2
Stepped Questions

WELCOME

PLEASE TELL US ABOUT YOURSELF

me-doven quality. Dutermear, UPF 50

i siees dor ks and

Step #3
Confirmation Message

Thanks for telling us about
yourself

W will use the infarmatian you have provided (e give you the best emeil canteng
e have bo offer

Please aliow up to ore week to process your reguest

New subscribers entering Lands’ End email program are greeted
with a 3-email welcome series that starts off with a thank you
message containing the sign-up incentive, continues with a second
email reinforcing key brand differentiators, and concludes with an
invitation to connect via multiple channels, including social media
and SMS.

Step #4
Welcome Campaign

Subject Line:
Thanks for signing up...

Subject Line:
Welcome to the family

Subject Line:
We're everywhere you are...

LANDS'END

THANKS FOR SIGNING UP
FOR LANDS' END EMAILS

HERE'S YOUR SPECIAL OFFER:

40% OFF

ANY 1ITEM

Plus, free shipping on orders 150+

LANDS'END

MEW WOMEN MEN KIDS SWIM OUTERWEAR HOME SCHOOL SaLE

WELCOME!

WE'RE PLEASED TO MEET YOU

Thanks for signing up to receive
our emails. We're pretty excited
about it. To celebrate, we'd like
You to have a little something:
25% off 1item

AFEW REASONS YOU MADE

LANDS'END

LET’S STAY
CONNECTED!

Follow us on social media for style
advice, original stories and to
share your phatos and comments.
Plus, sign up for Lands” End
AMYWHERE to receive text
messages and Lake 40% off 1 tem

SIGNUP

This is an e-mail advertisement from Lands’ End, Inc, 1 Lands’ End Lane,
Dodgevitle, W 53595

Efmall (Fooiar; [

Idodily Your Email Preferences

ms of

Call-out to Preference Center | i ouan e

lakback@iandsend com

Step #5 - Preference Center

Frequency Management | Unsubscribe All

Option | Content Type Management

LANDS'END

FREE SHIPPING ON $50+

SOLAR ECLIPSE SAVINGS: 25% OFF REG. PRICED STYLES
coce: SUNTAN o 8067 Lf n s

Personalize your inbox
Please tell us which categories mast interest you and how often you want ta hear fram us.

About me
Your email is: john.dos@gmail.com

CHANGE MY EMAIL

Enter your birthday to get a special surprise on your big day.
Birthday (Optional)

January

20

‘Gender (Optional)

@ Female

O Male

QO Prefer not to share

My Interests (Optional}
Please select from the categories below.
0 wids'

Cute and comfortable looks made with hand-me-down quality in sizes 2T to 20, slim, plus and

husky.

O School Uniforms

Exceptional school uniforms, dress code wear & gear designed with an eye for what matters most:

comfort, durability and choice in sizes & styles.

& Women's

Classic styles designed to make life easier with effortless silhouettes, easy-care fabrics and

flattering fits.
O Men's

Qur legendary quality in everything a guy needs, from chinos and polas to suits, dress shirts and

pants, outerwear, swimwear, sleepwear and more.

O Home

Finish your home with the finest bedding and bath linens. Plus, seasonal items - from well made

outdoor summer furniture to festive holiday décor.

Frequency
How often would you like to hear from us?
© Send me everything
You'll never miss out on product news or exclusive savings.
O Three times a week
A happy medium. We'll send news & offers a few times each week.
O Once each week
Once a week it is. But you could miss out on Sale announcements & other big savings.

© Once a month
‘We'll only send an email once each month... but we'll make it a good one!

CHAT
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La n d S ! E n d — S M S gtez’i)cged Opt-in Page ———

S\g n-up EXTENDED ONE DAY!
neentive In addition to driving subscriptions to their email communications The form is short and sweet; it requires only a phone number and il capnaitiny sssec Verizon LTE  6:34 PM @ 7 98% [0
program, Lands’ End prominently feature their SMS program on their a zip code. Once they opt in, new subscribers immediately receive =] s
@ homepage, thus targeting their ever-growing mobile audience. When an SMS message prompting them to confirm their subscription and Join Lands' End ANYWHERE and receive ( U @
site visitors click on the call-to-action button, they are directed to a complete the registration process. 40% OFF 773-44
Dedicated landing page that highlights the sign-up incentive of 40% off in a large -
Opt-in Page bold font, followed by a quick summary of the benefits of receiving ANY“TEM i Today 6:33 PM
their SMS messages. NS O e e T Reply YES to join
You specil sovings,snesk pecks & more! LANDS' END
N ANYWHERE and enjoy )
Confirmation special mobile offers! ’ /
Message

Msg & data rates may
apply. Max 8 marketing
msg/mo. Reply HELP for
help, STOP to stop.

SIGN UP

v

Teumsol Use

Confirmed

(double) Opt-in Step #1 (option A) Step #1 (option B) Step #3 | @ :
Sign-up Incentive Confirmation Message ' =
] R
Get exclusive Offers and News o - LElI:dS' End: Welcome! ?4 ’.
Privacy Policy & Contact Info - 40% off 1: http:// 3
J

STAY CONNECTED vbs.cm/f2rUr0

Joi SMS texting list % Success! I I'OIIIO:SMS PIN:
QI oL EXANE lI5t-: Si for emails or text alerts and get 40% off 1 item. :
B PR el s DA IS s Al g e £ i Your phone number has been added to LANDS' END ANYWHERE. Complete the pracess by replying YES to the message we'll send you 4111 3' Sg ata

rates may apply. Max
8msg/mo. Text HELP for
help, STOP to stop.

