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Hello.
Welcome to MailChimp. Maybe you’re a freelance web designer hired to 
create email templates. Maybe you work for an agency, and you’re setting 
up a client’s MailChimp account, designing their templates and teaching 
them how to use the application. Maybe you’re a web-design consultant. In 
any case, you can use MailChimp to create beautiful emails for your clients 
and see to it that their email-marketing plan is successful. MailChimp got 
its start as a web-design firm, so we’ve made it a priority to create a system 
that empowers both designers and their clients.  

That said, if you’re looking for a completely rebranded email-marketing 
solution that encourages you to charge a penny per send, then you’re 
reading the wrong guide. “You should be selling your expertise, not billable 
minutes,” says MailChimp’s CEO Ben Chestnut. We don’t want you to click 
every button and send every email for your clients, because as a web de-
signer, your expertise goes far beyond button clicking. If you agree to hold a 
client’s hand throughout the entire process without teaching them anything, 
you’ll be forced to become an email-marketing manager and a deliverability 
expert and a professional copy/paster. That’s not what you’re trained to do—
and you probably wouldn’t enjoy it, either. 

Different clients will want different services—you might choose to limit your 
email-marketing work to template design, and that’s perfectly fine. But if 
your clients are looking for more involvement from a creative agency, you 
should know how to set up their account, create their templates, and teach 
them how to use MailChimp so they can send their own emails. 

The setup phase usually involves general MailChimp training, creating 
accounts and lists, consulting your client on list management, and coding 
templates. Your client might even ask you to help them determine what kind 
of templates they need or how frequently they should send campaigns.

After setting up your client’s account, work with them to determine which 
features they should use. Set up social sharing options like auto-tweet, and 
add a signup form to their Facebook page. If your client has a blog, tell 
them about our RSS-to-email feature. “Once you start focusing on how the 
client would use MailChimp, it goes beyond copy/pasting content,” says 
Ben. “Look into how to make it personal.”

From there, teach your client how to send a campaign, and introduce them 
to MailChimp’s reports. Check in often to see how their campaigns are     

going, and ask if they need any new templates. Down the road, you might 
even want to look into API integration. And of course, always keep an eye on 
your client’s list to make sure they’re not spamming.

Once you learn your way around MailChimp, you can apply to become an 
Expert–our Experts Directory connects email marketers with creative 
agencies. Now let’s get started.

http://experts.mailchimp.com/
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In order to manage multiple clients’ email-marketing plans, you need to know how to build lists and group them. First, decide if you’re going to set up 
multiple accounts, multiple lists, or just create multiple groups within one list. Here’s the breakdown:

One list, no groups
If your client plans to send only one type of newsletter to one group of 
people, and they want every one of their campaigns to go to every one of 
their subscribers, then you should create one simple list in MailChimp. 

One list, multiple groups
If your client plans to send different types of content to different 
segments of one subscriber list, then create one list for the company, 
and divide it into groups. For example: A nonprofit might have separate 
groups for volunteers, news, board of directors and more—no need to bug 
the board with the volunteer schedule. And when the content applies to 
everyone, they can send a campaign to the entire list.

Multiple lists
One account with multiple lists makes sense for people who have more 
than one business. We know it’s tempting for web designers to set up 
one agency account and a list for each client, but it’s a bad idea. We 
recommend an account for each client for a few reasons: First, if you only 
have one account, you can’t give your clients access to your account, 
because other clients’ data is there too. Second, if certain clients take 
over their own email marketing and get in trouble for spamming, then your 
account will be shut down—and you could lose a lot of business over it.

Multiple accounts
Agencies that send email campaigns for different clients should create a 
separate account for each client—you don’t want your data for one client 
co-mingling with data for another. Plus, if you part ways with one client, 
you can simply remove that account from your keychain (we’ll get to that 
later).

Now that you’ve decided how many lists and groups your client needs, it’s 
time to create those lists (or teach them how to do it).

You can start a list from scratch, copy/paste it from Excel, or import it 
from other apps like Google Docs, Salesforce, Highrise and more. Do all 
this under the Lists tab from your MailChimp dashboard.

