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THE STATE OF EMAIL
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7%

85%

75%

23%

13%

97%

Magazines Social Media Weekly
Newsletters

Text Messages Personal
Letters

Personal Email

What 
communication 
channel is 
essential
to your life?

Source: Twilio SendGrid 2019 Email 
Benchmark and Engagement Study
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On average, users check email

5 hours a day

Source: Adobe’s Email Usage – Working Age Knowledge 
Workers 2019
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For many people, that’s probably much 
higher now.
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86%
of arts buyers regularly 
hear about upcoming 
performances through 
email.

Source: 2019 Capacity Interactive and Wolf Brown Performing 
Arts Ticket Buyer Media Usage Study
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Times have changed.
With lockdown orders, came most 
people staying at home, spending 
even more time on their devices.
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21%
increase in overall open rates since 
lockdowns were put in place.

Source: Paved Blog – Stats On Coronavirus’s (COVID-19) Impact on 
Email Marketing
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When people are opening emails 
has changed since lockdowns 
started.  
Now, generally email opens are 
spiking higher and earlier in the 
morning than before and more often 
throughout the afternoon.

Source: https://www.campaignmonitor.com/blog/email-
marketing/2020/05/best-times-to-send-email-during-2020-
pandemic/

https://www.campaignmonitor.com/blog/email-marketing/2020/05/best-times-to-send-email-during-2020-pandemic/
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New Privacy Protections
Changes implemented by Apple in the 
new iOS 14 update limit how users’ 
behavior can be tracked and 
remarketed.
The importance of permission 
marketing and using email to reach 
your audiences will only continue to 
grow.
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MAPPING OUT YOUR
EMAIL STRATEGY
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Personal?
The message is specifically for them.

Anticipated?
They are looking forward to hearing from you.

Relevant?
It’s about something they’re interested in.

Source: Seth Godin’s Permission Marketing

Does that email
you are drafting
check these 3 boxes?



“
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Permission marketing is the 
privilege (not the right) of 
delivering anticipated, personal, 
and relevant messages to people 
who actually want to get them.
Source: Seth Godin
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Big Picture Questions to Ask
What are your yearly/seasonal goals for your email 
program?
What role does email play in your organization?

What role does email play in your digital strategy?
What role does email play in your content strategy?

What other departments and organization 
constituents have a stake in the email program?

What new initiatives or changes are needed to your 
email program? 
What are your major challenges/pain points in 
executing an effective email program?
Is your current email service platform meeting your 
needs, or is it time to consider other providers?

Take a high-level view to start.
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Goals
Why?

Objectives
How much?

Target Audiences
Who?

Message
What?

Schedule
When?

Production, Process, Deployment
How?

Measurement
How’d we do?

Create an email strategy with 
clearly defined goals.
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Campaign Brief
Define the strategy for each type of campaign.

Tickets On Sale Calendar Listing Educators Email Post-Performance

Marketing Objective (KPIs):
What do you want to achieve?

Target Audience:
Who are you trying to reach?

Communication Objective:
What do you want the customer to do?

Message:
What is the primary message?

Content:
What copy and images support the message?

PAR Rating:
Is it Personal, Anticipated, and Relevant?
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Build a Workflow 
so the work flows 
smoothly

Project Management
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1. Make a plan! Schedule time to create an 
email strategic plan as part of your overall 
marketing plan. 

2. Involve staff from other departments and 
other key stakeholders in the planning 
process to ensure support throughout the 
year.

3. Define the strategy for each type of 
campaign.

4. Create a content calendar that maps out 
content delivery over various digital and 
traditional channels for integrated and 
consistent messaging.

5. Utilize a project management tool – or 
Google Calendar! – for a smooth workflow 
process, cross-departmental 
collaboration, and scheduling.

6. Determine one major email project per 
year as a priority (template redesign, move 
to new ESP, email dashboard).

Email Strategy 
6 Best Practices
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MEASURING RESULTS
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KPIs for Email

Open Rate
The # of people who 

opened your email divided 
by the # of people who 

received your email.

Click-Through Rate
The # of people who clicked 
your email divided by the # 

of people who received your 
email.

Click-to-Open Rate
The # of people clicked a 

link in the email divided by 
the # of people who opened 

the email.

Unsubscribe Rate
The # of people who 

unsubscribed from your list 
divided by the # of people who 

received your email.