U.S. Customers only. No purchase necessary. Automated marketing i S e
messages will be sent to the phone number provided. Msg & data

rates may apply. Up to 8 messages per month. Privacy Policy

SIGN UP FOR TEXTS

Step #4
Confirmed

(double) Opt-in | 0

n , @ Privacy Policy & Contact Info
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The Skimm

Millennial-friendly, theSkimm used their signature witty and clever
language to create an attention-grabbing call-out for their email
newsletter program. The invitation to join first appears on a full-screen
pop-up before being prominently displayed on their homepage. In
addition, the homepage provides a link to a sample newsletter and
highlights testimonials from various celebrities and influencers, both
of which are great ways to show the value of the newsletters and boost
conversions.

Step #1 - Sign up (option a)
Interstitial or Pop-up Window | Short and Sweet | The Human Element

theSkimm makes it easier to be smarter.
Let's try waking up together.

Top news stories of the day delivered to your inbox every moming.

Mo 1

Step #1 Website Home Page (option b)
Samples | Testimonials

__theSkimm

SKIMM AHEAL LK

Making it easier for you to be smarter

The Daily Skimm is delivared to youw inbox each AM, giving
winkd @il The s @ info wou need B0 SEa wour day

Sign up for The Daily Skimm
and join he millions who alr waki up wilh Us

SIGH UP

Still on the fence?

Check aut the latsst nevwslame

Oh, and you'ra in good company

Qprah Wintrey © W Foliow
@iiprah

| jus! becarme & Skimm'ar. News (hat's smart and fun. Those
ETheSkimm gifs afe on 10 SoMmeming. Check i outt

SHARE THIS W SHARE THIS f

Skimm for August 2ast
Skimm'd while planning cn eclipse party
QUOTE OF THE DAY

*Stormtroopers’ = Princes Willlam and Harry might have a cameo in the nest *Star Wars®
movie. Guess they've gone to the dark side.

SKIMM THIS f w

ON THE RUN

The Story
Spanish police are still searching for the driver in last week's deadly Barcelona van attack

Wait, back up.

Last Thursday. a man drove a van into a crowd of people on Las Ramblas - a major tourist
destination in Barcelona. 13 people were killed and around 120 were injured. And ISIS
claimed responsibility for it. Hours later. in a town south of Barcelona, authorities killed five
other suspects who were carrying out a separate, but connected, vehicle attack that killed
one person.

So what's the latest?

Police say these attacks were planned by a terror cell in the country. The cell was working
out of a house in a small town south of Barcelona that blew up a day before the attacks.
Police say there's evidence it was being used as a bomb factory, showing the group was
planning something much bigger. Meanwhile, they're still looking for the driver of the van in

Registration Form Lookbook | 2017

—theSkimm _

Sign up for The Daity Skimm
d join five: millons who

‘misians. who alseady wake up with us.

Thanks for signing up imm! Welcome ta the #Skimml ife

How did you hear sbout theSkimm?

Q  teard about theSkamm from a frend

Piead about otk

o

o

O risama poacast acvensement
O SowtheSarmonty

o

Qi - Wi b

Although this approach may not be suitable for all brands,

Latest Newsletter theSkimm's registration process is a great example of content
developed to fit the audience. With the use of suggestive phrases
like “let’s try waking up together” and “I prefer to be miserable in
the morning” on their pop-up registration form, theSkimm'’s edgy,
tongue-in-cheek humor resonates well with their largely Millennial

audience.

Step # 3
Welcome Campaign

Subect Line:

You just got Skimm'd

Step #2
Confirmation Message

theSkimm

Hi! Welcome to the #SkimmLife! Here's how it's going to work:

« We'll meet you back here, in your inbox, bright and early tomorrow
morning (PS If it's Friday or a weekend, you'll get theSkimm on
Monday). We're a company that respects brunch, so we won't be with
you on Saturday and Sunday. Can't wait? Here's the most recent
Skimm

+ Also, download our new app theSkimm for iPhone. It has a service
called Skimm Ahead that makes it easier to be smarter about the
future. Never again will you miss moments like when you vote in a
primary or when your favorite show is back on Netflix. Best Part? It
can integrate directly into your calendar.

« Lastly, good things happen when you share theSkimm! (read: winning
prizes, swag, being a Skimm'bassador). To get credit for sharing, use
your unigue link: http://www.theskimm.com/?r=860c3c4d OR our
fancy invite page to have friends sign up. See how many people listen
to you by checking this page.
Your morning just got better. Trust us.

Thanks!
theSkimms

In case you forget, this is the email you gave us...

Email Address: john.doe@gmail.com

If at any time you wish to stop receiving our emails, you can:
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Huckberry

Part online retailer, part lifestyle consultant and part email newsletter,
Huckberry seeks to inspire more active and adventurous lives through
storytelling and members-only sales. This overall theme of an all-
inclusive community is evident throughout the registration process in
two ways:

1. Website visitors are greeted with a full-screen pop-up window with
an invitation to join their online community before being able to
access the homepage. Consumers have the option to create an

Step #1 - Sign up
Interstitial or Pop-up Window | Social Sign-in | Short and Sweet

CONTINUE WITH EMAIL

CONTINUE WITH FACEBOOK

Registration Form Lookbook | 2017

account with their email address or through their Facebook login.
New members are added to an email program consisting of email
promotions, curated content, and a bi-monthly lifestyle newsletter
called “The Rundown.”

2. Going with its focus on storytelling, Huckberry uses witty and
conversational copy in its registration forms and welcome emails.
Doing so gives consumers a glimpse of the people behind the
scenes, making the content more relatable and enjoyable to read.

