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WHO IS 
SMARTBRIEF?

 



15 INDUSTRIES COVERED
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SmartBrief is the leading digital media publisher  
of targeted business news and information by industry.

In partnership with nearly 
150 leading trade organizations, 

SmartBrief publishes more 
than 200 industry-specific 

newsletters each day. 

From advertising professionals 
to health insurance executives 

to general contractors, nearly 
6 million business leaders rely 

on SmartBrief to stay up-to-
date about the latest news in 

their industry and their career  
on a regular basis.

SmartBrief publications  
vary in frequency and 

audience size, with some 
delivering daily to 250,000 
readers and others weekly  

to several thousand. 
SmartBrief offers something 

for nearly any professional 
and an ideal target audience 

for any B2B marketer.

       million engaged business leaders and professionals.

of subscribers have  
referred a SmartBrief  
publication to a colleague.

74%

200+
publications with  
leading trade associations, 
nonprofits and corporations.

6

79%
of subscribers  

make or influence  
purchasing 
decisions.

43.5%
Average 

Open Rate



AVIATION  
& AEROSPACE

230k
SUBSCRIPTIONS

BUSINESS

850k
SUBSCRIPTIONS

EDUCATION

800k
SUBSCRIPTIONS

ENERGY &  
CHEMICALS

170k
SUBSCRIPTIONS

FINANCE

800k
SUBSCRIPTIONS

FOOD &  
BEVERAGE

540k
SUBSCRIPTIONS

GOVERNMENT

18k
SUBSCRIPTIONS

HEALTH CARE

1.1m
SUBSCRIPTIONS

INFRASTRUCTURE

270k
SUBSCRIPTIONS

LIFE SCIENCES  
& TECHNOLOGY

115k
SUBSCRIPTIONS

MARKETING  
& ADVERTISING

340k
SUBSCRIPTIONS

RETAIL

560k
SUBSCRIPTIONS

TECH

265k
SUBSCRIPTIONS

TELECOM

115k
SUBSCRIPTIONS

TRAVEL &  
HOSPITALITY

160k
SUBSCRIPTIONS

OUR PARTNERS

INDUSTRIES
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READERSHIP BY INDUSTRY



WHO READS SMARTBRIEF?

270k
SMALL BUSINESS 
OWNERS

165k
CEOS

155k
MARKETING 
DIRECTORS

200k
CONSULTANTS

160k
ENGINEERS

240k 
SALES  
PROFESSIONALS

155k
TEACHERS

330k
ACCOUNTING/ 
FINANCE PROS

255k
PHYSICIANS  
& NURSES

130k
IT PROFESSIONALS

AUDIENCE

FEATURED SEGMENTS
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POSITION LEVEL

COMPANY SIZE – ANNUAL REV

44% 
$50MM 

or above

31%
$500MM 
or above

26%
$1B 

or above

49%
Director Level  

or above

35%
VP Level  
or above

25%
C-Level
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DESKTOP VS MOBILE

76%
DESKTOP

24%
MOBILE

DESKTOP VS. MOBILE — BY INDUSTRY

READER ENGAGEMENT
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OPENS BY BROWSER/CLIENT

| Web-Based (non-Gmail)

| Gmail

| iPhone/iPad

| Outlook

| Mobile (other)

| Other

36%

23%
19%

19%

2% 1%

Average Briefs  
Read per Subscriber

1.7

100%

80%

60%

40%

20%

0%



“It’s the only daily briefing that I actually read every day.”
—  PLANNING AND REPLENISHMENT MANAGER 

Bartell Drugs

“  I find it incredibly informative. From both a local  
and national perspective, I can stay abreast of both  
projects and industry trends.”

—  ASSOCIATE PARTNER 
Construction Risk Partners

“  SmartBrief is great content; focused and informative.  
It’s a great way to start your day ahead of the pack.”

—  CEO 
Brightflare

“  I find AAP SmartBrief 
an invaluable 
resource in keeping 
pace with research 
into areas of 
specialist interest to 
me — and often use 
features to inform 
my treatment of 
pediatric patients.”

