Preparing Your Email
Marketing Strategy

Now is the time to kick off the most fun, frustrat-
ing, and rewarding experience you can have: cre-
ating your email campaign. This chapter and the
next three form a calendar, guiding you through
the details that will make you the best at your
newfound craft. In this first month, you will lay
the foundation for your campaign efforts. These
are the most critical areas to build in the right way,
because they will drive the success of anything else

you do in your email campaign.

Chapter Contents

Week 1: Preparing Your Resource Arsenal

Week 2: Building the Blueprint for Success

Week 3: Counting Down to “Go Time”

Week 4: Testing Your Way to the First
Campaign
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® é

Week 1: Preparing Your Resource Arsenal

An email campaign, like anything you do in life, is much easier when you are prepared.
To begin building your email campaign, you want to have at hand all the resources and
ingredients you will need. You should have a number of items ready to access as you
dive into the strategy and content creation.

Over the years, the best way we have found to manage this process effectively is
to create a comprehensive resource arsenal, which includes at a minimum the following
items:

Checklists Many kinds of checklists exist: general, strategic, creative, technical, and
assessment. See Appendix B for some of our favorite checklists created by the Email
Experience Council.

Technology These include the hardware and software (onsite or via an ESP) for delivery,
database, analysis, and best practice validation. See Chapter 5 for details.

Research Make sure you are armed with historical and benchmarking statistics, trends,
compliance-related information and insights, and even competitive knowledge.

Creative Creative checklists include lists of what your competitors are doing, including
sending frequency, their creative design, best practices for templates (which are covered
in Chapter 7), and the best strategies for designing for people who are reading emails
on the go (these are discussed in Chapter 8).

Strategy Resource Sites and Blogs These can keep you up-to-date on the latest research,
give you fodder regarding a best practices debate, or even give you an outlet to ask an
expert a question or two. See Appendix A for some of our favorite sites.

Case Studies Throughout the book you’ll find case studies that enable you to learn first-
hand from the experience of others about what works and what could be done better.

The focus of this week is to gather all the elements needed for your resource
arsenal and then build the argument to get those elements funded that have an associ-
ated cost. Each day, you can spend one hour on a critical initiative that will send you
on a trip to the bank Friday afternoon with that signed check:

Monday: Getting smart

Tuesday: Evaluating tools and resources
Wednesday: Budgeting
Thursday: Related marketing initiatives

Friday: Getting the boss to sign the check



Write This Down: Itisestimated that more than 500,000 individuals per week access “self-help”
websites and online resources relating to email campaign design, development, and execution.

Googling email marketing help generates hundreds of results pertaining to where people can piece together quid-
ance. The challenge with this is, Who has time to sort through all those entries?

Searching for help when you are in a panicked or rushed mode will make you frustrated. Many times, the authors
of this book have actually sifted through a number of these web pages only to find statistics that are undated, out-
dated, or even inaccurate. This is not the type of experience you need when beginning your emailing efforts.

Monday: Getting Smart (the Seven Essential Truths About Email Marketing)

Getting smart about email marketing doesn’t mean knowing all the answers. It means
knowing what makes email marketing work and what type of resources you need to
build something effective. A rule known as the chunking principle states that the mind
can retain no more than seven items of information without memory loss. Because we
want you to retain most of what you read, we have decided to condense what you need
to know about email marketing into seven key truths. These are facts you should post
on a wall somewhere. As you delve into email marketing, you will be challenged to
remember these truths. So please, use today’s hour wisely and keep this section handy.

Truth 1: Email Has Evolved into a Cornerstone of Our Lives

Omniture reports that more than 21 trillion emails were sent in the United States in
2007. These were, by no means, all marketing-based messages. One of the key truths
about email you need to retain is that email marketing is just one small facet of a stan-
dard person’s “email life”. People use email today for many purposes, both personal
and business. In many cases, the use of email is less about reading marketing messages
and more about the improved facilitation of life.

And let’s just put the argument to bed right now that only people of a certain
age use email—it is just not true. In 2007, eMarketer surveyed the use of online access
by various age ranges, and Table 6.1 shows the results.

» Table 6.1 Selected Weekly Online Activities of U.S. Internet Users, by Age

Millennials Generation X Baby Boomers  Matures
(13-24) (25-41) (42-60) (61-75)
Watching and reading personal 71% 56% 40% 36%
content created by others
Reading and posting on message 51% 43% 29% 22%
boards
Socializing 62% 41% 25% 18%
Participating in a discussion forum ~ 34% 33% 24% 19%

Source: eMarketer

iy

TVNASYV 30¥4N0SdY 4NOA ONIYVIIYd ‘1 Mdd4 B ©

o



Y
-
o

CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ®

Although this table doesn’t specifically isolate email usage, it does demonstrate
that people, of any age, go online to communicate and connect about personal ele-
ments of their lives.

So when you think about email, you must not think about it in the context of a
campaign or a single effort, or even as marketing. You must think about it as an exten-
sion of personal and life-related communications. This will ensure that your design
efforts consistently create a strong brand impact and a sense of personalized loyalty
and interest among your readers.

Truth 2: Email Marketing Best Practices Change, All the Time

This is one truth that will help you maintain an edge over your competition. Think
about it: When email marketing first started, the world was a different place. Email
marketing was new, list growth was simple, spam was a type of meat, and the best
practices written at the time did a great job of covering what to do in that environ-
ment. By about four years ago, the volume of spam changed best practices in our indus-
try, and the CAN-SPAM legislation discussed in Chapter 5 was enacted in response to
email’s evolution. Best practices changed for creative, list growth, and delivery. Even
as recently as early 2008, changes in the way that email unsubscribes are handled were
introduced to ensure that the perception of email marketing remains positive.

What this means to you is that you must always look at the dates of research,
case studies, and best practices and hold them up to the standards of the current day’s
trends.

Truth 3: Any Type of Messaging Done Electronically /s Email Marketing

Even today, there is still a perception that email marketing is one channel, mobile mar-
keting a second, RSS a third, and even social networking a fourth. In these instances,
many companies treat these as separate marketing channels. In today’s online world, it
is becoming increasingly difficult to keep these channels separate because they each act
as drivers to the other.

Well, we have news for you! Any message sent electronically is considered email
marketing.

Why is this a truth you need to know? It’s because the lines among these types
of messaging channels will continue to blur as time goes on, and soon the world will
rely on “personal messaging” regardless of the location or the device. These media
are all driven through Internet channels and require permission and selection of mes-
sage interests/types. This means everything you are thinking about for email will also
become critical to future messaging strategies for your company. As the famous phi-
losopher Yoda once said, “Choose wisely you must.”