Step #2
On-screen Validation

MEMBER? LOGIN

Step #3
Confirmation Message

/

| FREE U.S. SHIPPING $98+ | FREE RETURNS

HUCKBERRY IS EQUAL PARTS STORE, |
MAGAZINE, AND INSPIRATION |

Discover + Shop the World’s Coolest Gear

We find the coolest gear and emerging brands and tell the stories of their
makers. Enjoy the best pricing, unreal customer service and free returns.

Get Inspired by Our Weekly e-Newsletter
Every Tuesday, Thursday, and Sunday, we'll email you new exclusive sales
and inspired story-telling — along with a few diversions for when your

Step #4
Welcome Campaign | The Human Element

Subject Line (left):
Here's what you need to get started

Subiject Line (right):
Fwd: The Rundown

Welcome! You have signed up successfully.

2 HUCKBERRY

boss isn’t looking.

Lk

Where men should shop online

A

s

HUCKBERRY

1 T

Huckberry is equal parts store, magazine, and inspiration
to help you suck the marrow out of life.

‘Thanks for joining the I-million strong Huckberry

community! We started Huckberry in 2011 for people like
us - those who live in the city but live for adventure. Today,
we're still independent and having the time of our lives.

Enough about us, here's how to get the most
out of Huckberry.

— DISCOVER & SHOP —

Checl vonr inhay evers Tuesday Th dax and

Hey thers,
Audy, Huckbesry co-foundar Twre.

pat is discovery, and so twice a month we send a

spa share a few thitngs we and
our friends are digging & nt. It  fan. quick guide that we
hope will in

thask yous 22 the Hackbersy commnity
Soo vau catt there.

Andy

HUCKBERRY

>}
‘3

Evan Williams

GROWTH TEAM
Pun Crafier. Liverposl FC Supporter, Breakfast Food Maestie
Favorite Huckberry Purchase: Tve abwys

e, rater, T wes o fnicky sleeper hedore 1 picked
Zoned llough Pillaws fram Malouf. They're pecs
ting.

Lifehack: The Scottish Shower. Best wake-up there is. Always
followed by a hot coffee, of course.

vask-tracking app for Mac and 105
with featuares like limked notes. hashi
free focus mode.

Album [ Can't Stop L
Elsctric Gusst. Fan]
chack out “erh Do

ural. the now albans from
al the right nates. Be sure to

Best Plece of Advioe: Write how you speak

Movie that Broke oy B  — a super lovw-budget 2004
ik out two engineers who a lly dascover time trav he

iz Ioaps anel insterworven timelines will have you scratching your
head fo weeks.

I£ 1 haw

30° 54
of this
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Intel Developer Zone

Intel Developer Zone's newsletters provide value-added content for their
subscribers and include resources like tutorials, code samples, and
industry news. Promoting these benefits upfront in a “Stay Informed”
section of the homepage is an effective tactic to entice website visitors to
convert to subscribers. When they click on the “Stay Informed"” section,
users are directed to a dedicated page where they can first read more
details about the community they would gain access to and view sample
emails before deciding whether to fill out the registration form placed at
the bottom of the page.

Step #1 - Sign up

Install Intel® Omni-Path Program Your First FPGA Device Using Visualization to Tell a
Architecture Compelling Data Story

Step #2

Dedicated Opt-in Page | Samples

Developer

« Zone

= MENU

Help shape the future of software innovation with tools and tips from Intel

‘Subseribe to the monthly Intek® Software

Developer Zone Newsletter and g

STAY INFORMED

Our newsletters are filled Withihe latest developer topics, code samplesgtool updates, tutorials, projects,
and so much more. e

Sign Up

Registration Form Lookbook | 2017

« The news
» Software and other releases
* Intel-sponsored events and

« Current projects and hardware support
+ Go-to-market tips and tricks

SUBSCRIBE

and other industry experts.

Archives

at

contests

Whether you are looking for software, hardware,
o tools, the newsletter features software
innovation that moves the industry forward.

First Name

Last Name

Email Address

Country

Prease seloct 3 country

o Share

Mobile
Responsive

SUBSCRIBE

Archives

wate. hardware, or
oftware innovation

First Nam e

LastName
Email Address

Gountry

Please select a country

Step #4
Confirmed (double) Opt-in | Call-out to Preference Center

— =

Click here to view this email as a web page.

Thank you for subscribing to receive marketing-related emails
from Intel.

To view and manage your email preferences or to unsubscribe,

please click here.

If you did not make this request, please contact

subscriptions@intel.com for assistance.

Thank you.

This message was sent to sandhu.gurjit@gmail.com and is an
important business communication related to your current
relationship with Intel.

To view and manage your marketing-related email preferences
with Intel, please click here.

Step #5
Unsubscribe All Option
Content Type Management

lﬁ@ UsA (English) @

Global Subscriptions

Tell us which types of program email subscription you want to receive:

Subscribe Unsubscribe

Education and Training

Events and Trade Shows

Industry Solutions

Newsletters o
Offers and Promotions

Press Releases

Product Updates

Surveys

Webinars

Unsubscribe all

istries of Interest

Selecting your industries of interest can help us develop and provide more relevant content based on your preferences. To see descriptions of industries, click
here.

Aerospace & Defense Healthcare & Well-Being

Agriculture Hospitality
Art, Entertainment & Media Insurance
Automaotive Legal

Manufacturing - Chemicals &

Biotechnology & Pharma Chemical Processing

Business Consulting Manufacturing - Computers &

Commercial Aviation Elactionics
A Manufacturing Operations &
Communications Industrial Machinery
Construction Mining
Education Not For Profit
Energy - Oil & Gas Real Estate
Energy - Utilities Retail - Apparel
Engineering Retall - Operations &
3 " Merchandising

Environmental Quality

Tal. L
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Rent the Runway

Rent the Runway acquires new email subscribers by opting them into
their communications program as part of the account creation process.
Website visitors are first greeted with a pop-up window containing a
to-the-point invitation to join and a short form, paired with a strong sign-
up incentive. As an added bonus, site visitors who complete the form

are immediately offered another incentive for referring a friend, thus
organically growing Rent the Runway’s member base.