Once the list is imported, we’ll help you set the name and content type for 
each column—we call it mapping.  Use the pull-down menu from above 
each column to set the field name and type (For example: email address, 
first name, last name).

Write a good permission reminder. And of course, make sure you have a 
clean list of opted-in subscribers—especially if you’re importing lists for 
clients. 

Manage Your List
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Add groups to your list
MailChimp makes it easy to send targeted campaigns to segments of 
subscribers within a list. Here are some ways your client can segment with 
MailChimp:

Interest groups
Don’t bother the entire subscriber list with content that only applies to 
some of them. For example: A church might send new nursery rules only 
to those who signed up for childcare updates.

Date added
Send a campaign to new subscribers that missed the last email.

Location
Use zip codes or states to send a campaign about an event only to people 
that live nearby. And with MailChimp’s geolocation, you can even send 
a targeted campaign to subscribers inside a 150-mile radius around any 
point on the globe, without gathering any extra info on your signup form. 

Birthday
If you asked for birthdays on your signup form, you can send special gifts 
and offers to subscribers for their birthday month. (You can even pre-
schedule this for the whole year.)

Purchase activity
Send an email to people who purchased a particular product from your 
store, or to people who spent a certain amount of money at your store. 
Better yet, send an email to your most loyal customers. All you need is 
MailChimp’s eCommerce360 plugin. 

Social stats
Learn more about your subscribers and send targeted emails based on 
gender, age, location and more using Social Pro.

Add groups to your signup 
form
You can add these groups to your client’s signup form, so people can 
decide which newsletters they’d like to receive when they sign up for the 
list. If you’ve already created the lists in MailChimp, go to Lists > Create 
Groups from the drop-down menu.

You can choose the list the groups will be added to, how you want us to 
display group options in the signup form, the title of the groups field, and 
the group names.

When your client is ready to send a campaign, they can find the right 
list and choose either Send to entire list or Send to segment. If they’re 
sending to a segment, they should select groups from the drop-down 
menu.

http://www.mailchimp.com/blog/ecommerce-tracking-plugin/
http://www.mailchimp.com/features/social-pro
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We’ve got lots of resources that will walk you and your client through 
the campaign creation process (check out our Getting Started guide and 
Getting Started webinars), but here’s the quick version:

From the Dashboard or Campaign tab, click the big, orange Create 
Campaign button. 

There, you can select the type of campaign you want to create. (Start with 
Regular ol’ campaign.)

On Step 2 of the Campaign Builder, you’ll have the options to name your 
campaign, set up a subject line, from name reply-to email and personalize 
your “To:” field with *|MERGETAGS|*. You’ll also find your options for 
tracking, authentication, analytics tracking and social sharing. 

If you’re designing campaigns for a client, but they’ll be adding their own 
content and sending, consider their preferences and limitations when 
you’re setting up an account for them. Make their templates easy to find 
and edit so they can locate them, add their content, and move on without 
having to call you with questions. We’ll explain how to create a template a 
little later.

What if my client hates monkeys?

If your client is all business and won’t be tickled by Freddie’s jokes inside 
the application, then turn on Party-pooper mode in MailChimp. 

Go to Account > My defaults.

Scroll to Party-pooper mode and check Disable MailChimp humor. We’ll 
turn off all the jokes and links to funny videos.

You’ll be sad to see the jokes and compliments go, but Party-pooper mode 
is handy if you don’t want to risk offending a stuffy client.

What if my client doesn’t know what a 
browser is?

If your client wants to create their own email newsletters, but they’re not 
exactly web-savvy, then our Email beamer feature might be a good fit for 
them. 

With Email beamer, your client can create their email in Outlook, Gmail, 
Apple Mail or whatever application they prefer, email it directly to 
MailChimp, and we’ll create a campaign draft in MailChimp for them. You 
can then go to their account, add images and send the campaign that  
they created.

Create a Campaign
Find the list-specific email address from the MailChimp dashboard. Go 
to Lists > View lists > List tools > Create campaign from email. Grab the 
email address and pass it along to your client. (To keep spambots out, 
don’t share this email address with anyone except your client, and don’t 
post it anywhere on the internet.)