—  SURGEON 
Emergency Medicine  
Consultant & Trauma

“  I love it. It’s my daily  
resource to help ensure  
I’m staying informed  
on the top issues.”

—  CHIEF MEDICAL OFFICER 
Children’s Health Fund

“  Interesting topics [are featured], many of which  
are not top-of-mind when I receive them.  
It’s always good to stay on top of changes in the 
industry before they become reality.”

—  VP 
Human Resources and Operational Services,  
Bay City Capital

“  It’s quick, easy and very informative. 
You can browse, then pick and 
choose [stories] of interest.  
It’s fingertip professional 
development. I spend a few  
minutes of my day on it to see 
what’s up.”

—  PRINCIPAL 
St. Katharine of Siena School
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READER INSIGHTS



ADVERTISING  
IN THE BRIEF

 



THE ANATOMY  
OF A BRIEF
Though each SmartBrief 
publication is unique,  
every brief may include  
up to seven ad placements, 
including a Leaderboard  
banner above the masthead  
and a text based or display  
ad unit in each news section.

LEADERBOARD |

NEWS SECTION 1 |

NEWS SECTION 2 |
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TARGETING 
CAPABILITIES
SPONSORSHIP MODEL

Own a specific ad slot  
in one or multiple briefs  
on a particular date.  
All readers who open  
on that date will  
be shown your ad.

  ENDEMIC —   
Align your content with 
editorial to position your 
brand as an industry leader

  VERTICAL —  
Tailor your message  
to a single industry 
to maximize impact 
and relevance

   PREMIUM —  
100% ownership of the  
brief and placement  
of your choice
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ADVERTISEMENT



ADVERTISEMENT

ADVERTISEMENT

TARGETING CAPABILITIES 
AUDIENCE-BASED TARGETING

Target a subset of the SmartBrief audience based 
on subscriber first-party data. Audiences may  
be segmented by position level or function, 
company size and type or by geographic location.

  REACH — Maximize your reach by targeting 
prospects across multiple industry publications.

   PERFORMANCE — Creatives serve into open 
ad space across multiple publications, allowing 
marketers to purchase inventory on a CPM 
(cost-per-mille) basis and maximize budgets.

ADVERTISEMENT
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LEADERBOARD
  Exclusive placement atop the brief  
for maximum visibility.

  Ensures your brand is associated with 
the news and association partners most 
relevant to your target audience.

  Scalable on all device types and sizes.

RECTANGLE-TEXT
  Native content that is seamlessly 
integrated with the newsletter. 

  Incorporate both images and text  
to provide multiple opportunities  
for reader engagement.

  Optimal lead generation tool for 
promoting original content.
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With up to 300 characters of text, this unit provides  
the best opportunity for marketers to fully 
communicate the value of an offer.  
SmartBrief research shows that text ads result in conversion 
rates that are nearly 5X that of standard display ad formats.

TIP


TIP


The 728x90 ad type can be run on a sponsorship basis, 
targeting a single audience on a single date,  
or configured to target a subset of the SmartBrief 
audience across several publications.  
To gain maximum exposure, many advertisers choose to pair  
an audience-based promotion with strategically placed 
sponsorships in publications of particular interest.



LARGE FORMAT 
PLACEMENTS
  High-impact units, ideal for visual 
content and product promotion.

  Own expanded real estate,  
and maximum share-of-screen,  
in a SmartBrief publication.

VIDEO-TEXT
  Supercharge engagement by using  
a combination of video and text to drive 
both video views and website traffic.

  User experience for video varies  
by email client. SmartBrief's Video-
Text ad seamlessly delivers the best 
possible content experience based  
on where subscribers open.
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To maximize the effect of large-format units and ensure 
the best possible reader experience, use of these 
formats is limited to one-per-brief-per-day.  
Availability for large format ad units can be rare in some 
briefs, so be sure to coordinate with your account team prior 
to using one of these ad types.

TIP


Video is ideal for brand awareness, and promotion 
of product features, and is most effective when limited  
to no more than 60 seconds. In fact, many advertisers  
choose to utilize video content less than 30 seconds long,  
and as short as six seconds.