Bounce Rate
The # of emails 

“bounced” divided by the 
# of people who received 

your email.
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Website (GA) KPIs 
for Email
Sessions 
Conversion Rate
Bounce Rate
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Website (GA) KPIs 
for Email
Sessions 
Conversion Rate
Bounce Rate
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1. Determine the KPIs and insights you 
want to uncover from those KPIs.

2. Maintain your benchmarks, even in a 
excel doc, or utilize a third-party 
resource, such as Google Data Studio, 
to create an email dashboard.

3. Set up a monthly schedule to review 
the data and report the insights. Make 
it clear who on the team is responsible 
for collecting and analyzing the 
metrics.

4. Share insights and reports across the 
marketing team and other 
departments (including leadership!) to 
inform cross-channel strategies and 
support organizational goals.

Email Reporting 
4 Best Practices
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BUILDING YOUR AUDIENCE 
(ATTRACT)
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Website visitors – new and returning
Virtual Event Attendees
Donors
Educators
Parents
Alumni
Event attendees
Social media engagers
Video viewers

Build your list with
“qualified leads”
a.k.a. people who WANT to hear 
from you and are INTERESTED in 
what you have to offer!
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Source: Constant Contact

Canadian Anti-Spam Law (CASL)
Ensure you are compliant with CASL 
by being clear when conducting lead 
generation. 
Most ESPs offer the resources 
necessary for compliance but consult 
a lawyer if you are unsure.

Explicit Consent
Obtained commonly during email signup, consumer 
explicitly agrees to receive emails from you. This 
permission does not expire unless the user opts out.

Implicit Consent
Inferred from business actions between a consumer 
and an organization, this expires 2 years after the 
most recent business action.
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Bar at top of home page
Sub-nav under “About Us”
Sidebar on all pages, especially
“Contact Us” page
Pop-up form
Footer

Website Signup Form
Make it easy to find.
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Signing up should 
be easy—
and inviting!
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Website
Signup Form
Keep it simple.
Let them know 
what they’re signing 
up for.
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Capture new leads without annoying 
regular users!
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Facebook Lead Generation Ads
Capture your audience’s contact 
information through lead generation 
ads.
Create custom lead forms with 
dedicated copy and select 
information fields.
Download this information directly 
from Facebook or integrate it with 
your CRM to obtain contact 
information in real-time.
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Lead Generation Ads
Capture your audience’s contact 
information through lead generation 
ads.
Create custom lead forms with 
dedicated copy and select 
information fields.
Download this information directly 
from Facebook or integrate it with 
your CRM to obtain contact 
information in real-time.
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Source: https://www.campaignmonitor.com/blog/email-
marketing/2020/05/examples-of-pivoting-business-during-the-
pandemic/

The cost of anything free is an 
email address.
The Berlin Philharmonic offered 
some of their recorded concerts for 
free but required submitting an email 
address to view.

https://www.campaignmonitor.com/blog/email-marketing/2020/05/examples-of-pivoting-business-during-the-pandemic/
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74% 
of people expect to receive a 
welcome email right when they 
subscribe.
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Automate that welcome email to 
send right away!
It doesn’t have to be complicated, or 
fancy just use welcoming language.
Remind readers what kind of content 
will be in the email they signed up for 
and how often they can expect to 
receive it.
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Source: https://newspack.blog/wp-
content/uploads/2020/04/Newsletter-Best-Practice-Examples-
from-Newspack.pdf

Welcome: Hallmark Email
The first email should be sent 
automatically right after they sign up. 
Use welcoming language similar to 
that you would find on a greeting 
card.
Remind readers what kind of content 
will be in the email they signed up for 
and how often they can expect to 
receive it.

https://newspack.blog/wp-content/uploads/2020/04/Newsletter-Best-Practice-Examples-from-Newspack.pdf
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Source: https://newspack.blog/wp-
content/uploads/2020/04/Newsletter-Best-Practice-Examples-
from-Newspack.pdf

Welcome: Talking Head Email
This email should be sent 3-5 days 
following the Hallmark email.
This email should include an artist 
from your organization, introducing 
themselves and your organization’s 
mission.
This will help build a personal 
relationship with the reader and the 
organization.

https://newspack.blog/wp-content/uploads/2020/04/Newsletter-Best-Practice-Examples-from-Newspack.pdf
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Source: https://newspack.blog/wp-
content/uploads/2020/04/Newsletter-Best-Practice-Examples-
from-Newspack.pdf