The email subject line of the email your client is beaming should be the 
same as the actual campaign’s subject line. Once they email the campaign 
to that list-specific address, the draft will be waiting for you to edit, test 
and send in MailChimp’s Campaign Builder.

Now it’s time for the fun part—designing your client’s campaign.

http://resources.mailchimp.com/getting-started-with-mailchimp
http://www.mailchimp.com/support/webinars/
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Design Your Campaign
Ready to design a campaign? First you’ll choose or create a 
template. We have lots of Pre-designed templates to choose from, 
as well as a Design Genius that walks you through the styling 
process. You can also choose Start from scratch in our template 
designer. But as a web designer, you probably want to create your 
own template.  

If you’re providing your own code, choose either Paste/import HTML 
or Import from URL. If you want to create an editable (or non-
editable) template for your clients, choose Code custom templates. 

MailChimp’s powerful yet simple template language makes it easy 
to code your own HTML emails that will allow your clients to adjust 
colors, fonts and more—without breaking the layout or messing with 
your code. And our template language uses CSS comments and a 
few special HTML attributes, so you don’t have to waste your time 
learning another language. (But if you’re not proficient in HTML and 
CSS, then using our template language isn’t your best bet.)

If you’re using a DOCTYPE declaration in your HTML email, you 
should use the Transitional Doctype: <!DOCTYPE html PUBLIC 
“-//W3C//DTD XHTML 1.0 Transitional//EN” “http://www.w3.org/
TR/xhtml1/DTD/xhtml1-transitional.dtd”><html xmlns=”http://
www.w3.org/1999/xhtml”> . You should also use this meta tag in 
conjunction: <meta http-equiv=”Content-Type” content=”text/html; 
charset=UTF-8” /> .

CSS styling

Inlining CSS styles is the standard for making sure template designs 
retain their integrity within an email client. If you’re designing a 
template for yourself, this isn’t an issue. But if you’re designing for 
a client, inlining the CSS styling by default within the markup keeps 
them from making style changes to any editable sections within a 
template using the app’s editor. That happens because the inline 
styles always override what a user enters. Emails leaving our system 
have their CSS automatically inlined, so it’s not necessary to do 
it beforehand—it’s only necessary to ensure that the CSS styling 
would behave correctly in the first place.

Your email’s layout should be no wider than 600 pixels in order to 
allow proper viewing in most email clients. As a rule, avoid using 
floats and positioning in your email templates.

Remember to set the @theme declaration in your CSS for the page 
background, header, footer and content space, so the templates can 
be quickly customized with MailChimp color themes. 

Background images

You can use background images in templates, but getting them to work 
consistently across all email clients is tricky at best. Consider yourself 
warned. Using the “background-image” CSS property declaration to set a 
background image on an element is probably second nature for you—but 
unfortunately, a lot of email clients disregard the convention. 

So if you plan to use background images, you need to know which clients 
support them, and which will require you to do a little more work to make 
sure your design is consistent across multiple platforms. These major 
email clients do support the background-image property: 

AOL Webmail
Apple Mail
Microsoft Entourage
Mozilla Thunderbird
Windows Live Mail
Windows Mail
Yahoo! Mail 

These major email clients don’t support the background-image property: 

Google Mail
Microsoft Outlook 2007
Windows Live Hotmail

You might be thinking “Yay, only three clients don’t support it!” But 
according to Litmus (February 2010), Gmail, Outlook 2007, and 
Hotmail are all in the top five email clients used by readers. That’s pretty 
significant. So, what can you do? Two things:

1. Make sure that when defining background images you’re using 
the “background-image” property and not the compound version of 
“background” (as in: background{#FFFFFF url(“bg-image.jpg”) repeat} ). 
Using individual properties (like background-image, background-repeat, 
and background-color) instead can overcome issues of partial CSS support 
where the client doesn’t understand compound values in a CSS property. 