TIP




FEATURED  
CONTENT
  Own an entire section  
to promote your  
content within one  
or multiple publications.

  Varied format options  
offer creative and 
content flexibility.

  Cycle seamlessly through 
multiple content pieces.

  Connect to a custom  
RSS feed to automate 
creative refresh.

High-quality site traffic can be hard to come by.  
Successful advertisers use featured content to drive 
targeted traffic back to their own sites, where they  
can share additional content with prospects, 
 introduce targeted solutions and utilize existing  
ad tech to create retargeting campaigns.

TIP
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DEDICATED SEND
  Standalone send with 
100% ownership of email 
content and imagery

  Custom HTML = 
maximum flexibility

  A/B test subject line 
or email content

Dedicated sends are ideal for driving leads.  
Readers who open and read a sponsored email  
and then decide to click are very likely to convert  
on a subsequent landing page. In a 2017 study  
of more than 100 SmartBrief landing pages,  
over 40% of clicks generated via a dedicated email  
resulted in a conversion.

TIP
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SPOTLIGHT SEND
  Branded content runs  
in a stand-alone send  
to a SmartBrief newsletter 
audience, supported  
by relevant news and  
information summarized  
by the SmartBrief  
Content team.

  Highlight your industry  
expertise by featuring a Q&A  
or an article by a member  
of your organization.

  Each send can include your 
featured articles, multiple 
links to additional resources 
and a company profile.

Spotlight sends are SmartBrief’s  
top-performing exclusive email offering.  
With open rates above 30% and CTRs ranging  
from 5% to 10%, spotlight sends provide both  
quantity and quality.

TIP
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SPECIAL REPORT
  Work with the SmartBrief  
team to define a relevant and 
engaging topic that aligns well  
with your brand. 

  Exclusive 100% SOV in one,  
or a multi-part, send to the 
audience of your choice.

  SmartBrief editorial experts create 
the reports using a combination 
of curated news and resources 
from our association partners.

  Use above-the-fold IAB standard  
ad units to gain visibility for  
your brand and in-section  
native sponsorships to drive  
engagement to your assets.

Interested in owning the conversation  
around a hot industry topic or upcoming 
conference or event?  
Special Reports — with a focus on an individual event — 
are often used to promote a brand’s presence  
at conferences or trade shows, and can be extremely 
effective as a vehicle for driving booth visits and 
breakout-session attendance. 

TIP
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SMARTSOCIAL
  Extend your campaign and reach 
SmartBrief's highly engaged B2B 
audience across the largest social  
media channels.

  Have exclusive access to SmartBrief's 
closed list of qualified professionals, 
giving you access to the highest quality 
viewers to engage with your content.

  Enjoy tremendous engagement  
by using a combination of sponsored 
news feed Facebook posts, right-column 
posts and Instagram uploads.

  Engage your target customers 
throughout their day as they  
browse Facebook and Instagram.

  Effortlessly optimize your messaging. 
We will optimize to the highest 
performing creative and social media 
placements, providing you the highest 
possible engagement.

Though advertising on social networks  
like Facebook and Instagram has long been  
a successful tactic for B2C brands,  
it can be a challenge for marketers in the B2B space.  
Read SmartBrief’s guide 5 Tips to Optimize Your  
B2B Facebook Campaign to learn how to get the most  
out of your social spend.

TIP
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https://indd.adobe.com/view/b59dfdf9-2c79-40fb-ac79-a45f1747d018
https://indd.adobe.com/view/b59dfdf9-2c79-40fb-ac79-a45f1747d018


BEST PRACTICES



BUILDING THE PERFECT DIGITAL AD
In a typical month, ad campaigns within the 
SmartBrief network generate nearly 100 million 
impressions and more than 200,000 clicks.

AD IMAGE (180X150) HEADLINE (39 CHARACTERS)

AD COPY (227 CHARACTERS) CALL-TO-ACTION

While formats for each campaign type vary,  
most ads contain several of the same elements:  
an image, a headline, ad copy and a call-to-action.  
Each component plays a role and can have  
a major impact on the performance of your campaign. 