Step #1 - Sign up
Interstitial or Pop-up Window | Sign-up Incentive | Short and Sweet

Step #2

Welcome Campaign

Subject Line:

You have everything

to wear...

and 20% off.

Join Now
Get 20% Off Your First Order

Give $30, Get $30

Join Now
Get 20% Off Your First Order

EMAIL ADDRESS

CREATE A PASSWORD

BIRTHDAY

ALREADY HAVE AN ACCOUNT? SIGN IN

JOIN NOW

Tavice friends them 830 off their purchase! For every
affer 4, vou'll also gt 830 10 shop.

Registration Form Lookbook | 2017

Mobile Responsive

Renting is the new buying

AT 2

No more overspending, buyer’s remorse
or closcts full of clothes you never wear.

There’s a better way to get dressed. ..
& Access looks straight from
the runway at every budget.

& Find the look for you with options
in every size, silhouotte and style.

& Experiment with fashion and try
new trends without any risk.

Enjoy 20% Off

Your First Rental

USE CODE: FIRST

Millions of women |
have already =
experienced the

magic of renting. ﬂ_§

oin THE commumiTY [

B BN

This straightforward and sleek-looking preference center page
matches the brand’s overall theme. Complete with easy-to-navigate
options covering both frequency and content management, the page
sets clear expectations for users on the types and number of emails
they can choose from. Providing a link to email samples from each
content category is another nice touch that enables subscribers to
view actual content to help in their decision-making.

Step #3 - Preference Center
Content Type Management
Unsubscribe All Option
Frequency Management

Love your inbox.
Which emails do vou want to receive?

‘ents & Discounts

S

e

sy
gl g
e

R e s ]

Unsubseribe All

Email Type Samples
TSI
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Sperry

Sperry’s invitation to sign up for their email newsletter starts with a brief

and inviting description of the benefits of receiving their communications.

Going with the stepped questions approach, the brand only requires

an email address for subscription. Once consumers have submitted an
email, they are given the option to provide their birthdays and select the
product categories that interest them most.

Step #1 - Sign Up

POI EMAIL NEWSLETIER
New Arrivals

Best Scllers

Boat Shoes

Step #2
Stepped Questions YOUR EMAL -

john.doe@gmail.com

ZIP CODE
BIRTHDAY *
MM b Do v YYYY v
AM INTERESTED IN HEARING ABOUT
WOMEN'S KIDS MEN
| AM OVER THE AGE OF 13 *

SUBMIT

Step #3
Confirmation Message

FREE STANDARD SHIPPING

SPERRY &

Registration Form Lookbook | 2017

WOMEN MEN CLOTHING CUSTOM KIDS SALE BLOG

LET YOUR
ODYSSEY BEGIN

Congrans, you're an intrepid! now enjoy shopping,
and we'l take care of the shipping,

SHOP WOMEN'S SHOP MEN'S

Step #4
Welcome Campaign

Subject Line:
Welcome to Sperry

SPERRY &

WOMEN MEN SALE CUSTOM BLOG STYLE

|| Free $10 eCard after you make your first purchase

| .rj Free shipping & returns on all orders

| Exclusive birthday offers

[ + The chance to win free shoes every month | LEARN MORE
¥ Free gifts throughout the year

=
| First look at new arrivals and collaborations

| SHOP WOMEN'S I SHOP MEN'S |

S

FREE SHIPPING. FREE RETURNS. SHOP NOW >

BOAT SHOES

NEW ARRIVALS

NEW ARRIVALS

CARDS PREFERENCES LOCATOR

I

GIFT ’ EMAIL | STORE

Sperry’s welcome email captures perfectly the maritime theme of the E
brand and enhances the consumer experience through two additional
tactics:
« A prominent and easy-to-read checklist of perks for new
email subscribers.
« An easy-to-locate link to the email preference center, so
subscribers don't have to dig through the bottom footer to find it.
y
Step #5 — Preference Center : x .
Content Type Management » >
= . T

P

WOMEN MEN KIDS

=3 MANAGE YOUR EMAIL PREFERENCES

ur address@gmail com, if you'd like to update any of your Sperry Top-Sider email preferences, simply edit the information below and click Submit whe
ne

yo

do

Are you interested in hearing about styles for:

| Men L women U kids

Tell us your birthday so we remember to send you something.

| Select Month v | |Select Day v| | Select Year v |

What is your zip code?

SUBMIT

Have questions? We can help!
Contact Us: 1-800-247-6575, Mon-Fri, 8am-10pm ET, Sat/Sun, 9am-8pm ET

Call-out to Preference Center
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Madewell

Madewell's use of attention-grabbing copy works well to boost the
effectiveness of their pop-up registration form promoting their email
program. Once an email address is filled in, the new registrant is directed
to a dedicated opt-in page highlighting the benefits of the brand’'s email
communications right next to a longer form. Madewell continues to
employ attention-grabbing, relatable copy that can entice consumers to
fillin all of their information and manage their preferences in the brand'’s
preference center page.

