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Overview of Granicus Summer School
bit.ly/granicus-summer-school-series

Customer Experience 101

The fundamentals of 

constructing effective 

government communication

Advanced Communication

Creating compact strategies 

for government marketing

govD Specialist Session

Creating seamless digital 

resident experiences
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Housekeeping
What you need to know

Questions Resources Issues Social

Submit your 

questions via the 

Q&A or Chat 

functions on your 

dashboard.

Will be 

available on 

Attendee 

Hub throughout 

and after 

the presentation

Connect with us in 

the chat box and 

we’ll get back to 

you ASAP.

Tweet with us 

#govSummerSchool 

and @Granicus

On-Demand

We will email you 

the link to the on-

demand versions 

of the webinars 

following the series.
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ATTEND LIVE

Thanks for 
joining us!

PARTICIPATE

Respond to all 
(3) poll questions, 

spaced out 
during the event.

STAY HERE

Must stay for the 
duration of the 
virtual training 
event (1 hour)

SURVEY

Complete the 
survey post-
event. Will 

appear on your 
screen when the 

event ends.

Earn 1.0 CPE Credit | Eligibility Requirements
Continuing Professional Education (CPE)

*On-demand participation is not eligible for CPE credit.
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Continue the Conversation

Hang out after class on

• Access additional
resources

• Ask questions about 
today’s lesson

• Brainstorm ideas with 
your peers

• Share best practices

community.granicus.com

https://community.granicus.com/


What area of 

communications are 

you most interested in 

learning about today?

Poll
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Nick Geier

Granicus Experience Group
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Setting the Stage



What You Are Up Against

● In a 2021 study by Pew Research 
Center surrounding misinformation on 
the internet, "Looking ahead to 2035, 
will digital spaces and people’s use of 
them be changed in ways that 
significantly serve the public good?"

○ 61% of respondents said “yes”

○ 39% of respondents said “no”

● New platforms and news outlets 
constantly producing content. How do 
people know what to trust?

● Must follow best practices to reach 
readers with accurate information

https://www.pewresearch.org/internet/2021/11/22/the-
future-of-digital-spaces-and-their-role-in-democracy/

https://www.pewresearch.org/internet/2021/11/22/the-future-of-digital-spaces-and-their-role-in-democracy/


This creates both 

a challenge and 

opportunity for 

government agencies

Professionals check their 

email 15 times per day. 

Every 37 minutes.

According to Harvard Bus. Review

https://hbr.org/2019/01/how-to-spend-way-less-time-on-email-every-day


Demand for Improved Experience is on the Rise

“This focus on customer experience will not only improve the delivery, 
efficiency, security, and effectiveness of our Government programs, it 
will advance equity and enhance everyday interactions with public 
services and uplift the lives of those who need it the most.” 

- President Joe Biden, The Biden-Harris Management Agenda Vision

Necessary Improvements for Transformation
Under-communicating leads to calls and overwhelmed staff

Demand for Better Customer Experience 
Pressure to align strategies securely to the executive order

Build Trust for When it is Needed Most
Lack of proactive outreach at critical times or on critical issues

Putting people at the center of everything the government does
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govDelivery Digital Maturity Model

Grow beyond newsletters. Capture data to segment audiences. 

Guide constituents through complex online services.

granicus.com 14



Email conversion funnel 

basics

● Marketing emails have predictable 

drop-offs between each stage of 

the conversion funnel

● Building higher engagement 

comes from expanding your 

audience and applying best 

practices to drive opens and clicks

Received 

Opened

Read

Clicked



Know your goals

● Before your sit down to write your 

email, it’s important to consider 

your goals

○ How do you hope this email will 
contribute to your overall 
outreach strategy?

○ What action do you want your 
audience to take?

● Keep these goals in the back of 

your mind when writing bulletins, 

and make sure your audience is 

aware of the action you want 

them to take.



Anatomy of an Email



Capture Audience Attention and Convey Relevant Information

From: World War One Centennial Commission

Date: October 1, 2018

To: John Smith

Subject: Welcome and thank you for subscribing.