Here are our tips and best practices 
for creating successful digital ads.
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THE IMPACT  
OF IMAGES
Your image makes a first  
impression and is often the 
difference between a successful 
campaign and one that fails  
to meet expectations. In fact,  
our data shows that including  
a graphic at all can have a major 
impact on performance.

Across the SmartBrief network, native ads  
that feature an image, regardless of its content  
or quality, outperform those that do not  
by nearly 50%. 

IMAGE + TEXT

TEXT ONLY
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Although readers are most likely  
to click on links within ad copy,  
images can drive performance  
by drawing attention to your message.  
Focus on bright colors and images  
of people or faces that will  
be eye-catching to the audience.

CHOOSING IMAGES
Advertisers use a wide variety  
of images to draw attention to their 
messaging. Commonly used image 
types include stock photos, text-based 
infographics, custom animations or,  
for ads promoting original content, 
cover art graphics.

While each image type can be effective  
alongside the right message, here are  
a few tips for maximizing image impact:

 �KEEP TEXT TO A MINIMUM —  
Avoid crowding your images  
with unnecessary copy.

  AVOID GENERIC STOCK PHOTOS —  
Stand out from the crowd by avoiding  
overly-generic stock photos.

  HIGHLIGHT SUBJECT MATTER EXPERTS —  
For event promotions, especially,  
consider spotlighting presenters  
and featuring headshots.

TIP
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HEADLINES AND AD COPY
Making the most of limited space for ad copy  
can be a challenge. SmartBrief specs recommend 
40 characters for your headline and 250 characters 
of body copy while native formats within social 
platforms, such as Facebook and Twitter, are mostly 
limited to 200 or fewer combined characters.

WINNING HEADLINES

 How to Take Minutes at a Board Meeting

  Walnuts May Change How  
the Brain Responds to Hunger Cues

 91% of Millennials Buy Groceries Here

 Who Won Thanksgiving & Black Friday?

 The world’s best drink campaigns

  6 Workplace Culture “Perks”  
Employees Care About Most

 Discover an effective survey design workflow

 Four Strategies to Thrive under Pressure

 Webinar: Planning for the Autonomous Age

 What to Do if Your Identity is Stolen?

SMARTBRIEF ADS 
BY THE NUMBERS

Average Headline  
character count:  

35.2
Average ad copy  
character count:  

232.7

Our data shows that there is a statistically significant 
relationship between ad copy length and click rate and that, 
while we generally encourage brevity, creatives with more 
characters tend to produce higher CTRs. With that in mind, 
we recommend making the most of the space available to you 
and targeting 250 characters for your ads.
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HEADLINES AND AD COPY
 �CLARITY IS KEY — Set clear expectations for the reader.  

Make sure that your ad copy clearly communicates  
to the reader what you want them to do. 

 �CONSIDER WHAT WOULD MAKE YOU CLICK —  
When prepping your own copy, take a few minutes  
to review your go-to news outlets or scroll through  
your social feed for inspiration.

 �DETAILS ARE IMPORTANT — Especially for live or web-
based events, include the details — who is presenting and 
what are their credentials? When and where it will take place?

 � TAILOR YOUR MESSAGE TO THE AUDIENCE —  
SmartBrief publishes more than 200 industry-specific 
newsletters across 15 verticals. Make sure that you’re  
speaking the language of your intended audience and that 
your message addresses their unique needs.

 �WHAT’S IN IT FOR THE AUDIENCE?  
Ultimately, the reader is less 
interested in your brand and more 
interested in what you can do to 
help them. Concentrate on telling 
the audience how your product can 
benefit them.
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CALL-TO-ACTION
Every ad should include a clear and concise  
call-to-action (CTA). We recommend placing your CTA 
at the end of your ad copy where it can serve  
as a natural prompt for readers to take the next step.

High-performing  
ads often include 

Download or Read, 
while ads that  

featured the words 
Learn or Register  
tend to generate  
lower click rates.

 �BE SPECIFIC  — Your ad is more likely to be successful  
if it includes a CTA that is direct and makes clear  
to the reader what will happen if he or she clicks.  
Download the eBook is likely to be much more effective than 
generic wording like Learn More or Click Here.