2. Use the often ignored “bgcolor” and “background” HTML attributes on 
your table and body tags. This can circumvent your CSS issues completely, 
since you’re using HTML code that’s older but still well supported in the 
use HTML tables emails are built with.
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Ideally, you’d have something like this:

<head>
        <style>
                #email{background-image:url(“bg-image.jpg”);
   background-color:#336699;}
 </style>
</head>
<body>
 <table background=”bg-image.jpg” bgcolor=”#336699” 
id=”email”>
                                           table stuff here, just like 1999!
 </table>
</body>

Editable Sections

All mc:edit areas must have unique names (like mc:edit=”box1” and 
mc:edit=”box2”). Template content is attached to these names and 
stored in the database accordingly—so regardless of where in a template 
the mc:edit area is, if it shares a name with any other area, it’s going to 
duplicate any content entered (and it can trigger the loss of content). For 
simplicity’s sake, you should limit the number of editable spaces in your 
template and name all editable spaces consistently. The name you assign 
via mc:edit=”somename” is used to create a field in the database to store 
the user’s content. If the editable spaces aren’t consistent, and your client 
switches templates after writing the content, they could lose their copy. 
Use these conventions for common content areas:

mc:edit=”header” to name your email’s header
mc:edit=”header_image” to name an editable header image
mc:edit=”sidecolumn” to name an editable left or right side column
mc:edit=”main” to name the main content space
mc:edit=”footer” to name your email’s footer

And remember, don’t place editable images within an editable content 
container.

Merge Tags

The following five merge tags should always be included within your 
templates (generally in or near the footer);

*|UNSUB|* unsubscribe link
*|FORWARD|* forward to a friend link
*|UPDATE_PROFILE|* update profile link
*|HTML:LIST_ADDRESS_HTML|* list address
*|LIST:DESCRIPTION|* list description

The *|UNSUB|*, *|HTML:LIST_ADDRESS_HTML|*and 
*|LIST:DESCRIPTION|* are required by law under the CAN-SPAM Act. If 
you don’t use them, your campaign might get rejected.

We’ve got lots more great merge tags you can place in your templates—
check out our merge tag cheat sheet for a longer list.

External Links

When you’re including links in an email, include the target=”_blank” 
attribute in your anchor elements to make them open a new browser 
window or tab when emails are viewed in web-based email clients. Here 
are some handy links to include:

A link for users to update their subscription preferences:
<a href=”*|UPDATE_PROFILE|*” target=”_blank”>change subscription 
preferences</a> 

A link to let users view the email in a browser:
<a href=”*|ARCHIVE|*” target=”_blank”>view this email in a browser</a> 

A link to your website:
<a href=”*|LIST:URL|*” target=”_blank”>visit our website</a> 

A link to let users forward the email to a friend, usually somewhere 
prominent:
<a href=”*|FORWARD|*” target=”_blank”>forward to a friend</a>
(It’s a good idea to make a cool button treatment for it where possible to 
encourage sharing.) 

Declaration Blocks

MailChimp requires that you define editable CSS styles using declaration 
blocks. The formatting is pretty specific:

/**
* @tab WWWW
* @section XXXX
* @tip YYYY
* @theme ZZZZ
*/

The @tab declaration establishes a tab within the template editor. It’s best 
to keep these broad (think Page, Header, Body, Footer). This is the only 
required declaration.

The @section declaration establishes a subsection within a tab, and allows 
you to split styles into more specific areas. For example: In “@tab Page” you 

http://www.mailchimp.com/resources/merge/
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could have subsections like “background”, “title” and “subtitle”—anything 
broad enough to be applied to the email as a whole. This declaration isn’t 
required, but it keeps the editor from becoming too complex.

The @tip declaration allows for a short line of helper text that appears when 
a user is editing styles within the app. It’s not required, but it’s helpful if 
the style being edited could be confusing.

The @theme declaration is used to set five specific default styles: “page,” 
“main,” “header,” “title” and “subtitle.” Once they’re set, the user can call 
on these styles to be automatically applied to selected text or areas within 
the template. In order for a heading to work correctly (title or subtitle), the 
CSS class has to be set correctly: either .title or .subTitle. 

Only these five arguments are used in @theme, so it’s not necessary to set 
@theme for anything else. The “page” theme defines a standard background 
color for an email. The “main” theme defines an email’s default font style 
and color. The “header” theme should be used for the background color of 
the “View in this browser” (preheader) section, or leave it off entirely. The 
“title” theme defines the email’s primary heading. The “subtitle” theme 
defines the email’s secondary heading. 