Thank you for subscribing to messages from the U.S. World War One…

Consistent branding

Compelling call-to-action

Clear, concise & clean prose

Email subscription button

Subscription management links

• Trusted “from” line
• Clear & compelling subject
• Strong pre-header

Compelling call-to-action

Professional graphics or strong photo

3. Footer

2. Body

1. Header

Anatomy of an Email



Email Header

From name is trusted, familiar
Make it clear the message comes from you, a 
reputable and credible source

Clear subject line, 60 characters or less
Use a subject line to (1) capture readers attention (2) 

avoid spam filters 

Pre-header 75 characters or less
Capture your audience with a clear or 

compelling teaser. Most email clients auto 

preview the first few words of your email. 

govDelivery features a preheader field for 

control over the text that displays. 

Successful engagement begins before your subscriber opens your message. Unrecognizable 
“from” lines, unclear subjects, or non-descriptive pre-headers will cause your audience to 
delete or ignore your message.



Email Header
Connecting with Audiences & Driving Engagement

64%
Users who say the main 

reason they open an email is 

the subject line. 
(Source: Unbounce)

20% 
Increase in open rates when 

using a contextual 

preheader during testing 

with Michigan Department 

of Natural Resources. 
(Source: Granicus)



Easy to read, by design. Putting it all together.

Consistent Branding
Ensure your audience immediately recognizes your 

organization. This builds your brand and leverages credibility. 

Mobile-friendly layout
Use a single 500-700 px wide column for optimized mobile 

reading and scrolling. 

Text is easy to read
We suggest using a 14 - 16px font for body copy and 20 -

26px for headers. Use generous spacing between the lines 

of text (called leading). 

Most important information comes first
Most important information is in the top 2-4 inches of the 

email (300-500 pixels).

Images convey context
High-quality images and graphics attract interest and 

quickly convey subject matter. They have a significant 

impact on whether people consume your content. If 
possible, photos should feature one or two faces. 



when paired with a 
relevant image.

of what you hear 

or read alone.

You remember

Email Body: Using Images

65%10%

That increases to



Images in bulletins:

• Simple & relatable

• Use faces when possible, focus on one or 
two

• Avoid clipart-like graphics

For govDelivery:

• JPG and PNG files

• Minimum of 72 DPI

• No wider than the width of your columns

Email Body: Using Images



Make clicking easy

Use icons and bold clickable elements
Use arrows, buttons, images and icons to draw attention and 

encourage action. Consider larger buttons over linked text. 

50 – 75 pixels square should get the job done.

Obvious calls to action
Include a clear and compelling call to action such as “Learn 

more” or “Register today.” Messages typically have one call to 

action, but you may have a secondary or complimentary one.

Email Body: Call to Action

✓ Clear

✓ Large

✓ Visual



1. Begin with a short and relevant headline

2. Keep your email to a few paragraphs

a. If you have a long story or 

announcement, try writing shorter 
teaser summaries and then link to 
the full story on a page of your 
website or landing page.

3. Include numbered lists to spread out 
content

4. Let images speak for you

5. Conclude your email with a clear call to 
action

Email Body: Less is More



Plain language guidelines

1. Use commonly understandable words; avoid government or corporate jargon

2. Use the fewest words necessary to get your point across and ensure there is no 

redundancy

3. Keep length of sentences to 20 words or under

4. When reading your writing, ask yourself: Is this easy to consume? Is this easy to read 

quickly?

5. Read your writing aloud; this will reveal redundancies, lack of tranisitons, and poor 

sentence structure 

The Plain Language Act requires federal agencies to employ “clear Government 

communication that the public can understand and use.” Not only is it the law, it also 

increases the success of your email outreach because it is easier for your audience to digest 

and understand.

To ensure you are writing your emails in plain language, follow the guidelines below:



Welcome Messages



Does your current 

subscription process 

have a welcome 

message?

Poll



Importance of a 

Welcome Message

● The first message a subscriber 

receives is the most important 
because it sets the tone for 

communications moving forward.