Truth 4: Email Addresses Mean Money; Don’t Ignore Your Non-responders

We recently heard a speaker at an email conference ask the audience this question:
“Who here invests in increasing the delivery rate of their emails?” Almost 90 percent
of the hands went up. He then asked another question: “Who here spends money to
acquire new customers?” Again, 90 percent of the hands went up. And then he asked
this: “Who here builds programs to monitor and target those people who provide you
their email address but never respond to an email you send versus just removing them
from your list after a certain time?”

After the crickets stopped chirping, he went on to explain that his company’s
research has indicated that less than 50 percent of a list will ever respond to email
campaigns. And research that Jeanniey has done shows that even if someone on your
list is not responsive, once they have provided an email address, they will purchase 150
percent more than those who shop at your company but do not opt in.

This means your list value has expanded. It is worth more than just the opens
and clicks it drives. You should always plan to evaluate the purchase or response power
that people on your list provide through all channels to identify their value.

Truth 5: This Is Not “The Farmer in the Dell”

Remember that grade-school song? The last line is, “The cheese stands alone.” That’s
not a smart attitude for email marketing. Many people in marketing assume that email
marketing is similar to the “cheese” in this song—a stand-alone messaging chan-
nel that drives revenue and strengthens relationships. The truth is, elements of email
marketing live in every aspect of our messaging world. Forms sit on websites, capture
points happen both online and offline, banners drive to landing pages with forms, and
searches drive to deep pages that encourage engagement.

If email stood alone, none of these would be relevant. But for successful email
marketing, you cannot afford #ot to think about all the touch points of your email

marketing campaign.

Truth 6: Technology Partners Often Act Like Military Members

In the Chapter 3 analysis of email marketing technology, you saw that vendors can be
tremendously helpful partners. That said, it has often been our experience that technol-
ogy partners can easily slip into a “don’t ask, don’t tell” mentality. Many times, these
partners wait for you to ask for a service, feature, or support effort before they provide
it to you. The problem with that is that if you don’t know what you are missing, you
don’t know what to request. It is for this reason that we encourage you to read the case
studies on technology partners’ sites—not just your own technology partner but the
top ten technology partners. By doing so, you will be able to see, in context, what types
of services and features you should and could be getting out of your partner.
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ®

Don’t allow the money you spend in this area to provide you with just the basics.
Push for ultimate service and support.

Truth 7: Ignore the Rules (Except the Law)

Someone once told us that you learn more from your mistakes in email than you

do from your successes. In most cases, the best mistakes you make are not planned.
When you don’t have productive mistakes to learn from, ignoring the rules and trying
something crazy to see how it flies can work pretty well, too. We certainly don’t mean
to imply that you should ignore the law. You definitely shouldn’t. But, you should
think of new ways to share emails and try them with a sample of your database.
Some of the most successful “rule-breaking campaigns™ of the past have included the

following:

o Creating an email that scrolls sideways

o Sharing an “unsubscribe” confirmation landing page that offers ways to opt
back in

o Posting a call to opt in at the end of a video on YouTube

o Sending an email with a blank subject line

Now that you know the seven truths of email, you can use them to evaluate your
tools and resources.

Tuesday: Evaluating Tools and Resources

On this second day, we are going to continue having fun by getting all our tools and
resources together. Whether this is your first time creating an email marketing plan or
you are a veteran, you have our guarantee that you will take away something useful
from this section.

A sound email strategy presents new opportunities for overall business improve-
ment by putting into place tools and processes that can solve current performance
problems and open new avenues to bolster sales and customer satisfaction.

Before selecting or even evaluating new technology solutions, an organization
should start by determining the overall objective and scope of their email program,
then identifying current problems and obstacles to meeting this objective, and finally
creating an inventory of current resources. Once a company has a clear understanding
of what it wants to achieve, what’s keeping it from getting there, and what is already
in place, then it can develop an evaluation and selection plan to find the solution and
define the processes to fulfill its email strategy. You can use our handy quiz to help
determine what your areas of focus should be.



The Naked Truth About Email

This is a true story. For privacy reasons (and other reasons you will read about), the names have
all been left out or changed.

Company A called its email marketing vendor and requested that its account manager help them
create a very special video email. The video would be coming from the CEO of the global organi-
zation and share critical news and insights about recent changes.

Everything was moving along just fine. The CEQ’s video was shot, edited, and uploaded into the
email shell. A subject line was suggested: “An Important Video Message from the CEO: Recent
Changes.” Both the vendor and Company A understood that this was a long subject line but
thought it would increase the open and viewership rates of the message.

Unfortunately, while the production of the email was happening, changes were taking place at
the vendor. One of the video producers had to be let go from his job.

Now, normally that wouldn’t be a big deal—but in this case, you won't believe what happened.

The morning the CEQ’s video email was being sent, the recently unemployed video producer
hacked into the web server and switched out the video that was supposed to play, replacing it
with a video of a naked, alternative lifestyle fashion show.

For the first ten minutes of the launch, whenever an employee clicked the “important video from
the CEO regarding recent changes,” they saw quite a show. The issue was corrected ten minutes
after launch, but it left a lasting impression.

Besides being a funny story for anyone in email (except the CEQ), this error created something
else within the company: curiosity and an ongoing interest in seeing what was in every email
sent from the CEO.

For the next twelve months, every email sent from the CEO received almost 100 percent open
rates within two minutes of receiving the message. Everyone looked for the next mistake. Even
the company’s CEO learned how to use this mistake as a way to improve response and included
random video clips that looked like they would turn into something scandalous.

It was an awful mistake, it was a great response, and it was a new way to market inside a com-
pany that no one had thought of before.
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Quiz: What the HA&* Am | Trying to Do with My Emails?

Understanding what to do with your emails can be challenging. You will find that by
answering a few questions and thinking through a strategy, you can move light-years
ahead. This quiz should take only a few minutes of your time:

1. My job is solely email marketing to an existing house list.

a) Yes
b) No
o I don’t know
2, I work for a company that has:
a) More than 100 employees
b) 15-99 employees
o) Fewer than 14 employees
3. The role of the emails I send needs to be:
a) To drive high open and click rates, and possibly purchases or leads.
b) Multipurpose: sell, retain, provide service, and more.
o Every email I send needs to make money for my company.
4, I can build specific landing pages to support email or email address capture.
a) No, my company uses one landing page for all media.
b) Yep, sure—the more, the better.
) If they are premade, or free, yes; otherwise, no.
5. My email database is the company database.
a) No, we have a CRM solution.
b) Yes.
@) You mean my email service provider can be my database?
6. How much of a budget do you have to invest in email technology or resources?
a) More than $100,000 annually (or $.01 per email sent on average)
b) $25,000-$100,000 (or $.005 per email sent on average)

o As little as possible, but as much as is needed to make emails work

Answer key:

[{P3]

Give yourself 5 points for every “a” answer you selected.

Give yourself 2 points for every “b” answer you selected.

© 9

Give yourself 0 points for every “c” answer you selected.