Editable Content Areas

Add the mc:edit=”section-name” attribute to any elements with content 
that should be editable. The attribute opens the WYSIWYG text editor. Its 
value should be alpha-numeric and unique, and edit values can’t be the 
same as any other in your template.

Editable Image Areas

An editable image within a template can take a few attributes in order to 
allow users to insert the content they want. An editable image structure 
follows a normal img tag html structure, with our attributes added, and 
with specific CSS rules: <img src=”xxx.jpg” mc:allowdesigner mc:allowtext 
style=”max-width:600px; max-height:250px;” />.

The mc:allowdesigner attribute lets the user trigger the header designer. 
This one’s only needed for the 600px images that are a main focal point of 
a template—it’s not necessary for smaller content images.

The mc:allowtext attribute lets the user replace an image with text. Again, 
this is only needed on large-scale images (like header images), and it 
shouldn’t be used on content images.

We strongly recommend using the max-width CSS rule in order to keep an 
image from blowing out the set width of the template. The app supports 
the max-height rule too. When these rules are used on an img tag, they 

constrain the image size and show size limitations on an editable image 
within the app’s template design screens.

Repeating Content Areas

The mc:repeatable attribute defines a content block that can be repeatedly 
added to the template. When using mc:repeatable, make sure to use 
proper nesting of items. An mc:repeatable section should never be 
contained within an mc:edit section. Instead, nest your mc:edit sections 
within your mc:repeatable blocks. Never nest mc:repeatable blocks within 
other mc:repeatable blocks, mc:edit areas within other mc:edit areas, or 
mc:edit images within mc:edit areas.

Template Design Best Practices

Don’t wrap your email’s content text in standard HTML <p> tags if other 
people are going to use your template—avoiding unnecessary tags will 
help minimize confusion and errors if part of the tag is deleted within the 
editor. To style your content, simply target the container it’s in with CSS, 
instead of targeting the content itself.

A simple way to set up your editable styles is to alphabetize your CSS 
rules. Don’t go overboard with providing editable styles—try not to repeat 
styles from section to section if a global style will have the same effect. 
And try to pare down the number of styles you have for any particular 
item. For example: With heading styles, only consider color, font family, 
font size, and font weight as your editable styles—this will help keep a 
lightweight editor interface.

Leaving out a title in the email template can bring up some difficulties 
when using social sharing functions. It’s best to include the html title 
tag and include the *|MC:SUBJECT|* merge tag within it. This allows the 
campaign title to be pulled in automatically.

Save your template under My templates, without content and with your 
necessary editable areas, and use it to create your campaigns instead of 
replicating a campaign and re-editing previous content every time you 
want to send.

Check out our template language resources for more info on MailChimp’s 
templating language, tutorials and email template packs and plugins.

Testing Your Templates

Don’t forget to thoroughly test your templates. MailChimp has a spam 
filter checker (look for Inbox Inspector under your Account tab) that’ll tell 
you exactly what your email’s spam score is, and what you need to change 

http://www.mailchimp.com/resources/email-template-language/
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if you want to improve your chances with spam filters. It will also show you 
what your campaign’s going to look like in all the major email applications. 
For more information, visit mailchimp.com/add-ons/inboxinspector. 

Inbox Inspector is an awesome tool for testing your email before sending, 
but consider it just one tool in your toolbox. Practical testing, by creating 
different accounts with different email services and sending to them, can 
also help you get your templates just right. It pays to research just which 
CSS rules email services and clients render correctly, and which ones  
are ignored.

Designer Templates

If don’t want to create your own template, we’ve got predesigned 
templates to choose from—including our exclusive designer templates. We 
asked some of our favorite designers to create email templates that anyone 
can use. They designed 24 newsletter, event and product templates 
that are available for free to all MailChimp users. Here’s a sample of the 
beautiful designs by Khoi Vinh, Jon Hicks, Dan Rubin, Veerle Pieters, 
Elliot Jay Stocks, Mike Kus, Matthew Smith and MetaLab. Find designer 
templates in the Predesigned section of MailChimp’s template gallery.

http://www.mailchimp.com/add-ons/inboxinspector
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Integrate Your Campaign

Flickr

Flickr is a popular network for amateur and professional photographers. 
It’s also a great place for businesses to upload photos from events or 
product photos, and invite their community to connect with them. We 
make it easy to connect your Flickr photos to your MailChimp account, 
pull them into your image gallery and use them in your campaigns. Here’s 
how to do it: 

When you’re editing your campaign and ready to add images, click the 
Image icon in the editor’s toolbar.