Welcome: Evergreen Email
This email should be sent 3-5 days 
following the Talking Head email.
This email can include links to 
popular content on your site like 
videos, concert recordings and 
blogposts.
You can let the reader know again 
that they will begin receiving emails 
from you on a weekly or monthly 
basis.

https://newspack.blog/wp-content/uploads/2020/04/Newsletter-Best-Practice-Examples-from-Newspack.pdf
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60% 
of people want to tell companies 
exactly what kinds of email they’re 
interested in when they sign up.
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Source: Twilio SendGrid 2019 Email Benchmark and 
Engagement Study

Recipients…
Want to control the frequency and 
types of emails they receive
Are willing to provide more than just 
email preferences to ensure the 
emails they receive feel more 
personal
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1. Create a signup form with more inviting 
(and exciting!) language - let new 
subscribers know what’s in it for them if 
they sign up. 

2. Place the signup form on the website 
where it can be easily found. 

3. Collect email addresses at events–both 
onsite and online!–especially when 
providing free content or special access.

4. Try a Facebook lead generation campaign 
for a special event or announcement.

5. Set up a triggered Confirmation and 
Welcome Cascade for new email 
subscribers.

6. Ask new subscribers what they want! 
Clearly describe the preferences options 
so that they can get the emails they desire.

Building Your Audience 
6 Best Practices
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KEEPING YOUR AUDIENCE 
(ENGAGE)
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Every day, 
37%

Once a 
week, 32%

Twice a 
week, 8%

Every two 
weeks, 7%

Once a 
month, 16%

How frequently do you like to 
receive emails from a company 
with products that interest you?

Source: Twilio SendGrid 2019 Email Benchmark and 
Engagement Study
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Personal?
The message is specifically for them.

Anticipated?
They are looking forward to hearing from you.

Relevant?
It’s about something they’re interested in.

Source: Seth Godin’s Permission Marketing

What makes an email important 
to the recipient?
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Triggered emails that automatically send 
to users after they have viewed a specific 
page on your website or added a ticket to 
their cart are the height of anticipated, 
personal and relevant emails.

Automated email is 
inherently anticipated, 
personal and relevant.
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Abandoned Cart
This email is a very 
personalized email 
based on what was in 
the cart, sent just a 
few hours later.

Subject Line: Oooh, 
good choice! We set it 
aside for you.

Source: 
https://reallygoodemails.com/emails/
oooh-good-choice-we-set-it-aside-
for-you/

https://reallygoodemails.com/emails/oooh-good-choice-we-set-it-aside-for-you/
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Abandoned Browse
This email from 
Adidas was sent after 
viewing this shoe on 
their site. The subject 
line is clever and 
unexpected for this 
very anticipated type 
of email.

Subject Line: Sorry to 
hear about your wi-fi…

Source: 
https://reallygoodemails.com/emails/
sorry-to-hear-about-your-wi-fi/

https://reallygoodemails.com/emails/sorry-to-hear-about-your-wi-fi/
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Anticipated, 
Relevant, and
Just as Personal
It is not always 
technically possible 
to insert dynamic info. 
This abandon cart 
email from Bonobos 
is bursting with their 
brand’s personality.
Subject Line: 
Everything cool with 
your transaction?
Source: 
https://reallygoodemails.com/emails/
everything-cool-with-your-
transaction/

https://reallygoodemails.com/emails/everything-cool-with-your-transaction/
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Timing
Consider how much time you want to pass after a 
user’s action before you want to send a triggered 
email. A few hours? A full day?

Dynamic Content
Unable to set up dynamic content for 
performances? Send a more generic email filled 
with your organization’s personality.

Setting Up Automated Emails
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50%

45%

26% 27% 26%

Pre/post-
performance

Triggered
emails

Donation
appeals

Newsletter Show
promotion

Triggered emails continue to 
have almost twice the open
rates of “blast” emails.

Source: Capacity Interactive’s Arts Industry Digital Marketing 
Benchmark Study
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Think beyond the
pre & post-show 
email.
Automation is the key 
to success here.

If someone on your list is… …then send them this!