● What happens when a subscriber 

doesn’t receive a message until a 
week after he or she first 

subscribes? Or when the first 

message a subscriber receives 

isn’t what they expected?

● They may become disinterested, 

unsubscribe, or just avoid your 

emails entirely.



Importance of a Welcome Message

• A welcome message sets the tone for 
subscribers early on so that they can be 
prepped and ready for future 
communications.

• Organizations can expect that median 
welcome messages will have around a 
55% higher open rate and 133% higher 

click rate



Other Ways of Leveraging Welcome Messaging
Opportunities through introduction 

Promote high 

priority content 

and pages

Encourage 

subscribers to 

sign up for other 

topics and 

categories

Ask subscribers 

to answer 

questions or 

provide 

information

Direct 

Subscribers 

toward other 

content streams 

and resources



All the options available through our premiere platform

• Default option

• Shortest option

• Automated with near 

instant delivery

• Aggregate reporting

Transactional Bulletins

• Most manual steps 

involved

• Manual bulletin 

criteria

• Detailed single 

bulletin reports

Manual Sends

• Most flexible option

• Automated with 

daily delivery

• Detailed single and 

aggregate bulletin 

reports

Drip Campaign (AP)

• Most effective multi-

message option

• Automated with 

near instant delivery

• Aggregate bulletin 

report

Welcome Campaign (AP)

Opportunities Through govDelivery



Transactional Messages
Short and quick

✓ The transactional welcome bulletin is only a single 

bulletin, so organizations will not be able to use this 

option for multi-message welcome series unless it is 

connected to a drip campaign.

Default welcome message functionality - customizable

Description Shortest Option

Send Time Automated with near instant 

delivery

Reporting Granicus required for any 

aggregate reporting

Segmentation Not Available

Opportunities Through govDelivery



Manual Sends
A tedious last resort for the unadvanced

✓ This option is not recommended unless you do not 

have the advanced package and need to either 

send out a multi-bulletin welcome series or change 

the content of these welcome bulletins on a frequent 

basis. 

Manual sends create segmentation and targeting, supplemental

Description Most laborious option

Send Time Not-automated

Reporting Detailed single bulletin reports

Segmentation Manual Segmentation

Opportunities Through govDelivery



Welcome Campaign (AP)
Long and quick, but boxed in

• Welcome campaigns are account-wide and offer the 

immediate deliverability of a transactional message 

with the scheduling flexibility of a drip campaign

when sending additional messages.

Multi-channel, multi message automation

Description Quickest Multi-Message Option

Send Time Automated with near instant delivery

Reporting Aggregate bulletin reports

Segmentation Not Available

Opportunities Through govDelivery



Drip Campaign (AP)
Flexibility over speed

✓ The only real downside of drip campaigns is that 

bulletins will not send immediately after an action. 

Bulletins are sent at a scheduled time each day to 

subscribers that match your set criteria.

Highly targeted, automated and flexible

Description Most flexible option

Send Time Automated with daily delivery

Reporting Detailed single and aggregate 

bulletin reports

Segmentation Available

Opportunities Through govDelivery



Review
Perform an in-depth review 

of current outreach and 

audiences. This will inform 

the path forward.

Develop Content
Create welcome 

message content based 

around current content 

and outreach.

Set Timing
Determine the optimal 

timing between 

messages.

Execute
Set up the messages 

and launch the 

welcome campaign.

Optimize
Tweak and adjust the 

campaign based on results 

and current priorities.

To create a better subscriber experience

Initial steps to begin the process

Getting Started



Importance of Reporting



How often do you 

review reporting 

metrics of your 

communications 

efforts?

Poll



Understand how 

to spend your 

time

Improve the ROI of 

your efforts

Improve your results

Why reporting?

Reporting is the basic practice of pulling data from your messages to 

gather insights and inform communications strategy.



How fast, given new subscribers and 

unsubscribes, is your audience growing? 

Where is that audience coming from? What 

topics are they most interested in?

Subscriber Growth

How many people are opening your emails? 

Is that changing over time? Does your 

audience’s interest align with what you are 

trying to promote?