Click Browse gallery and then the Flickr images button at the top. Now 
you can authorize MailChimp to access your Flickr account. If you’re not 
already logged into Flickr, do that before authorizing.

Click Import to pull an image into your MailChimp photo gallery.

Once you’ve imported the photos you want to use in your email, click 
Settings at the top of the gallery window to get some more info about your 
images. 

When you’re adding Flickr images to your campaigns, remember to scale 
them down to dimensions that fit your template.

iStockphoto

Your clients won’t always have the art you need, and they might not be 
willing to spend much money on art for their email newsletters. We’ve 
integrated with iStockphoto to give you access to millions of high-quality 
stock photos at low prices.

iStockphoto has a huge variety, and their search tool is pretty handy. For 
example, if you’re looking for an image to match your client’s brand, you 
can refine your search by color. 

You can purchase image credits in the MailChimp gallery browser. When 
you choose an image, click Buy five photo credits for $5.

Since MailChimp’s platform uses an open API, you can integrate 
your campaigns with lots of other applications. Here are a few of the 
integrations we think you’ll like:

http://www.flickr.com/
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You work hard on your clients’ emails, and we wouldn’t want all that 
hard work to end up in spam folders. Your clients can make sure their 
newsletters go straight to their subscribers’ inboxes by learning how spam 
filters think. Spam filters look at a long list of criteria to decide whether or 
not an email is junk. The list of spammy criteria is constantly growing and 
adapting, because spam filters learn more about what junk looks like every 
time someone clicks the This is spam button. 

Avoid these common design and copy 
mistakes:

Using spammy phrases like “Click here!” or “Once in a lifetime 
opportunity!”

Going crazy with exclamation points!!!!!!!

USING ALL CAPS

Coloring fonts bright red or green

Coding sloppy HTML (usually from converting a Word file)

Sending an email that’s nothing but one big image

Sending a test to multiple recipients within the same company

Can you tell if your client is spamming? Unfortunately, it’s the most 
common issue we see designers having with email marketing, and we’ve 
had to shut down a lot of agencies for their clients’ bad email-marketing 
practices: sloppy list management, poorly designed emails, purchased 
and old lists. This stuff gets the client—and the agency—reported for 
spamming, and often blacklisted. 

Again, you should have separate account for every client. If one of your 
clients is spamming on your account that they share with some of your 
other clients, then everyone gets shut down. And you probably lose a lot of 
clients as a result. 

If your client has their own account, MailChimp can be the bad cop when 
it comes to spamming. But in any case, your role as an agency might be 
to consult your client on email marketing best practices, so you need to 
notice the way they manage list. 

Warning signs that your client is spamming:

1. Unreasonably large list. If you’re dealing with a brand new, or tiny one-
man business, but they give you a list of 50,000 subscribers, something 

isn’t right. They bought their list. Eyeball their list. If you see lots of 
“webmaster@” and “info@” and “sales@,” then it’s a sign they scraped 
email addresses off of websites.

2. ALL CAPS. If the entries on their list are in ALL CAPS, that’s a sign 
that something’s off. We’ve seen ALL CAPS come from data entry and OCR 
systems, and really old legacy databases. You’ve got to wonder how old 
this list is, because seriously—nobody stores data in ALL CAPS anymore.

3. Overuse of the word “blast.” If the client uses the word “blast” all 
the time when referring to their email marketing (as in “fax blast” and 
“blast to smithereens”), they’re probably not very experienced with email 
marketing. Email marketing is not just a one way “push” medium like 
direct mail or TV. Email subscribers talk back. They also complain back.

