
VISUAL UPGRADE
How the trustedDialog Preview increases the 

unique click-through rate in newsletters



THE KEY DATA AT A GLANCE
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Customer

Otto GmbH & Co. KGaA

Portals Used

Campaign & Duration

Advertising Material

WEB.DE and GMX

Newsletter mailing for Black Friday 

on 11/22/2025

trustedDialog Preview



"The use of trustedDialog Preview was a real game changer for us. The 

image-based approach in the email preview attracts the attention of our 

customers and is proving to be effective: We were able to increase our 

unique click-through rate by over 20% – a real success.“

Moritz Julian Müller, Senior Channel Manager Digital

Otto GmbH & Co. KGaA
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THE REALIZATION

Newsletter distribution with three groups

▪ To investigate the effect of trustedDialog Preview ("tD Preview") on the interaction with a newsletter, an A/B/C test was carried out 

among WEB.DE and GMX users who subscribed to the OTTO newsletter and received a mailing.

▪ The mailing was sent without a preview image (A), with a preview image focusing on scarcity ("Nur solange der Vorrat reicht"; B), or 

with a preview image focusing on a call to action (CTA; "Jetzt sparen"; C). 

4Display of an email (GMX App for iOS)

C: Image with CTA focusB: Image with a focus on scarcityA: Newsletter without trustedDialog Preview



RESULTS: SIGNIFICANT INCREASE IN NEWSLETTER CTR THROUGH 
THE USE OF A PREVIEW IMAGE
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with CTA focuswithout tD Preview

Example of an email inbox (GMX App for iOS)

* Statistically significant (p < .05) 

with a focus on scarcity

without tD Preview with a focus on scarcity

without tD Preview with CTA focus

+9.4%*

+20.4%*

▪ The use of a preview image led to a significant 

increase in unique CTR of up to 20.4 percent 

compared to a newsletter without a preview image.

Unique Click-Through-Rate (CTR)



RESULTS: SIGNIFICANT INCREASE IN CTR THROUGH VISUAL 
HIGHLIGHTING OF THE CTA
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with CTA focus

Example of an email inbox (GMX App for iOS)

* Statistically significant (p < .05) 

with a focus on scarcity

with a focus on scarcity with CTA focus

+10.1%*

▪ The use of a preview image with a textual focus on a 

CTA ("Jetzt sparen") led to a significant increase in 

unique CTR of 10.1 percent compared to a preview 

image with a textual focus on scarcity (“Nur solange

der Vorrat reicht").

Unique Click-Through-Rate (CTR)



CONCLUSION & RECOMMENDATIONS
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Conclusion

▪ The use of the trustedDialog Preview significantly increases user interaction with a newsletter.

▪ In the case of OTTO, the integration of a preview image led to an increase in unique CTR of up to 20.4 percent.

▪ Both textual scarcity and an action-oriented CTA in the preview image are effective levers for measurably increasing the click-

through rate – the image with a CTA focus achieved the greatest performance uplift.

Recommendations

▪ trustedDialog Preview images should contain activating scarcity messages and strong CTAs to increase user interaction in the 

long term.

▪ Texts should be used in sufficient size for better readability and emphasise the core message.

▪ Less is more: When designing your mailings, focus on visual anchors and a high-contrast presentation.

▪ Variations in setup and A/B testing make it possible to determine target group preferences and optimize performance.
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