New à Welcome Email Cascade

Browsing your website à Abandoned cart

First-time single ticket buyer, 
subscriber, or donor à Thank You

Just on your list à Happy Birthday

Frequent attendee and long-time 
subscriber on special anniversaries à Thank You

Long periods of email non-
engagement or purchase inactivity à Re-engagement emails

One-year after previous gift à Personalized fundraising appeal
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Triggered Emails
Subscriptions
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Triggered Emails
Virtual Programming
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How and when do they prefer to be 
communicated to?
Is there a specific vernacular, or slang 
even, that might resonate with certain 
audiences more than others?
What types of actions distinguish your 
audience members from one another?

Source: https://sendgrid.com/resource/email-marketing-best-
practices-tips/

Segmentation is key to 
delivering anticipated, personal 
and relevant content.

https://sendgrid.com/resource/email-marketing-best-practices-tips/
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Everyone should not get every 
email you send.
Think about your different users: 
loyal donors, audience members that 
only attend once a year, potential 
applicants and send emails to them 
in different cadences that matches 
their interaction with your 
organization.
Ask people how often they want to 
hear from you and use that to guide 
your email schedule.
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Segmentation 
Opportunities Type of Email Email Segment

Specific ticket on 
sale à Ticket buyers who have purchased 

a similar artist or genre in the past

Donation appeals à Current donors, lapsed donors, and 
recent attendees

Widely-recognized 
performances à New signups and less active users

Free programming à New signups and less active users

Important emails à Re-send to non-openers with a new 
subject line
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If you’re not sure, ask your 
audience.
A/B test different copy or images to 
see what resonates with your 
audience. This is an inexhaustive list 
of things you can consider A/B 
testing.

Subject Lines (length or personalization)
Tone of your email copy
Length of your emails
Calls-To-Action
Number of Images/Placement of Images
Paragraphs versus Bullet Points
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58%

28%

11%

5%
3%

37% 36%

17%

6%
4%

Strongly influence Somewhat
influence

Undecided Wouldn't really
influence

Wouldn't influence

Sender Subject Line

Why open that 
email? 
The most important 
element of an email 
that impacts a 
recipient’s choice of 
whether they should 
open it or not, is the 
sender.

Source: Twilio SendGrid 2019 Email 
Benchmark and Engagement Study
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Source: 
https://www.mirabelsmarketingmanager.com/blog/optimizing-
your-email-sender-name-to-boost-open-rates

Consider who the sender should 
be for your segmented emails.

Consistency in sender name allows your 
audiences to recognize your emails. 
Generally, refrain from using a person’s 
name.
Your most loyal audiences will likely 
respond well to a fundraising email ”from” 
your artistic director.
Newer or less-engaged audiences might not 
recognize the name of a leader of your 
organization but will recognize your 
organization’s name.

https://www.mirabelsmarketingmanager.com/blog/optimizing-your-email-sender-name-to-boost-open-rates


C A P A C I T Y  I N T E R A C T I V E

Over the past 4 years, average
click-to-open rate has dropped from 

13.6% to 10.9%

Source: Twilio SendGrid 2019 Email Benchmark and 
Engagement Study
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Source: Twilio SendGrid 2019 Email Benchmark and 
Engagement Study

What Makes You Click?
Ranked in Order of Influence

Offers/discount
Content of email
Critical information (shipping notification, 
receipt, password link, etc.)
Relevant products
Brand of sender
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70/30 Rule

What 
They 
Want

What 
You 

Want
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Dynamic Discount Offers
Following that, they sent out an email 
offering a paid concert stream. They 
used dynamic content to insert a 
discount offer for registered users. 

Source: https://www.campaignmonitor.com/blog/email-
marketing/2020/05/examples-of-pivoting-business-during-the-
pandemic/

https://www.campaignmonitor.com/blog/email-marketing/2020/05/examples-of-pivoting-business-during-the-pandemic/
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Sharable Moments That Matter
Get them excited before they come 
with a pre-performance reminder.
Include relevant video or audio 
content to engage them ahead of 
time.
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Sharable Moments That Matter
A simple thank you goes a long way.
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Pure Delight,
No Ask
Behind-the-Scenes 
Video
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15%
of unique open rates can increase 
just by putting someone’s name 
in the subject line.