0-11 points: “Down and Dirty”: You are a marketer with one focus: get it done profit-
ably or else. In the list in the next section, you should look for technologies or services
with one asterisk (*) next to them.



12-20 points: “Workin’ It”: With some investment dollars, you are a shrewd marketer
who has many priorities and who needs technology that supports a multichannel mix
with minimal excess expense. In the list in the next section, look for technologies or
services with one or two asterisks (**) next to them.

20 points ormore: “Fit and Fabulous”: Your high-visibility company requires that each
role in your organization remain focused on key aspects of communication that create
the ultimate experience. That said, you need to remain within the boundaries of your
group’s efforts when implementing programs to ensure a common voice and brand is

maintained. In the list in the next section, look for technologies or services with one

(*), two (**), or three asterisks (***) next to them.

Knowing What Technologies or Services You May Need

Once you have determined the focus you have for your email programs and the goals
you want to accomplish, you can effectively begin to evaluate which technology will
best support your efforts.

Now would be a good time to revisit Chapter 2 to gain some key insights on
email delivery providers. Keep in mind, though, that delivery services are not the only
technology out there. Listed next are the different types of email resources (outside of
email service providers) you will want to review. You’ll find contact information for all
the vendors in each category in Appendix A.

Statistics and best practices:
Email Experience Council’s Whitepaper Room**
Center for Media Research*
MarketingCharts*
EmailStatCenter*
MarketingSherpa**
JupiterResearch***
Forrester Research***

eMarketer***

Email-specific design or design analysis:
Smith-Harmon**
MailChimp*
Bunnyfoot**

Eyetools™
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Deliverability:
Goodmail**
Iconix*
Habeas**
Return Path**
Pivotal Veracity™**

Lyris*

Analytics and testing:

Omniture
WebTrends

Coremetrics

Email list growth:
Datran Media™*

Yesmail**

For each of these areas, you will need to begin doing research to see which
vendors to review. We suggest you keep them all in your back pocket. You will be sur-
prised to see how they will come in handy down the road.

Wednesday: Budgeting

Drafting an email marketing budget can be a daunting task. It seems oddly simple in
the beginning, but it quickly becomes riddled with complexities and challenges.

To begin with, you should make a list of every type of expense you think you
may need. (Yes, if you haven’t noticed already, planning for email marketing requires
lots of lists.) There is a lot of research out there that will help you justify the budget
you’re proposing for email, including the recent survey results from Datran Media, as
illustrated in Figure 6.1.

Once you’ve demonstrated to management the benefits of email marketing, what
you need to focus on is making sure you have the money to account for all the email
costs. In Chapter 4, we listed all the types of costs you should consider, including the

following:

] List replacement fees
o Design

o Testing

o Data support

o Mad money



1.Compared to 2007, in 2008, your company is likely to?

Increase its use of email marketing 82.4% |

Same (15.3%)
(Decrease its use of email marketing, 2.4%)

2.1n 2008, do you expect your company's email marketing ROl to be?

Higher than other channels 55.3% |
(Roughly equal to the other channels, 25.9%)

'—» (Lower than the other channels, 18.8%)

3.Which advertising media buys perform strongly for your company? (select all that apply)
Email 80% |
Display 37.6% |
Search 70.6% |
Print —>(16.5%)

}—» (Broadcast, 10.6%)
| > (Cable,7.1%)

> (Mobile, 1.2%)

> (RsS, 2.4%)

Ad Network 34.1% |
)—» (Uncertain, 8.2%)

4.Which media channels do you think complement the email media channel? (select all that apply)

Display 51.8% |
Search 71.8% |
Mobile 24.7%

'—> (Broadcast, 17.6%)

Direct 41.2%|

)—» (Cable, 10.6%)
[ F> (Noneofthe above, 9.4%)
5.Has or does your company plan to employ email to do any of the following? (select all that apply)
Send newsletter 80% |
Drive sales 78.8% |
Increase up-sell or cross-sell opportunities 67.1% \
Send transactional message 50.6%)
Reactive dormant customers 52.9%]
Enhance customer relationships 70.6% |
Increase brand awareness and/or lift 64.7% |

6.Do you currently send targeted email campaigns?
[Yes 81.2% |
No 18.8%
7.If your company currently sends targeted email campaigns, which if any of the following applies?
(select all that apply)
We target based on actions 56.5% |
We target based on demographics and/or geography ——>63.5%
—> (We target based on psychographics or interests, 42.1%)

)—» (We don't send targeted campaigns, 20%)

8.Does your company currently or plan to do any of the following?
Conduct A/B/C content or creative split testing 74.1% |
)—> (Test creative rendering across “inbox” devices, 36.5%)
)—> (Pay for email marketing based on a CPM model, 29.4%)

Pay for email marketing based on a CPC or CPA model, 58.8% |
> (Serve banner ads within newsletters or other email campaigns, 36.5%)
)—> (Measure email marketing’s effect on brand lift, 25.9%)

> (Measure email marketing’s effect on customer satisfaction and/or loyalty rates, 36.5%)
Measure email marketing’s effect on sales 64.7% |
:)—> (None of the above, 4.7%)

9.Do you believe email has helped boost sales through other channels?

Yes 67.1% |
(No, 2.4%)
Not sure 30.6% |
10.Do you plan on integrating marketing messages in your transactional emails in 2008?
Yes 63.5% |
No 23.5%

'—» (Unaware that this was possible, 12.9%)

11.Do you currently use and/or plan on using an outside vendor for email marketing?

Yes 69.4% |
No 20%

:|—> (Not sure, 10.6%)

Figure 6.1 Datran 2008 annual marketing and media survey results
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4

To take these costs one step further, we recommend building a cohesive email
marketing plan that also takes these factors into consideration:

. Training costs, conference fees, and more. It is always a wise investment to ear-
mark some funds (no more than $2,500 per year) to attend conferences or pur-
chase email intelligence. If you are a small company, this may seem like a large
investment, but the dividends are phenomenal. The networking alone at email-
specific events will provide months and years of higher return on investment.

. Technical design resources. In an earlier section, we mentioned including funds
for technical support with your email vendor, but sometimes you will need to
pay an outside company to design and test Flash, animation, video, or other new
components.

o Mobile messaging and RSS integration tests. Although these may appear to fall
outside your budget or realm of responsibility, they really don’t. Planning for a
mobile test with email is going to be the cornerstone to future email marketing
strategies.

o Preference center design. This was introduced briefly in Chapter 2 and will be
covered in more detail later in this chapter and in Chapter 8 (which looks at
preference centers for the mobile channel). But for now, what you need to know
is that designing a preference center can become a costly initiative and will need
its own budget line.