Step #1 - Sign up (option a)
Interstitial or Pop-up Window | The Human Element

PSST, HEY, YOU
(YEAH, YOU)

Want in on new arrivals, exclusive collabs, sales and
more? Well, you know what te do.

|

Step #1 - Sign up (option b)

Step #2
Stepped Questions | Dedicated Opt-in Page

CCOUNT TOP SEARCHES GET THE SCOOP FIRST

LD
vEBPtIae®

THE MADEWELL BLOG

PANY FY1§

adswill

GOOD DAYS START WITH GREAT JEANS

NEW ARRIVALS  SHOF ALL DENIM TEES  SWIRTS  DRESSES  SWEATERS  SHOES  BAS  INTIMATES SALE  BLOG

THIS IS SUCH A

RECEIVE OUR INBOX-FRIENDLY EMAIL UPDATES

SEARCH Q

GOOD IDEA

A few reasons why |

1. Access to limited-edition items
2 A heads up on new artivals

3. Invites to Madewell partics |
4 Insider intel on our latest collabs

5. Special sales
6. Frew express-shipping events
/. Surprises along the way |

Select 2 Country -

FHonth .

Day

SIGN ME UP

Registration Form Lookbook | 2017

Step #3

Confirmation Message

Madswelt

THANKS
FOR SIGNING UP

544 1T WA

CONTINUE SHOPPING

REGISTER NOW

Step #4
Welcome Campaign

Subject Line:
Hi there, we're Madewell

Step #5
Frequency Management

Medswelt

NEW ARRIVALS SHOP ALL DEMIM SHIRTS TEES DRESSES SHOES BA

MANAGE THAT INBOX

john.doe@gmail.com

Den't need quite as many emails to stay in the loop?
You got it.

No more emails for now? Hate to see you go, but we'll
be here if you change your mind

UNSUBSCRIBE, PLEASE
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RE

Visitors of REI's website are encouraged to sign up for the brand’s email

program through a well-timed pop-up window that only appears after
the visitor has taken action (indicating interest in a specific product

category through a click). To ensure visitors can quickly resume browsing

the site, only an email address is required to subscribe to the brand'’s
communications program.

The use of real-time email validation tool and Captcha helps REl ensure
the data is valid and submitted by a real user. A secondary call-out to
sign up for the brand’s emails is located within the footer section of the
site and it contains a sign-up incentive to capture consumer attention.

Step #1 Sign up (option A)
Interstitial or Pop-up Window | Captcha

e we doing? Give us feedback on this page.

Email

bill@|

RETs Privacy Poiicy

Sign up for REI emails

No thanks

I'rom the coolest new gear to awesome offers and events, you'll always know
what's happening at the co-op.

Email Ewal

l bill@gmad|
Fnter your email address

REI's Privacy Policy

Registration Form Lookbook | 2017

Mo thanks
7 [JE—— EXZXR | o
' EE

On-screen Validation

Step #1 Sign up (option B)
Sign-up Incentive
Dedicated Opt-in Page

REI email

Sign up Tor RE) email an

Email*

First name

Last name

Step #3
Welcome Campaign | Call-out to Preference Center

Subject Line:
REI Welcomes You With 15% Off

coop

WELCOME!

We love thet you signed up for our emaiis. And 1o show cur apprecistion. here's &
18% off coupon. Swrw, there are JECIsimens. Dut £ ADGENT MEKS DU FRMTLCS: 955 Meal

i
P

P

Step #2
Confirmation Message

Thank youl

Check your inbox for your first email (and a little surprise) from REIL.

We'll send you a few emails every week You can easily unsubscribe at any time

¢ GET THE COUPDN

LOVING
THE OUTDOORS
+ SHARING THE LOVE

Thicagh o ronprofil patnenships. + nationsl grants, the ¢o-00
protects and cares for the natursl places our members love.

HELP US GET IT RIGHT

Ve want to grve you the 5co0p on gesr, events and activiies.

From the 15% discount to the focus on their co-op program,

REI's welcome email excellently explains the valuable perks their
communications bring to outdoor lovers. One unique aspect of their
welcome message is the emphasis on the brand’s efforts to tailor
their communications to the subscriber’s needs. This concise yet
inviting call-out is a great way to encourage new subscribers to share
more details about themselves on the brand’s preference page.

Step #4 Preference Center
Content Type Management | Unsubscribe All Option

Your REI email preferences

This is where you update how we communicate with you.
Click save when you're all through.

The more you shan AD0UE what you love, the Detier we can do the,

About you Your subscriptions
Share your email address and neighborhood with us so we Let us know which REI emails you'd like to receive.
can tailor emails to your area. Fields with * are required. Please select at least one oplion.

Email address*

[ john.doe@gmail.com | (W REI email Deals, gear, outdoor inspiration
First name” [ Classes and events What's happening at your local RE!

Mame |
[ [J REI member news Dividends, benefits, co-op updates
Last name*
= | _

[ Unsubscribe from all

Tip code” For nonUS addresses, please enter 0.
= |
REI store you visit most often %
[ sorename -] ZS

Your interests

Tell us the areas that interest you.

Clothing & gear Activities Programs
O Mens [0 Camping and hiking [J Cross training [ REI stewardship
[ Women's [ Climbing [0 Snowsports
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Whole Foods Market

America’s healthiest grocery store boasts an equally healthy email
registration process. Unlike most other brands, Whole Foods' colorful
email registration pop-up appears at the bottom right of their website,
instead of the center of the page. It does not take over the entire viewing
screen so it doesn't interrupt the user experience the same way a
standard pop-up tends to do. Once they click on the pop-up, prospective
registrants are directed to a landing page where they can fill in an email
address and select their preferred store location.