4. Talk about “cleaning” their email list. In the direct-marketing world 
(snail mail, stamps, etc.) it’s perfectly normal to take a giant old list of 
customer addresses and hire a company to clean it of bad addresses 
before spending a lot of money on postage. But if your client talks about 
his first email campaign in terms of cleaning, you have a problem. First 
of all, it tells you he’s thinking of email as a cheap form of direct mail. 
Secondly, it tells you he’s got an old list. Perhaps he’s been sending from 
their in-house email server, and they haven’t been cleaning lists and 
managing unsubscribes all these years. Or it could mean they’ve already 
been using another email service, which has been dutifully cleaning 
bouncebacks and unsubs from their list, but now they see this switch to 
a new ESP as an opportunity to hit the reset button. So they give you the 
entire list of subscribers (including those who had unsubscribed). When 
we catch people “cleaning” their lists via MailChimp, we shut them down 
with extreme prejudice. We’re not cleaners, and that jeopardizes the 
deliverability of our servers for hundreds of thousands of customers who 
depend on us.

Avoid Spam Filters
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Understand Your Reports
You’ve worked with your client to create a beautiful and unspammy campaign, and it’s out the door. Now what? Take a look at your client’s MailChimp 
reports so you can analyze the campaign’s performance and make notes for next time.

Click the Reports tab and then on the title of the campaign. It’s especially important for agencies to know what the reports mean, not only so they can 
impress their clients with all the opens and clicks, but also so they can make informed recommendations for upcoming campaigns. In the next section, 
we’ll explain how to take it a step further by rebranding these reports so your client can see them without having them log in to MailChimp. You’ll see the 
following info in the Reports tab:

1. Total recipients
2. Successful deliveries: Some emails bounce back or get blocked by email firewalls and spam filters. This states how many emails actually got through 
to the recipients’ servers. 
3. Times forwarded: MailChimp lets you insert a link into a campaign that allows recipients to forward it to a friend. This number only reflects the number 
of people who used this tool, not those who forwarded from their inbox.
4. Forwarded opens: This tells you how many times those friends opened it.
5. Recipients who opened: How many people opened a campaign. So if two (sad and lonely) people opened a campaign 500 times each, that would be 
1,000 total opens. This stat would show that two recipients opened. This is a good one to relay to your clients.
6. Average times email was opened: This gives you a general idea of how many times each recipient opened a campaign. 
7. Total times email was opened: Don’t let this stat get to your head. An email might have been opened 10,000 times—but what if it was just one guy 
who opened it 10,000 times? But it’s good to know if you’re looking for total impressions (for banner ads, etc.).
8. Recipients who clicked: How many people clicked on a campaign’s links. 
9. Clicks per unique open: Of those who opened, this percent clicked.
10. Total clicks: The total number of clicks an email got. Your client will want to know how much traffic they’ll get to their website after sending a cam-
paign. 
11. Total unsubscribes: If any email campaign stat can bring a tear to your eye, this is the one. We’ve seen average unsubscribe rates of less than half of 
one percent. Anything above that means people are mad.
12. Total abuse complaints: You know when you get a piece of junk email, you click that button in your email program that says “This is junk” or “Report 
Spam”? Every time you do that, a report and copy of that email is sent to your ISP. We track how many complaints the recipients  
submitted.
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Subscriber Activity Reports

If you want to know even more about your clients’ subscriber activity, 
click Subscriber Activity reports from the Reports tab in your MailChimp 
account.

They give you extra insight about your clients’ recipients, like who opened 
theemails and what they clicked. See a real-time report for each recipi-
ent’s email activities: when they opened, what they clicked, and when they 
came back. You can even generate a list of people who did not open, and 
send them a modified campaign.

Social Pro

We’ve integrated with a service called Rapleaf to create SocialPro, an 
add-on that gives you information about subscribers that will help email 
marketers tailor content just for them. Instead of marketing in the dark, 
you can find out which subscribers are on social networks, how active and 
influential they are, what city they live in, their interests and more. If your 
client has a social-media plan, activate Social Pro for them.

To activate Social Pro, click Account from your MailChimp dashboard, and 
then click Add-ons. Scroll to Social Pro, and select your list. It’s free for 
all MailChimp users until March 2011.

To access Social Pro data for your list as a whole, click Lists from the 
MailChimp dashboard and select your list. Then click the Social Pro tab.