Budget Timing and Assessment

Once you have your line items listed and associated costs of doing business identi-

fied, the next step to take today is to build an ROI calculator. Using this tool, you can
calculate the expected response rate for each email sent and how many emails need to
be sent in order to drive the return on investment. Some people choose to build these
to determine what type of response rates they need to justify the cost. Others build
them to determine how much they can spend based on the projected ROI. Either case
is fine. Just make sure you build one. It should look something like the example shown
in Figure 6.2. (The data were created for presentation purposes only and do not reflect
any company’s actual budget or business plan.) It should be a living document that you
update and manipulate weekly at a minimum.

Note: Youcandownload a copy of the Samp1eROI . x1s calculator from this book’s web page at

www. sybex.com/go/emailmarketinghouraday.



AcquisitionInputs: March Bpril May June July August  September October  November December Total
) New email registrants 100,000] 150,000{ 200,000( 200,000) 200,000 200,000| 200,000] 250000] 250,000  250,000[ 2,000,000
New subscription customers-direct from site 15,000{ 20,0001 26,000 30,0001 35.000r 40,000 60,000 70,000 80,000 90,0001 465,000

i

3

4

5 4

& [Retention Inputs:
7

8

9

new subscription average ordervalua [aoy) § 130005 1200(s 1s00fs s00fs 13005 1300[5 13005 1s00fs 1800(5 13.00]
activation rate -email regto substription w208 S 20 20%|
upsell success rata- 3%! 303 303 30% 305£| 30% 0% 30% 30% 308
10 | cross-sell success rate - naw subscribers 1% 5% 5% 5% 10% 10% 108 15% 15% 158
11 | number of exgiring subscriptions 10,000] 10,000 10,000! 10,000 10,000 10,000 10,000! 10,000 10,000 10,000| 100,000
|2 renewalrate 25% 2751 29% 31% 33%| 35% FIE] 38% 41% 43%
13 |avarage renawal valu § 150005 150005 150005 1500]$ 1500{5 1500(5 1500(5 1500(S 1500/5 1500

Figure 6.2 AnROI calculator implemented in Excel

Thursday: Related Marketing Initiatives

You are now locked and loaded with knowledge about the email marketing space. You
have a list of the types of services and technologies you can leverage and will need a
budget (including an ROI forecasting document) in place as well as. What’s next?

Remember the third truth from Monday’s focus: Anything you do in the world
of marketing has an email component. Regardless of whether you work for a large or
small company, and whether your job is focused only on email or includes broader
efforts, email will impact almost everything your company does. Today, your job is to
review every aspect of marketing or advertising that your company may be doing and
to see where and how email could or should be making an impact.

This is probably one of email marketing’s most fun activities because it is very
visual. By creating an email “look book,” you will be able to effectively determine
whether you need to make any changes to your budget to support other programs,
design additional creative, or develop tests to supplement what you have noted.

You will also be surprised by your findings. Recent studies have shown that
branding in email creative is consistent across all communications for only about 5
percent of companies. This is natural for large companies that work with multiple
agencies. It is also expected for very small companies that implement efforts over time,
as their services grow, often leaving older branding elements in play because of lack of
resources or a volume demand to change it. So, where should you start?

The first place to look is at your print advertising. If your company is doing
a print campaign, your creative may look something like the Sephora ad shown in
Figure 6.3.
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Figure 6.3 A print ad for an email opt-in

This print campaign is built specifically to ask people to opt in to an email
effort. If your advertising group is doing something like this, good for them! But, do
you know what type of email is being sent once someone opts in? Or even what is hap-
pening to the name once it is in your database? If not, you should definitely find out.
Also note that addresses coming in from a print experience deserve an email welcome
message that references the source.

The second element to check is your customer service center. Once someone is
live on the phone, is your representative asking for email address permission? Is there



a workflow built to drive these customers to receive the right follow-up email or send
them the most appropriate branding information? In Figure 6.4, American Express
integrates the right brand with dynamic messaging, which is passed along to the email
team to continue the messaging appropriately.

Key content themes are pulled from the database
and dynamically populated into a

follow-up email:

* Personalized “intent to spend” _—

* Key business management themes
(cash flow, cost savings, expense
consolidation,and so on)

* Rewards, topics of interest, site links

* Personalized greeting and
representative salutation

Figure 6.4 An American Express dynamic email

If advertising and customer service have matters under control, move along to
examine your corporate site. These sites often post research, press releases, and news
coverage, which a visitor can share with a friend or colleague. That is fantastic news,
as long as it is consistent with your efforts. Many companies fall short in this area
because their pages ask to capture email addresses but then do nothing with them.

Figure 6.5 is an example from Nestle that shows the investor relations opt-in
box. It does a good job of capturing profile information, but is it linked to other types
of emails, or even using space inside the emails to promote the benefits of opt-in with
other Nestle products? It is not.

Finally, the last large area you will want to review is your online media planning
efforts. If you are a business-to-business company, your focus is on driving leads. Here
is a great example of a banner that offers a free trial:

[l ESET

W § A scalable, end-point, SECUTitY
=7y NOD32Z  soiution that proactively Download a

_Jf Aﬂtl_\ii]’US eliminates malware. bl

Bl

. ,S'&‘

Once again, it is your job to determine what happens to the email address once
someone provides it for the download.
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Figure 6.5 Nestle corporate opt-in

The impact of other marketing efforts on email grows constantly. Your job as an
email marketer is twofold: to create the best email programs you can and to optimize
them as you go. But it’s also to ensure that any email marketing opportunities that
arise thanks to your company’s efforts are managed and effectively utilized in a way
that creates the most positive brand experience around.

For each of these areas, ask yourself these questions:

o Is there a chance an email address can be collected?
o Is there a chance an email message will be sent?

o Where does this data go?

o What kind of messaging is sent?

o Can I use this person’s data in the future for my program, and if so, how?

These questions will help you build a valuable resource for collecting new and
highly active email addresses when you are looking for ways to increase your data-
base size.



Friday: Getting the Boss to Sign the Check

It’s D-day. You have spent the week researching what you need to know about email
and what technologies and services you think will be of the most help to you. You’ve
estimated the costs associated with your intended efforts, and you have identified areas
of your website that will add value to your current programs. The meeting with the
boss is set, and all you need to do is get the check signed.

Whether you are asking for $50 or $5,000 or $500,000, asking your boss for
money to support your email marketing programs is going to require some discussion
about the value of the email program to the company overall. We hope that by now you
have picked up a few of the key highlights from earlier chapters in this book. These
include the following;:

o Email is more valuable to you than just one-time sales; email address opt-in is an
indicator of high-value customers.

J Email marketing happens in every area of the companys it is a critical branding
element.
o Email marketing saves significant dollars; sending an email saves more than 90

percent compared to postal mail.

To help support these facts and enable C-level executives to understand the value
of supporting email marketing, the Email Experience Council created a report outlin-
ing the value of email addresses to a company, shown in Figure 6.6. Use these elements
to help develop your plan of attack when you speak with your boss.

Note: Youcandownloadacopy of the ValueofEmai 1Address . x1s calculator from this book’s web page

atwww. sybex.com/go/emailmarketinghouraday.