 �BE CONSISTENT — To avoid confusion and present  
a seamless experience to your audience, utilize the same 
wording in your CTA as you do in your ad copy. If you refer  
to your content as a report in your ad copy, be sure  
to use the same phrasing in your CTA and landing page.

TIP


Although they vary widely, the most common CTAs tend  
to feature words like Download, Learn, Read, Register,  
Click or Watch.
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TIP


MONITOR, MEASURE, REFRESH
A/B TEST

One of the clearest takeaways from analyzing thousands  
of prior ad placements is this: there is no magic formula  
to creating a high-performing ad. 

Including a survey incentive in the ad headline 
resulted in performance improvement of 
nearly 125%.

By featuring a headshot image and highlighting  
the presenter within ad copy, this advertiser  
was able to boost CTRs by 50%.

Ad interaction varies across different industries, mediums and 
outlets, and it’s not always easy to predict which combination 
of image, headline, copy and CTA will perform best.

To maximize ad performance, test everything you can, as much as you can. 
 �AD CREATIVE — Performance is most-affected by graphics, headlines and  

calls-to-action, so be sure to focus your time where it counts.

 � CONTENT TYPES AND TOPICS  — Test multiple pieces of content  
to ensure that you’re getting the best performance, and to confirm what types  
of content (white papers, case studies, webinars, infographics) resonate  
best with your audience.

 �USE A/B TESTS TO INFORM YOUR STRATEGY — Use low-cost media  
to test so that you can maximize value of sponsorships and exclusives.
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MONITOR, MEASURE, REFRESH
CREATIVE ROTATION

It’s important to regularly rotate ad creatives and swap  
in new versions, as creatives will often begin to lose effectiveness  
within a few days or weeks after they are activated.

For sponsorships, creative fatigue can begin to impact  
performance quickly. Click rates tend to drop by 10-20%  
each successive time an ad creative is repeated. 

To maximize performance for sponsorships,  
consider rotating 2-3 different versions of creative and 
replacing the lowest performer after a few cycles. 

For impression-based campaigns, we recommend  
utilizing at least 2-3 versions on your campaign  
start date. For flights lasting a month or longer,  
consider adding 1-2 new creatives every two weeks.

AD PERFORMANCE (CTR) FOR REPEAT CREATIVES
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EMAIL SPONSORSHIPS
DEDICATED SENDS

Dedicated Sends, SmartBrief’s exclusive 
HTML email product, are among our highest-
performing ad types. Although these custom 
sends have wildly varied layouts and styles, 
there are a few tips advertisers can keep  
in mind to maximize success.

 �SUBJECT LINE — The subject line makes your first 
impression and can have a major impact on open rate. 
Unless it’s very short, your entire subject 
line may not appear fully on all devices, 
so communicate your most-pressing 
information early. We recommend limiting 
to 40-50 characters.

 �PREHEADERS — Your preheader  
is an extension of the subject line.  
Include a preheader with every email  
to maximize your opportunity to hook  
the audience. What is a preheader?

 � VISUALS — As with any ad format,  
include a strong and eye-catching  
graphic to encourage readers to engage 
with your message.

 �INCLUDE MULTIPLE PLACES TO CLICK —  
Offer the reader multiple opportunities 
to click in order to maximize click rates. 
Include multiple links within your email 
copy and a clickable CTA “button”  
at the end of your message to drive  
home the point.
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https://www.campaignmonitor.com/blog/email-marketing/2015/08/improve-email-open-rates-with-preheader-text/
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EMAIL SPONSORSHIPS
In addition to subject line, layout and  
email content, factors like send day and time 
can also affect open and click rates.

Most email marketers 
target  Monday, Tuesday 

and Wednesday for  
email sends. However,  

our data shows relatively 
even open rates across  
the full work week, with 

Monday sends seeing the  
lowest performance.

Across all SmartBrief 
dedicated emails,  
open rates are highest  
in the midmorning hours 
(10 - 11am ET)  
and just after lunchtime 
(1- 3pm ET), when readers 
on the east and west 
coasts are likely  
to be at their desks.
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