Step #1 - Sign up Step #2
Interstitial or Pop-up Window Captcha

ERFUL WATERMELON RECIPE

er The quintessential summer refreshment A new way to step up summer berries

€ 10AD MORE

Eating & Cooking Select "
Healthy Eating Lelec 4 L]
Racipa Collections thro e \
Special Diety 4 -
Parents & Kids . Bl
SIGN UP FOR THE NEWSLETTER!
About Our Products H

Guality Standards lease Get recipes, coupons and tips
Food Safety - delivered to your inbox every week.

Drganic Farming
GMOs: Your Right 10 Know Cond t m .
More from Whole Foods Marker !~ |

Whole Planet Foundation

i

Whole Kids Foundanon L

Home = Newsletters

'NEWSLETTER SIGN-UP

Get recipes, coupons and

tips delivered to your inbox

" GB% ¢ GET STARTED

If you'll provide just a few details, we'll send you a lot in return
special offers, seasonal recipes and svents in your area!

EMAIL ADDRESS
|

SELECT YOUR LOCATION

| Flease Select Your Location

SELECT YOUR STORE

[ Please Select a Store

CAPTCHA

This question Is for testing whether or not you are a human visitor and 1o

prevent automated spam submissions

I'm not a robot

Registration Form Lookbook | 2017

- Step #3
Welcome Campaign

Subject Line:
lcome to Whole Foods Market

Let's Mske Your Inbox Delisious > Vigw 35 Wigb Pags

YOUR STORE:
WHOLE Find AStore OnSale Shop Online
DS, Select Your Store >

) O
" /WELCOME

N "WE LOVE THAT YOU'RE HERE

‘welcome to whole Foods Market! To ensure our emaill reaches your Inbox,
please add our em ress to your address book:

Step #4 - Preference Center
Unsubscribe All Option
Content Type Management

e i F|

Get Store Coupons Download App Find Your Store

Find coupons dand sales dl Save shopping lists, gel Sedich by ZIP un cily for your
your local store recipes, or order onling nearest store

Get Coupons > Download App > Find a Store >

For daily inspiration, connect with us on:

000000
\ Call-out to

‘ Unsubscribe or Change Email Preferences
! Preference Center

Get Coupons | Browse Qur Blog

This email was sent to gurjit sandhu@yesmail com_To ensure that you continue
receiving our emails, please add us to you address book or safe list.

Whole foods hosts an extensive and visually rich preference center
page that allows new subscribers to provide a variety of details
ranging from personal information to lifestyle preferences like
dietary restrictions and topics of interest. All types of email content
subscribers can choose to receive are listed with a brief description
thus allowing users to easily customize their experience.

EMAIL PREFERENCES ‘

Tell us about yourself

Choose from dietary preferences, shopping preferences and interests, and we'll send you what you want,
when you want it! To get started, update your subscriptions and profile below. ‘

Personal Info
* required fields

First Name | ‘

Last Name | ‘

Email address * |iohn.doa@gmall.cnm ‘

Zip/Postal Code

Store [illinois

|Please Select a Store

GCender |Select n

CAPTCHA

This question is for testing whether or not you are a human visitor and to
prevent automated spam submissions.

c

reCAPTCHA

Privacy - Terms

I'm not a robot
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Old Navy

Affordable fashion retailer Old Navy only requires an email address

from site visitors who want to join their email communications program.

This minimal requirement combined with a short benefits summary and
a generous sign-up incentive makes the form an effective subscriber
acquisition tool. To ensure the integrity of the addresses entered by new
subscribers, Old Navy has implemented real-time email validation that

provides immediate feedback to site visitors and prompts them to correct

any errors in the data.

Step #1 - Sign up
Short and Sweet | Interstitial or Pop-up Window |
On-screen Validation | Sign-up Incentive

SUBSCRIBE TO

OLD NAVY EMAILS

AND TAKE

30% OFF

YOUR PURCHASE
Be the first to know about new arrivals,

big sales & exclusive email offers.

jon.smith@ Re-Enter Email
i s it 8 vald omal addrass
SUBMIT
*Offer valid for new subscribers only.
Erivacy Policy
Remind Me Later

20% OFF YOUR ORDER

Registration Form Lookbook | 2017

Confirmation Message

THANKS

FOR SIGNING UP

TAKE

30% OFF

YOUR PURCHASE
We'll email you your code soon.
Update Your Preferences
Details

v

Old Navy implements a well-thought-out 3-message welcome series that starts with
an introduction to the perks that email insiders can enjoy and the welcome offer code
they can redeem upon purchase. On day 3, new subscribers receive the 2" email from
the series which has an overview of product offerings from various categories. The
welcome series concludes with their most attention-grabbing email sent on day 5. With
a subject line that beckons an open, this email subtly promises subscribers a birthday
treat in return for filling out their details in their preference center.

Step #3

Welcome Campaign

Subject Line: Subject Line: Subject Line:

APPROVED! Since you're on Now that you're part of Did we miss your birthday?

the list: Please enjoy this gift the family...

Step #4 - Preference Center
Content Type Management

= T : —
r B\ welcome! .
é going to
'~ — get along -
great...

Major perks inchde

FREE SHIPPING

NEW ARRIVALS

4 brande, 1 checkout

BIGGEST SALES JAW-DROPPING DEALS
r N

must-hawe fashion
o st

EXCLUSIVE

Update your
email preferences. your birthday?

Call-out to Preference Center

UPDATE NOW SIGN UP FOR A B-DAY TREAT

UPDATE YOUR

PREFERENCES

PLEASE ENTER EMAIL ADDRESS BELOW.

Required fields are marked with an asterisk(®).

WHAT CATEGORIES ARE YOU
MOST INTERESTED IN?