Source: Campaign Monitor
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Personalized Subject Lines
With so much engagement to gain, 
try adding users’ first name to the 
subject line of some of the emails you 
send.
Remember to use “Friend” if no name 
is available so your subject line still 
makes sense.
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Personalized Subject Lines
Using second-person language and 
even calling out in the subject line 
that the content in the email is 
personalized to them can help 
achieve similar gains when dynamic 
personalization isn’t possible.
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Active Verb + Personalization + Keyword + Benefit
See
Explore
Apply
Create
Learn
Share
Build

{{name}}
your
{{genre}}

Tickets
Concerts
Performances
Summer Classes
Season

First
Free
Exclusive
Save
Skip the Line
For the Whole Family

Subject Line
“Secret Sauce”
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Write like a human and make the 
content about the user. Keep it 
simple.
In both marketing and fundraising 
emails, try to remove first person 
pronouns as much as possible and 
include second person pronouns.

Instead of
“We are so excited to announce our 2020-2021 
season! Join us for xyz.”

Try to showcase benefits for the user
“You and your family can enjoy a year of excellent 
concerts. As a subscriber, you will enjoy the best 
seats at the best prices and get additional perks like 
free parking and free coat check.”
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Talk to your engagers, not 
people who don’t want to hear 
from you.

Strong open rates and engagement rates 
measure how anticipated, personal and 
relevant your emails are – which means 
making sure the people getting your emails 
want them.
Having a clean list can also improve 
deliverability with users’ email services so 
that you are less likely to end up in the spam 
or promotions folder for the strong engagers 
on your lists.
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-list/

List Hygiene 
Good list hygiene improves 
deliverability and engagement rates.
Keep in compliance with CASL.

Decide what inactive means to you – user 
hasn’t opened an email in 6 months? 1 year?
Re-engagement campaign to inactive users 
with urgency that they will be unsubscribed 
if they don’t re-engage.
Make peace with users unsubscribing – your 
engagement rates will be better because the 
people on your list WANT to be hearing from 
you.

Source: Kickbox, “Spring Cleaning Your Email List”

https://blog.kickbox.com/spring-cleaning-your-email-list/
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Users about to be unsubscribed might 
receive 3 increasingly strong nudges:

Really relevant content or offer.

Do you still want to hear from us?
Your email is being removed from our list.

Cleaning Your List
Plan for re-engagement campaigns 
to keep your list clean (bonus points 
for automation!)
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Use your words.
Send a re-engagement campaign to 
inactive users with urgency that they 
will be unsubscribed if they don’t re-
engage. 
This email was triggered after I didn’t 
open their daily email for a few 
weeks. You can automate this on a 
schedule that makes sense for your 
organization.
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Make it easy, not guilty.
Don’t guilt-trip your users for not opening your 
emails but make it simple to stay signed on.
The ask should be as easy as an open or click to 
confirm they want to keep receiving emails.
If you are using Behavior Infuser, a click through 
to the site from an email will also help in 
customer matching that individual.



C A P A C I T Y  I N T E R A C T I V E

But be very clear with the final notice.
Subject line — ACTION NEEDED: Please open to 
confirm your email participation.
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Source: Litmus, ”5 Tips for Creating Effective Re-Engagement 
Emails”

Tips for a Good
Re-Engagement Campaign

1. Make it about your email subscriber, but 
don’t make them feel guilty!

2. Give subscribers options – no ”all or 
nothing” choices. Offer the option to 
switch to a less frequent email. 

3. Make sure the re-engagement campaign 
is in line with your organization's 
personality and brand.

4. Remind subscribers why they signed up 
in the first place with engaging content.

5. Ask users why they are not engaging 
with your emails.
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1. Employ automated emails for abandon 
browse and abandon cart.

2. Utilize past purchasing behavior and email 
preferences for segmentation.

3. Test various elements of your email (one 
at a time!) to see how your users respond.

4. Establish “who” your emails come from.
5. Punch up that performance reminder 

email with “explore more” content, such as 
behind-the-scenes videos, cast interviews, 
program notes, and playlists, etc.

6. Personalize subject lines for higher open 
rates.

7. Write with user-focused language.
8. Clean your email list and launch a re-

engagement campaign.

Engaging Your Audience 
8 Best Practices
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DESIGNING YOUR EMAIL



C A P A C I T Y  I N T E R A C T I V E

Source: Litmus

13.4 Seconds
That’s the average time people
spend reading an email.
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There’s so much I 
want to tell you 
about ME!
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…but I’ll tell you 
the things YOU 
want to hear about.