Your goal in this communication is to demonstrate the holistic power of email in
the areas listed earlier. We urge you to stay away from tactical elements such as open
rates and even click-through rates.

Write This Down: Nearly three-quarters of email marketers said in a recent survey that they plan
to spend either the same amount or more on email marketing in 2008 as they did last year, according to the 2008
“E-Mail 2008: Top 10 Research Findings and Practical Ways to Increase E-Mail Performance” report. (Source:
MarketingSherpa)
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Message copy/creative § 3500

List rental = # records 250,000 List Price CPM §55.00 Per Thousand

List Rental = §5 $ 13750 Effective CPA $2.59 Per Visitor

List Rental = Fees § 20

Landing page design § 1500

Incentive (tied to offer) $ 300 § 1928 {assume that 55% of new subscribers use the incentive)

Total campaign cost: § 19,000

Mailed universe 250,000 $0.08 Cost per name mailed

Delivered universe 212,500 85% Deliverability rate $0.09 Cost per name delivered

Opens | | 31,875 15.0% Open rate $0.60 Cost per open

Clickthroughs 5313 2.5% Clickthrough rate $3.58 Cost per clickthrough
16.7% Click to Open rate

Conversions 1169 22.0% Conv rate (to subscriber) $16.26 Cost per conversion

Cost per Email Record Acquired § 16.26

Value of Email Address - Retailer Worksheet - ROl for Acquired Records

ROI Calculation
Value of an Email Address § 118.09

minus
Cost Per Email Record Acquired §  16.26

Acquired Email Address Value § 101.83

Figure 6.6 Calculating the value to a company of an email address

Week 2: Building the Blueprint for Success

Once the ink on the check for your email marketing program dries, it is time to get
down to business. During the second week, your focus will be on designing the core
plans and validating the destinations for your efforts. This can be either data related
or creative driven. Skipping any section in this week can set your program efforts back
significantly, and as you will see, there are many examples of ways you can approach
these topics. Of course, the examples are being shown to illustrate concepts and will
need to be customized to your company’s specific needs and goals. There is no one-
size-fits-all in email. So if you are ready, get your pen and paper, and get ready for this
week’s events.

Monday: Evaluating your current house file and file size needs

Tuesday: Creating the acquisition plans

Wednesday: Focusing on the opt-in process and customer preference centers

Thursday: Reviewing the opt-out process

Friday: Making sure your landing pages are a good place to land



Monday: Evaluating Your Current House File and File Size Needs

We have a friend who works at the Heinz factory in Pittsburgh, Pennsylvania. Her

job is to schedule the delivery of Heinz products to grocery stores in the Midwest. It

is a really challenging job because it has to take into consideration all of the following

factors:

o Based on sales of products and prior-year trends, when is the current shipment
expected to run out?

J How much does the new shipment need to contain in order to maximize pricing
and delivery timing?

o What will the contingency plan be if/when a grocer calls with an emergency
order they need filled within 12 hours (especially if the truck needs to get to a
dock and be loaded)?

J What is the plan if the store is unable to sell the items because of a drastic

change in the weather, the economy, or other uncontrollable occurrences?

How is she able to organize and manage all these elements dynamically and
ensure there is no excess or lack of product? Somehow she is able to effectively create a
process and workflow that allows her to forecast and manage to change.

When you think about it, we have the same need in our profession. Somehow,
you need to effectively forecast the amount of interaction and turnover the names in
your email databases will generate so that you can budget and plan for list growth
initiatives at the right times and achieve optimal results. You have to do this without
going over budget or losing valuable ground.

In 2006, Silverpop conducted a list growth survey of 321 marketers. As reported
by Direct magazine, it found that when asked to name their list growth tactics, almost
two-thirds of the email marketers surveyed cited offline advertising and direct market-
ing. More than half mentioned trade shows or online marketing and web searches.
Viral marketing was third. The study also revealed a gap between planned list-building
tactics and those seen as successful. For example, 24 percent intend to use viral mar-
keting, but only 10 percent see it as successful.

These are interesting insights, but before you can get into worrying about how
to grow you list, you need to evaluate how effective your list is.

Write This Down: Theaverage size of an email marketing database ranges from 20 to 60 percent of
the total marketing database. (Source: Email Experience Council)

o How big is your file compared to your company’s total marketing database?
Knowing this will help determine the total impact your current file can ulti-
mately have. For example, if your file size is less than 20 percent of your entire
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marketing database, you will need to ensure that it is the most responsive list
ever or build in some serious plans to grow the file. In this case, growth through
service emails or call centers would be the likely starting ground.

o How old is the data on your database? It’s sad to say that even with the most
responsive lists, email addresses that have been on your file for more than three
years tend to not respond nearly as well as newly acquired email addresses. If
you have an old file, you may very well want your starting technique to be in the
areas on your website where you can attract some “fresh blood.”

o What is the average annual purchase of a person on your email list compared
to names not on your list? Although Forrester data indicates that the average
person who opts in to your emails will purchase 138 percent more than someone
who does not provide you with an opt-in email address, you should check the
validity of this with your list. If your list of email opt-ins is not performing at
the same rate as your offline list, your starting point may need to be the source
of your email opt-in capture.

These three elements will get you well on your way to answering some critical
questions not only about how large your list is but also about its effectiveness. Once
you have this information, you will be in a good position to compare the size and
response to your budget numbers, discussed in the previous section. This exercise will
give you a clear indicator of how much you need to grow and what the starting points
should be.

Staying on track with list growth is an important factor to focus on. Many
times, we have seen people put the best plans into place and then have them fall
through as soon as THEY LOSE THEIR FOCUS. Without your list, you will not be
able to market. Don’t lose sight of that.

Tuesday: Creating the Acquisition Plans

Now that you know how much you need to grow and have some indication of where
you may need to start, it is time to put together the plan for growing your acquisition
efforts. You will have a number of choices to make. Based on your budget and your
time, and results of tests, your plan can be expected to change and develop over time.
We strongly encourage you to launch your acquisition plans slowly over time. Test not
only for the effectiveness of meeting name-capturing goals but also for the results these
new names have for your company. Do they perform in the first 30 days? Are they

still effective 90 days after adding them to the list? Are there high spam or complaint
rates? All these elements are factors in determining what type of list growth efforts and
acquisition plans will work best for you.



An Intelliseek survey by Forrester Research on U.S. consumers’ trust or distrust
by type of advertising found that roughly two-thirds of respondents said they trusted
emails they signed up for. This confirms what many industry experts have known all
along. Email marketing is a powerful relationship-building tool. So, how does an orga-
nization implement a successful email loyalty program?