[F] women [ sirs

[7] Women's Plus [ Boy=

[C] Maternity [ Toddler Girls 12m-5T

[[] Men [[] Toddiler Boys 12m-5T
[[] Baby 0-24m

Frequency Management

Oh no! Is this the end?
It doesn't have to be! Would fewer emails do the trick?

© Unsubscribe: | think we need some time apart. Remave me from the Old
Nawvy mailing list,

Once a Week: | would like to receive just one email message per week from
Old Nawy.

Update My Preferences: | would like to receive Old Navy emails for the
following categories:

I B
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West Marine

West Marine keeps the web user experience seamless and uninterrupted;
the brand uses an email registration pop-up that only takes up the
bottom portion of the viewing screen as opposed to a full page takeover.
The registration form requires just an email address which helps
promote conversions. There is a secondary call-out to sign up for the
brand’s emails; it's a prominent icon at the bottom of the page, just
above the footer. Once they click on the icon, prospective registrants

are directed to a dedicated landing page that promotes the benefits of
receiving their communications, provides sample emails, and includes
privacy policy information, all within the same page, above the form
fields visitors need to fill out.

Step #1 - Sign up (option a)
Interstitial or Pop-up Window

-— ~

BOATS & MOTORS FISHING ELECTRONICS
Save up to 5400 Save up to 530 Sawe up to 5200

WATER SPORTS
Up to 25% Of

Save up 1o 550

Step #2
Dedicated Opt-in Page

Sign up for our email list

Staying in touch with West Marine is even easier than ever!

+  Bethefirst to hear about the latest boating products
Receive special offers just for subscribers
+  Getadvance notice of West Marine sales and events

Expand your boating knowledge with West Advisar projects,
articles and videas

on
To subscribe, please fill in the required fields:

* Email Address

*Verify Email Address

.gﬁ

Step #1

West Marine E]UEHTS
500 Westridge Dr.

Watsonville, CA 95076 USA

westmarine.com

You can withdraw your consent and unsubscribe from receiv
information, from West Marine at any time by following the ingss

THIPLE |

Tiga i T Bov By

2 Wawt Maci

*First Name
Samples
*Last Name
* Zip Code/Postal Code. @ - N ?-. :—-l—_‘-\i‘-_- =
| 00 BOUGHTA GREATKAYAK

EMAIL SIGN UP GIFT CARDS
USTOMER SUPPORT SHOPPING EXTRAS ABOUT US
804) 262-8464 & R

Registration Form Lookbook | 2017

e

FREE Shipping on 5abe Orders
FREE Shipping to Stares

% West Marine

= SHOP BY CATEGORY NEW PRODUCTS ADVICE & HOW-TO SALE WEST MARINE OUTLET

o @ P f w

WELCOME ABOARD!

Dear Valued Customer,

Thank you for signing up for West Marine emaill You should receive an email
shortly confirming your sign-up!

A 8 Wt Marime il subscriber you will receive;

what you think

) = ==

EMAIL SIGN UP GIFT CARDS FIND A STORE NEAR YO U
CUSTOMER SUPPORT SHOPPING EXTRAS ABODUT US GET CONMNECTED

() 2628464

fvoPoeB

% West Marine

gurjit, welcome to West Marine! We're
glad you're here.

Thank you for making West Marine a part of your next adventure.

Our goal is to help you make the most of your life on the water. That's why we've got
some great things coming your way:

% :&

Offers and discounts on Alerts about the Information about
thve Eateest clothing and products you'll love Epecial Svenbs ooyl
gear

MORE FROM WEST MARINE

WEST ADVANTAGE REWARDS”

As a member, you receive benefits such as exclusive

discounts & special offers. Choose from Gold or Silver
membership.

WEST ADVISORS
Find expert advice online or in person, tips and do-it-
yourself projects in the West Advisor library, like this
guide to finding the best life vest.

7 L/“' ; L%

=]
e El@c !le Moz '/:“-!‘ :

it & =
a1 e
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‘../

Short and
Sweet
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CONNECT
. WITH US!
Ign_gp Be the first to hear about
Incentive prr,\ducts, offers, tips, and more
Email *
Welcome
Campaign
Frequency
Management

Bed Bath & Beyond provides another great example of a well-planned
and user-friendly registration process. The offer for a 20% discount
placed in the email registration pop-up is a persuasive incentive for
website visitors to convert; at the same time, the email-only form keeps
the effort to do so to a minimum. Once they submit their email, new
registrants are directed to a landing page where they can share their

zip code (to get relevant offers from their nearest store) and check the
captcha field to complete their registration. New subscribers are greeted
with a clean and playful welcome email that thanks them for signing up
and reiterates what consumers can expect to receive from the brand. The
email includes a link to a preference center page where subscribers can

manage frequency preferences.

Step #1 - Sign up
Interstitial or Pop-up Window

Registration Form Lookbook | 2017

JOIN OUR EMAIL LIST
FIRST-TIME SUBSCRIBERS GET A

ONE SINGLE ITEM ONLINE
R 48 HOURS

SOME BRCLUSIONS APRLT

Step #2

Stepped Questions | Dedicated Opt-in Page
Short and Sweet | Captcha

Mobile Responsive | Sign-up Incentive

Step #3
Confirmation Message

Step #4
Welcome Campaign

Subject Line:
Thank you and hello!

Subject Line:
Here's your 20% offer!

BED BATH &
BEYONID>»

CONNECT

Become An Email Subscriber

Be the first to hear about products, offers, tips and maore.
Receive exclusive email offers and promotions from Bed Bath &
Beyond and its subsidiaries.

First-time email subscribers get a 20% off one item in-store
Sawvings Certificate! You will receive your in-store offer with
vour welcome email within 24 hours.