You’ll see how many of your client’s subscribers are on social networks, 
how many of them are following you on Twitter, how influential they are on 
social networks (how many friends and followers they have), as well as age 
and gender stats. You can also view information about individual subscrib-
ers. Choose a list and click View all. 

From there, click View by any subscriber’s name to view the social data 
that Rapleaf has pulled for them. Their profile includes age, location, job, 
social networks and more.

Now what are you going to do with all this information? For starters, 
MailChimp allows you to segment by Social Pro stats. You can quickly do 
this from the Social Pro page by clicking the Send to button beside any 
segment. For example, if your only want to send to Twitterers on a list, find 
Twitter under the Social network popularity chart and click Send to. We’ll 
get you started on a campaign using that particular segment.

If you want to select multiple social criteria at once, you can segment by 
Social Pro data when you’re creating a newsletter in the Campaign Builder. 
When you’re choosing a list in Step 1 of the Campaign Builder, click Send 
to segment of list. In this example, we’re sending to people who follow us 

on Twitter and open and click our emails a lot.

If you work for an agency on behalf of clients, you can use Social Pro data 
to your advantage. First of all, it’s valuable information for your clients to 
have—present it to them along with their other reports. This information 
can help you and your clients determine how to share content. It can help 
your clients find and reward their best customers, and get to know their 
most influential subscribers. Plus, if the company’s not involved with so-
cial media, you can make a case for it using these fascinating social stats.
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Collaborate
We understand that as a designer, you’re probably juggling a lot of balls 
for a lot of clients. We’re here to make your life easier, so we’ve created 
some features and integrations to help you collaborate with your clients.

Keychains

If you manage lots of different MailChimp accounts for your clients, 
keeping track of logins and passwords can be a hassle. We’ll give you a 
keychain for all those account keys. 

How it works: Your client gives you a key to their account by sending 
you an email invitation (or you can give it to yourself if you’re setting up 
their account), and all your different keys show up on a keychain in your 
MailChimp Account area. From there, you can log in to any of the ac-
counts with one click. 

No need to keep track of all those password and login combinations. Plus, 
if you ever part ways with your client, you can simply remove their key 
from your keychain and get on with your life.

VIP reports

MailChimp’s rebrandable VIP reports allow you to share campaign reports 
with your client or boss without giving them full access to your MailChimp 
account. If your client is completely clueless and you don’t want to give 
them access to their MailChimp account, use these reports (maybe along 
with our Email Beamer feature). 

To use rebrandable reports, go to any campaign’s report and click Share. 

You’ll be able to customize the campaign’s header and navigation tabs to 
match your brand’s look and feel. You can choose a color palette you like 
and upload your company’s logo.

You can make your reports password protected and email it to your client 
or boss. They’ll have access to all your stats, including AIM reports and 
click maps.

We don’t use the MailChimp name or include our branding anywhere in 
the VIP reports. We even use a different domain name to host the reports. 
That way, your clients won’t even know we exist.

Experts

If you’re a freelancer or agency looking for work, and you know your way 
around MailChimp, then check out our Experts program. Experts are free-
lancers and agencies who know email design, coding and programming. 
We have a lot of customers who need help with their email marketing—
with list importing, HTML email design, API programming, e-commerce 
and more. MailChimp’s Experts database gives users a list of third parties 
who can help them. 

You can learn more and register to become an expert at experts.
mailchimp.com.

http://experts.mailchimp.com/
http://experts.mailchimp.com/
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DesignLab
We value great design here at 
MailChimp. We have an in-house 
DesignLab, working every day 
to make your experience with 
MailChimp more beautiful. Meet 
Ron, Linda, Aaron and Stephen—
all in one photo:

They design beautiful covers for our guides.
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They design t-shirts and beach towels (and give them to our customers):

We appreciate what you do as a web designer. Our creative users are 
special to us, and we work hard to make MailChimp a product that you’re 
excited to use and share with your friends. Thanks for taking the time to 
learn your way around MailChimp. If you have any questions or sugges-
tions, feel free to contact our support team at mailchimp.com/support. 

They create custom login screens for special days.

http://www.mailchimp.com/support