According to a study on worldwide email messaging by the market research
firm IDC, daily email traffic is now estimated at message sent after 60 billion.
Without question, the easiest way to find relevant email addresses is to ask every con-
sumer who visits your website for theirs. It’s simple enough, but most sites do not gen-
erate enough online traffic to drive a high volume of opt-ins. And without a sufficient
volume of site traffic to capture elusive opt-in addresses to drive strong relationships
between buyer and seller; business owners will lose valuable market share faster than
it takes the deliverability status on an unsolicited email to bounce. So, what can you
do to generate site traffic?

The answer: channel surf. Start by using as many channels as possible to drive
online interests and grow a company database. A marketer’s push and pull tactics can
range from one, many, or all of the following channels to help create a steady flow of
site traffic:

o Keyword buys

o In-store point-of-sale displays
o Trade shows

o List rental

o Viral and cross promotion

o Co-registration

o Call center

o Direct mail

o Customer care

o Product warranty registration
o Co-marketing

o Partnership/third-party channels

The data in Figure 6.7 illustrate different inbound channels available to online
marketers and how effective each channel is at generating opt-ins.

List acquisition doesn’t need to be expensive. It can work very effectively given
the right focus. However, we do recommend you never put more than 15 percent of
your list growth strategy into one effort. This could cause serious issues and repercus-
sions should something go wrong.
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[ B-to-C Tactics “Working Well”
[ B-to-B Tactics “Working Well”

Check Box on Our e —— 85%
Registration/Order Forms . . . . 83%
Free Trials/Downloads : 73%
. ' 77%
Customer Service Call-Ins : 63%
! 68%
Newsletter Offer ' : : : 65%
1 68%
Trade Events ! ! ! : 62%
Asking Offline in Stores, \ \ \ H 66%
Printed Order Forms, Catalogs . . . : 62%
1 63%
Sweepstakes/Contest : : : H
E 67%
Sales Alert or Product : : ; ; 4%
Announcement Offer ! 61% §
; E 53% 2
Telemarketi , ' : : <
elemarketing . : : 3% 2
: ! 59% =2
Premium/Free Gift ! ! ! ! =
with Sign-Up ' ! 53% =
‘ : 52% =
Co-registration (Check Box ! ! ! ! =
on Other Sites' Registration ; ; 57% =
Forms) - : : : 47% ;
Email Appends (Appending . . 40% E
Offline Addresses in Email) . . : : 54% =
0% 20% 40% 60% 80% 100% é

Figure 6.7 Ways to drive opt-ins

Wednesday: Focusing on the Opt-In Process and Customer Preference Centers

Assuming your strategy of “reaching out” to use as many channels as possible to gener-
ate a steady flow of site traffic is successful, what next? The next step, and probably the
most important in your effort, is to generate responsive and long-term opt-in permis-
sion approval.

This requires a focus on the best practices of today (remember, we said you need
to watch these all of the time) to develop the best customer experience.

To make it easy on you, we asked Cliff Seltzer of PureSend to craft the following
list of the current best practices in opt-in and preference centers; Cliff also provided the
phenomenal creative examples. Use this as a “tear me out” checklist to keep next to



the email marketing truths, and you will always have something you will find useful in

design and strategy meetings:

A prominent call to opt-in on all home and landing pages. A survey by
JupiterResearch on how U.S. marketing executives capture consumer addresses
found that 60 percent of all opt-ins came from the online registration process.
Non-obtrusive link to all policies. Links that enable readers to access the “about
us” section and terms and conditions often engender a sense of trust.
Frequency options. Giving your readers the ability to receive information more
or less frequently can reduce unsubscribes up to 25 percent.

Sample content. Sharing an example of what your email will look like helps set
expectations.

Multichannel options (SMS, print, PDA). Offering readers the ability to sign up
for your information through a variety of ways gives readers a sense of control.
Content-type format (HTML/text/PDA). This is a new trend, which you will
read more about in Chapter 8.

Lots of content customization options. The most successful email programs
offer the ability to personalize messages (see the Petco example in Chapter 2).
Easy unsubscribe. Based on updated CAN-SPAM laws, a one-click opt-out is
critical.

Short and long registration options. The email address is the only item that is
truly required; many users will start at this level until you’ve earned their trust.
In fact, a recent MarketingSherpa study on how to get more opt-ins found that
88 percent of users say they are willing to spend time answering questions about
their tastes and interests online, and 25 percent said they would spend more
than six minutes filling out an online registration form.

Clear expectations. Set expectations on what will be delivered.

Reasons for subscribing. Spell out the reasons the person should be subscribing.
Trust certificates. Provide trust certificates somewhere on the page.

Delivery times. Request specific delivery time, with time zones. This is a tough
one for many ESPs who can’t get email out fast enough to promise a specific
time, so you may think of it as a future goal.

Opt-in Examples

Figures 6.8 and 6.9 illustrate opt-in interfaces from Olympus and Saks Fifth Avenue.

-
N
o

$S400NS YOd LNIYddINTd dHL ONIATING ‘T IddA |



PREPARING YOUR EMAIL MARKETING STRATEGY ® g

CHAPTER 6

OLYMPUS . ¢ | Global

»  Products > Support i e CONSUMER HOME

-
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NEwsier

TS THE SEASON 10 ACCISSORIT
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BECOME AN OLYMPUS INSIDER

Easya Fun
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Pov R R cATR TV Email address: jeanniey@emailexperience.org
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VIEW ALL DIGITAL CAMERAS

First Name=: |
Last Name=: [
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- Software Updates

- Brochures & Manuals

- Product Registration Flease send me a special discount for my birthday on:

v | (mm/dd)

- Service & Repair
- OREREEESSANS Products of Interest
- Contact Us

1 am most interested in receiving special offers and information about the following Olympus products (check the related boxes):

I™ Digital Cameras ™ professional Digital Cameras ™ Underwater Photegraphy

I™ veice Recorders [ Film Cameras I sinoculars

1 .2m currently looking to purchase a new digital camera. C Yes T Ne
If “Yes" we will send you the four-part Olympus pping Guide featuring shopping advice and an EXCLUSIVE ~ ©
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Tips and Techniques Newsletter

Current Olympus camera owner? Choose your camera model to begin receiving the newsletter.

Model of your Digital Camera | Please Select v

Submit

Home | Digital Cameras | Film Gameras | Voice Recorders | Bingculars | Pheto Printers | | Archived Products

2008 Olympus Amarica Inc. | July 18, 2008 | Privacy Statement | Terms of Use

ttp: fnews. yahoo.com & Internet & 100%

Figure 6.8 Olympus email opt-in page



Online Account - Order Tradking - Stores & Events
Customer Service - 1.877.551.SAKS (7257)
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Avenue Sesrch by Word or Catalog ltem# | | All Categories v
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Figure 6.9 Saks Fifth Avenue email opt-in page

Another example is from Continental Airlines, which has always followed best

practices in its opt-in strategy. Here are Continental’s most important advantages:

It has preference centers. Early on, Continental established best practices in pref-
erence centers. Figure 6.10 shows an example.