Email *

gurjit. sandhu@yesmail.com

Zip*

I'm not a robot

YOU'VE
GOT MAIL

Step #5
Frequency Management

BED BATH &
BEYOND>

Before you go...
«.did you know you can change your email frequency?

Just choose an option below, and we'll update your preferences right away.

I only want to hear about your best offers, coupons and values
(about 5 emails a month)

I still want to get in-store offers and coupaons only
(typically about 2 emails a month)

I don't want any more offers, coupons or ather emails
Please remove me from your list.

I've changed my mind...keep the offers and new products coming!
Keep me on the list.

Please enter your email address

gur_]lt 5andhu@yasma|l com

We thank you for your patience. Please allow one week for changes to take effect.

To unsubscribe from direct mail, please click here .

= FREE SHIPPING @ RESERVE ONLINE
BED BATH & . Onaks 7 lmmntheey
BEmD" SEASOMAL WHAT'S NEW & cueanamce

THAN KS

5 E ;RECEIVE YOUR
7 OFF ONE SINGLE ITEM

store offer within 24 hours

'\SHO P NOW

Exclusive email offers & promotions, news of upcoming in-store events, Grond Cpening
announcements, tips & solutions from our blog *Above & Beyond® and so much more!

THE BEST STUFF FOR EVERY ROOM.

For every taste. For you.

B(:ddung

b i
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Bed Bath & Beyond — SMS

Bed Bath & Beyond offers their popular 20% off discount to new on-
the-go consumers via SMS. This enables subscribers to receive and
instantly redeem the offer right from their mobile device. An invitation

to register for the brand’s SMS program and receive the 20% new
subscriber discount is promoted on their dedicated coupons page. Once
site visitors click on the “Sign up for Mobile” button, they are directed to

a second page in order to fill in their mobile phone number and zip code.
Subscription is then confirmed on the mobile device and new subscribers
receive their first 20% off discount within 24 hours of registration.

Step #1 - Sign Up

Step #3
Sign-up Incentive | Dedicated Opt-in Page (#2)

BED BATH &  Free SHIPPING ON ORDERS OVER 529 cexic
BEYONID

" FREE TRUCK DELIVERY :hop row M Find ASsore  You May Like

What can we help you find

PRODUCTS TRENDS & IDEAS COLIEGE MOVER REGISTRY

A TS A L

Step #2
Dedicated Opt-in Page (#1)

BED BATH 8  #ree sHiPPING ON ORDERS OVER 529 v
BEYONID»

¢ FREE TRUCK DELIVERY /.y o B FindA Sure  YouMoylbe . o

PRODUCTS TRENDS & IDEAS COUEGE MOVER REGISTRY

BED BATH &
BEYONID>

CONNEC
WITH U¢

Get Offers On Your Mobile Device
Rec

ONE SINGLE ITEM IN-STORE OR ONLINE

SOME EXCEPTIONS APPLY

Moblle Phone *

Zip Code *

Step #4
Confirmation Message

AND GET SO MUCH MORE!

SIGN UP FOR COUPONS
e R

Registration Form Lookbook | 2017

BED BATH &
BEYOND>

You're In! Please check your mobile device, and
confirm your subscription.

Subscribe to get offers and inspiration via email.

Receive offers and circulars in your mailbox.

@ Safari essco [TE  5:31PM

239-663

Teday 5:22 PM

BedBath&Beyond: To
complete sign-up click
http://
d2c.bedbath.mobi/bw/
g?f=9A8X3J9-
PWWX3J9-
20=92F0QBVNLNQKAJ
X4 Msg&data rates may

apply

Welcome to Mobile
Offers! Your 1st offer
will arrive in about 24
hrs. Up to 8 msgs/mo.
Send STOP 2 end or
HELP for help.
Msg&data rates may

apply

@ - 77% [+

Step #5
Confirmed (double) Opt-in

BED BATH & BE YOINIED»
Sign up. Start

saving!

Register for mobile offers

*Required field
mobile: 123.456.7830
By providing your mobile number and
clicking the "| CONSENT" button, you
consent to receive mobile text alerts
regarding exclusive offers and
nromotions fronom Bed Bath & Bevnnd Inc

- u‘u'uvu”q e ~

BED BATH & BE YOINIED»
Sign up. Start

saving!
Your offer will arrive in about 24 hours!

© 2011-2017 Bed Bath & Beyond Inc. and its
subsidiaries.
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Conclusion

Properly welcoming new subscribers is an important first step to building a lasting relationship with
a brand’s target audience. A well-thought-out registration process goes beyond the initial form and
makes new subscribers feel welcome, informed, and rewarded.

The real world examples in this lookbook illustrate a variety of tactics covering next-generation
strategies and emerging trends that focus on improving the subscriber experience. By sticking to the
principle of “less is more” and incorporating the tactics highlighted in this lookbook, marketers can
design a registration process that increases sign-ups and reduces page abandonment.

Was this content helpful?

Let us know by completing a 1-minute survey.

bit.ly/reglookbook

About Yes Lifecycle Marketing

Yes Lifecycle Marketing provides solutions that orchestrate
cross-channel marketing communications to drive results
and revenue. This is accomplished by leveraging technology,
data, analytics, creative, and strategy to activate and optimize
insights-driven, real-time, relevant communications. This holistic
approach gives marketers the ability to source a full-service
offering of best-of-breed technology and solutions from a single
vendor in order to achieve their desired outcomes across all on
and offline channels.

To learn more;:

S 1.877.937.6245

marketing@yeslifecyclemarketing.com

\ www.veslifecyclemarketing.com
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