Open Rate

How many people are clicking on a link in your 

email? Which links are generating the most clicks? 

How is that changing over time?

Click Rate

What action are you ultimately 

trying to get people to take? Are 

you email efforts moving the 

needle here?

Ultimate Goal

Are your emails referring people 

to your website? What is the 

quality of that traffic?

Website Traffic

Key Metrics



Metrics Reports in govDelivery

Accessing a Bulletin 
Detail Report

• To access a Bulletin 
Detail Report, click 
on the 'Sent' tab on 
the 'Bulletins' page.

• Choose a bulletin 
and click on 'VIEW 
REPORT.'

Reporting allows you to track the effectiveness of your messaging and refine your 
communications strategy over time. GovDelivery gives you the ability to quickly pull bulletin 
reports that offer useful data and insights.



Anatomy of a Bulletin Detail Report

1

2

3

Bulletin details:
This section gives you the bulletin's general 

information, like its subject, topics, and send time. 

You can also save a PDF of the report for 

distribution or access the recipient details section, 

which gives you a spreadsheet with the email 

addresses of each recipient.

Email overview:
This section provides high-level data for the 

bulletin. You can see total recipients, delivery 

percentage, and the email's open and click 

rates.

Bulletin analytics:
Here, you can see more specific data concerning 

the email's open and clicks. Unique opens and 

clicks only count the first time that a recipient 

opens an email or clicks a link. This number is used 

to calculate open and click rate.

1

2

3



Other Reports in govDelivery

govDelivery offers several other reporting options that can help you analyze 

your outreach:

• Bulletin Analytics: Shows aggregate metrics for all bulletins sent

• Subscriber Activity: Shows subscriber origin and growth

• Deleted Subscriber: Tracks subscribers that have been deleted or unsubscribed

• Topic & Category: Shows subscriber count in topics/categories over time

• Questions: Shows all subscriber questions answers in the account



Gathering Basic Insights

Open Rate

• A high open rate indicates a persuasive subject line and pre-
header

• Track your open rates over time to create a benchmark for 
yourself – this will allow you to determine if future emails are more 
or less successful

• Considerations (iOS changes) and future of open rates

Click Rate

• A high click rate indicates a concise email body and a 
compelling call-to-action

• You should also track your click rates over time – if they begin to 
trend downwards, you should consider making changes to the 
body text of your emails

https://granicus.com/blog/apple-devices-and-the-future-of-open-rates/


FEDERAL RISK AND AUTHORIZATION 
MANAGEMENT PROGRAM  (FedRAMP)

The first government-wide security authorization program that 
provides a standardized approach to security assessment, 
authorization and continuous monitoring. 

✓ CONSISTENT SECURITY STANDARDS

Two-Factor Authentication, IP Restrictions, Password Complexity/Age/Re-

use Configuration, FedRAMP Flag Upon Lo

✓ MEETS FEDERAL MANDATE REQUIREMENTS

Federal agencies must purchase cloud services from FedRAMP-

compliant CSPs

✓COST SAVINGS

Eliminates the need to hire auditors or have your employees spend 

days reading system documentation.

certified



BETTER CITIZEN EXPERIENCES, DELIVERED.



STRATEGY &
PROGRAMS

DATA & 
INSIGHTS

CREATIVE & 
CONTENT

TRAINING & 
RESOURCES

Design, develop and

manage a sophisticated
program to enhance

the constituent experience 

across your owned 
channels.

Analyze data throughout

program strategy and

Management. Discover

insights for meaningful 

audience segmentation 
and message optimization.

Leverage our digital

content expertise to refine

or create email or SMS

messages, website content,
graphics, videos and more.

Leverage our expertise to 

build internal skills and 

capacity with custom best 

practice curriculum.

We discover better insights, build better experiences, and achieve better outcomes.

GXG is Granicus’ digital agency focused 

on customer experience & digital communications, 

providing consultation, human-centered strategies, 

data-driven insights & hands-on marketing services

https://granicus.com/experience-group/


Questions?