It takes chances. Continental was an early adopter of RSS and mobile messag-
ing. We had the chance to work with Continental a few years ago and were
impressed by its willingness to look toward the future.

Its welcome messages speak to the consumer. Many of Continental’s frequent
flyers have been impressed with the way the airline creates messaging that will
help make flight planning and execution easier. Continental was among the first
airlines to use email to alert customers to check in online and provide service
updates via email mobile messaging. These transactional messages aren’t viewed
as interruptive at all. They’re appreciated.
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Figure 6.10 The Continental Airlines preference center

Thursday: Reviewing the Opt-Out Process

Setting up a plan for email acquisition, although it’s essential, is only as effective as
the opt-in methodology that is used. Once someone opts in, both best practices and
CAN-SPAM say you must provide a simple, clear, one-click way to opt out. In review-
ing your company’s opt-out process, the first question you want to ask yourself is,
“How well are we currently handling opt-outs?” As with the exercise to determine
which elements of your advertising marketing program/website currently support an
email conversation, this is also a good place to start gauging the effectiveness of your
opt-out process.

In 2008, eROI, an integrated marketing service company, conducted an analysis
of how companies are enabling people to opt in and opt out. Their findings contain
insights you need to know when beginning to design your opt-out strategy.

A summary of their findings indicates that less than half of marketers used a
confirmation process to validate opt-in requests. The difference between getting an
opt-in approval and getting a confirmed opt-in can create significant differences in
response rates for future emails.

To entice subscribers, 88 percent of companies reported offering a newsletter
subscription, and 29 percent reported offering access to preferred content. Rewards
came in second, with 24 percent offering discounts and coupons and 22 percent pre-
senting a contest of some sort. When you are designing your opt-in strategy, these sta-
tistics and numbers can assist you in knowing what the rest of the market is offering.



Although people are looking for an exchange of value in order to provide their email
address, they do not always need to be given gifts or larger rewards in exchange.

An additional set of findings from this same report indicated that most market-
ers provide a “thank you” page as the landing page. Yet most marketers don’t take
advantage of it, because only 29 percent of email marketers reiterate the benefits of
subscribing. Data management was another area where companies were not up to
speed. According to eROI, 65 percent of email marketers don’t pass content on to
another system. Although this could be acceptable for some companies, it could be an
issue with CAN-SPAM compliance for others. So please, take note of the way your
data flows moving forward.

Another insight is that after opting out, 90 percent of email marketers do not
follow up with subscribers, leaving a huge opportunity for additional channel commu-
nication. Just because they don’t want to receive email does not necessarily mean they
don’t want to hear from you in the future through a different channel. Of those that do
follow up, 5 percent use direct mail, and 4 percent follow up via telephone.

Friday: Making Sure Your Landing Pages Are a Good Place to Land

This week has been pretty intense. You’ve looked at some crucial topics: driving traffic
to your site, driving opt-ins to your database, securing preferences, and even managing
opt-outs. There is only one item missing for the week, and that is the need to review
every landing page on your website.

Landing pages are tricky, because there may be policies or guidelines that gener-
ate restrictions. Some companies have policies that require only one version of a land-
ing page to be used regardless of the media entry point. Other companies do not allow
certain types of cookies to be put in place, so content users’ clickstreams cannot be
tracked. In same cases, this makes it difficult to validate the impact that the landing
page content or design has on conversion. In any case, there is one consistent truth:

If you send an email with a link in it, the respondent who clicks, it has to land some-
where. Even if you are not responsible for the website strategy, you are responsible for
making sure the email marketing experience remains on-brand and consistent and that
it creates a positive outcome.

The Recipe for Successful Landing Pages

Just as you would with any other recipe, the first step in creating a successful landing

page experience is to take a look around the kitchen (your company) and determine

the resources you have available. Cooking up a successful landing page strategy will

require you to have the following:

o Your landing page policy. Is it one-size-fits-all, or can it be customized by
media type?

-
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Your landing page template. It should include an email address capture even if
the visitor is coming here from an email.

Your landing page rollout time frame. Does it take three days or three weeks to
move a landing page from design to production?

Your landing page analytics capabilities. Suppose you’ve driven 5,000 people to
the page. How will you know what happened to them after that?

Event Challenge: Cisco and the Wordy Event Effort vs.
AAAA and the Visual Invite

Cisco sent out an email to promote a webinar. It also presented online banners and other media.
All efforts drove to the same landing page (which required lots of explanation since banner

ads can’t contain it all). This was a pretty poor experience for the readers. Those who made it
through the text of the email were presented with the same information on the landing page. It
was tough to find a link to register.

I¥you are SHill having BroBlems viewing this message. pleass ol hare for Additianal help

CiscoSvsirms

B wiredcity

Who should attend: C10s, CTOs, Process Engineers, Plant Managers,
Director of Operations and all Decisions Makers are encouraged to join us,

The Industrial Data Center maximizes delivery of critical business
information, to optimize data visibility and security by connecting the
process control network (PCA) to the business data center.

Improve Operational Efficiency

- Optimize utilization of data center resources

-~  Release funds for innovative new IT projects that generate revenus

-  Secure user access through the Intelligent Information Network (1IN)
nfrastructure

- Flexible and scalable deployment
-  Meet regulatary compliance (eg Sarbanes Oxley)
- Extend aduanced technologies across entire network

An Industrial Data Center offers safe, secure end-to-end visibility of the
infrastructure health and integrity, from the enterprise data center to the
plant floor. Through its ability to correlate and display the real-time status
of networks, devices, and applications as well as the detailed and easily
searchable history of events, you have access to all the infarmation needed
for end-to-end system security, systerm optimization, preventive
maintenance, and predictive analysis.

Installing an Industrial Data Center can reduce costs and increase profits
but the greatest benefit is in ensuring the integrity and security of your
data, data that is critical to your company’s Aexibility, profitability, and
competitiveness,

OSisoft’s proven PI System™ is the standard for process industry asset
management, delivering unparalleled insight in real-time. With an 1DC you
can collect, analyze, aggregate and bring metrics together, assign context,
and deliver that vital information through integration with your enterprise
data center.

Date and Location
wednesday, July 13, 2005

Doubletree Guest Suites Houston Galleria
5353 Wwestheimer Road

Houston, TX 77056

ph: 713-961-9000

Register Today!
To register please wisit:

This email was sent to you from the
Cisco Systems, Inc., Corporate Marketing
170 West Tasman Drive, San Jose, CA 95134

Artn: SICO8/3/4%




Event Challenge: Cisco and the Wordy Event Effort vs.
AAAA and the Visual Invite (Continued)

Home | Louin | Register | Contacts & Feecbick | Hew | Ste Map

Cisco SysTems

Learning & Everts =

Search:
Senrch All Clsco com .