C A P A C I T Y  I N T E R A C T I V E

2%

62%

33%

4%

No words, just images A few sentences 1-3 paragraphs 4+ paragraphs

How much content 
should an email 
have?

Source: Twilio SendGrid 2019 Email 
Benchmark and Engagement Study
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Emails that are 
poorly written and 
too wordy are 
annoying.

Source: Adobe’s Email Usage – Working 
Age Knowledge Workers 2019



C A P A C I T Y  I N T E R A C T I V E

Don’t underestimate 
the power of a 
beautifully-spaced 
bullet point.
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None, 7%

1 image, 43%2-3 images, 
42%

3-4 images, 5%
5 or more, 3%Ideal Number of 

Images in an Email

Source: Twilio SendGrid 2019 Email 
Benchmark and Engagement Study
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Don’t be tempted 
to send image-only 
emails.

Source: Hubspot
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Source: HubSpot

6 Reasons to Not Send
Image-Only Emails

It’s more likely to trigger spam filters, 
especially if you don’t have alt text set up for 
the images.
Some email clients will not display images.
Special attention must be paid to the 
preview/pre-header text for a clear inbox 
preview message.
Images may be slow to load.
A text-only version needs to be created to 
meet accessibility standards.
The recipient will not be able to search their 
inbox for keywords in that email.
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A Healthy Balance 
of Text and Images



C A P A C I T Y  I N T E R A C T I V E

Direct the user.
Limit the amount of 
text to 125 words
Focus on the CTA!

Source: emfluence blog post, 
February 13, 2020
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Video images drive clicks!
Use the video as the main image or put it above 
the fold.
Clearly denote to recipients that it is a video.
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But the click 
should lead the 
user to your 
website.
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18%

42%

40%

Desktop Mobile WebmailSource: Litmus

Mobile still claims the
majority of email opens.
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What looks fine on 
desktop…
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…doesn’t look so good on mobile!
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Increase text size 
and adjust layout 
for mobile.



C A P A C I T Y  I N T E R A C T I V E

1. Be concise with the copy–even more 
so for mobile! Write the copy, then cut 
it in half. Then cut it in half again.

2. Use a single column. A double-column 
layout requires a lot of pinching and 
zooming.

3. Use fat-thumb-friendly CTAs, instead 
of tiny-text hyperlinks.

4. Increase the font size (18px!).
5. Adjust/remove content that doesn’t 

work on mobile. A large header image 
might look great on desktop, but on 
mobile it can take up the entire screen.

6. Test on multiple devices – don’t forget 
mobile/tablet landscape view!

Email Design - Mobile 
6 Best Practices
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Content that serves the 
customer

Content that serves the customer considers 
not only the content that’s relevant to them, 
but how they’re viewing that content.

Mobile devices
Inbox Preview
Browsers
Email clients
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Inbox Preview
Don’t send a mixed -
and confusing -
message!
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Inbox Preview
Deliver a compelling 
message – at a 
glance!
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Pre-header Text
can be seen both in the email when the message is opened and beside the 
subject line in the inbox. 
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Preview Text
is hidden in your main email design and displays in the email client when the email 
arrives in the inbox. It is the first message the subscriber will see in their inbox even if 
pre-header text is present.
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Accessibility and Readability
Best practices for email accessibility 
should be followed not only for 
people with disabilities; good 
accessibility usually means good 
usability which is good for everyone.

Use descriptive subject lines
Maintain a logical structure
Use headers
Use color contrast
Don’t hide information in images
Use meaningful link text
Include a plain-text version



C A P A C I T Y  I N T E R A C T I V E

1. UX (User Experience) isn’t just for websites, 
it’s for email, too. Approach each email 
campaign from the recipient’s point of view. 

2. Strive to have a single-focused message for 
each email.

3. For newsletters and other lengthy content 
emails, link to the website to keep the text to 
a minimum and make the path to conversion 
easier.

4. All emails should have a healthy balance of 
text (a few sentences) and images (1-3). 

5. If a video is included in the email, place the  
thumbnail image ”above the scroll” or even 
use as main image.

6. Subject lines, pre-header and beginning text 
of the email should flow as a continuous 
message in the inbox preview.

7. Test both email content and inbox previews 
on multiple devices, email clients and 
browsers. 

8. More accessible emails help everyone!

Email Design
8 Best Practices
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Thank you!