Cisco Seminar Series

Seminar Series Home

Cisco and OSIsoft introduce: The Industrial Data Center

lpb.,gm;unnhm.aus Stroll ta the bottom of the page to register |

Target Audience
Large Corporations

Who Should Attend

CIO's, GTO'S, Process Engineers, Plant Managers, Director of Operations.. all decision makers
are encouraged to join us.

Details

The jointly Data Center dlivery of critical business information,
to aptimize data visibility and security by connecting the process control network (PCN) to the
business data center

Imprave operational efficiency

Optimize utllization of dala center resources

Relgase NS 10F INROVATRG New IT PROJEEIS INGT GERarate revenue

Secure user access through the Intelligent Information Network (IN) infrastructure
Flexible and scalable deployment

Meet Regulatory compliance (e Sarbanes Oxey)

Extend advanced technologies across enlire network

An Indusirnal Data Center offers safe, SEcure end-1o-end wisibility of Ihe mirastructure healh and
integrity, from the enterprise data center (o the plant floor. Through its ability to correlate and
display the reaktims status of networks, devices, and applications as weil as the detailsd ang
easily searchable history of evenls, you have access 1o all the information needed for end-fo-
#nd system security, system oplimization, and privantive maintenance.

Installing an Industrial Data Center can reduce costs and increase profits but the greatest
benefit 1S in ensuring he integrity and Secunity oTyour data, data thal I crilical 1o YOUF EOMpany's
Tlexibility, profitability, and competitiveness.

“You are being invited 1o attend & co-sponsored 5a16s event hosted by Cisco Systems and our
Parners, OSISoN and Wired Clly. By Brovicng your contact delails, & representative of Claco,
OFizsof, or Wired Cly may contact vou regarding this event Read more on Cisco's privacy’
Prachices waw.CIaco COm o on OSSO privacy practices waw oaisol or on Wired CRy's
privacy praclices waw wiredci.com.”

Agenda
#:30am - Reglstration and Continental Breakfast
2.00am - Seminar begins

12:00pm - Seminar concludes

Hota: Yau may regista for a seminar that is listed wtth a tatus o “Full”, You will be walblisted for the
SAMinaT And 11 $pace BASOMas IwallabE you will e etified

|Date |Locationis) |Status Language [Registiation
| | atits
130Ul |Houston, Texas, UNITED STATES  |Open |English | Reqister
| 2005 Doubletree Guest Suites - Houston

Galleria

|5353 Westneimer Road

INDYSTRY SOLUTIONS | METWORING SOLUTIONS | BRODUCTS & SERVICES | QRDERING | TECHMICAL SUFFORT | LEARNING £ EVENTS |
EARTNERS £ RESELLERS | AROUT CISCO

Hema | keain | Raistar | Sontacts & Fesdback | Help | Sits Mag
@ 1992 2004 Ciscs Systems. Inc. Al ights resarved. Tarms and Conditions, Piivasy Statamant. Coskis Policy snd Tradamas of Ciscs Systems, Ine

AAAA was promoting an event at the same time. It, too, had a one-stop-landing-page rule. The
difference with its email was that AAAA knew it. Instead of making the email do all the hard
work, AAAA chose a more visual and high-level style of messaging that drove people to a fact-
filled destination where they could continue learning and searching.

Continues

-

SS400NS YOd INIYddNTd dH.L ONIATING T MddA B w

v



-

CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® w

Event Challenge: Cisco and the Wordy Event Effort vs.
AAAA and the Visual Invite (Continued)

AAAA DIGITAL CONFERENCE [5.2802008

Dear Jeanniey,

The AAAA Digital Conference is just two weeks away, so you'll want to
Register Now and join us on Wednesday, May 28, at TheTimesCenter,
conveniently located in mid-town Manhattan. For everybody who cares
about the ever-changing digital world, the AAAA Digital Conference is a
MUST ATTEND.

Our conference agenda includes presentations and panel topics on every
major area of interest in the digital realm. Featured speakers include:

« Matt Bromberg, President and CEQ, Major League Gaming. Sports is
an American passion; Major League Gaming allows sports passionistas
to work hard at playing hard.

+ Joe Celia, Chairman and CEO, G2. G2 is the highly successful
activation arm of Grey Global Group. Joe Celia is the No. 1 activator.

+ Mark Kvamme, Venture Capitalist, Sequoia Capital Partners. Mark
has made a seamless transition from his early days as CEO of CKS to
maover and shaker at deep-pocketed Sequoia Capital Partners.

+ Pippa Seichrist, President and Co-Founder, Miami Ad School. The
Miami Ad School is not just about training students for traditional
advertising. Pippa will tell us how she is training for digital
applications.

Add to these topics a panel of some of the best practitioners in developing
digital talent, and you have a seriously kick-ass conference.

>> View complete conference agenda
>> REgIStEI’ online now

Cordially,

~Aanay fleit

Nancy Hill
President-CEQ
AAAA

The AAAA thanks the sponsors of the 2008 Digital Conference:

Google, Microsoft and Yahoo!

The path was integrated for the AAAA respondents. This is a key element to consider when creat-
ing any email campaign.

The next step is to build your landing page strategy. Define what needs to hap-
pen when someone clicks your email. This is important, because it will enable you to
make sure the copy and layout of your email are appropriate based on the destination.



If your landing page is a one-stop shop, then your email should focus on getting
people to click through to read more. Conversely, if the point of the landing page is
data capture, your email marketing message has to work harder.

The third and fourth steps in your landing page strategy should be to drive the
visitor to the appropriate destination and do some type of data capture. This doesn’t
mean you need to make it mandatory to provide an email address or other information
in order to access landing page content. It does mean landing pages are no longer hid-
den from view, and many people will access these pages without ever having received
your email. Giving someone the opportunity to engage with you is critical.

How to Determine the Appropriate Destination for Your Email Links

This is a tough one. Many companies make the mistake of sending people to the home
page or an ordering page as a destination from an email. Home pages are too broad,
and ordering pages are too narrow. You will need to assess the purpose of your email
to determine the best destination to send someone to. Wherever that is, your visitor
will expect a “helpful” push to the next location. For instance, suppose you send some-
one an email about ordering cable TV services. The best landing page will be a deep-
link order form. That makes sense, but what happens if they are not ready to order

yet? Does your landing page have ways for them to learn more, explore the site, or even
push them to other valuable content? Most likely no one has thought past getting the
order. This is now your job.

Why Data Capture on Any Landing Page Makes Sense

People who come to your landing page from an email may not be ready to do what you
want. Or they might not be the right person. For example, if you are selling football
tickets to your reader and they click through to check out the deal but they are hockey
fans, they won’t convert. However, if someone else in the house is a football fan, that
email or landing page link will most likely be shared with someone not on your list.
Having a section of your landing page that enables people to opt in can help grow your
list and improve response rates.

Now that you know what the tools are, what the destination experience should
be, and how to manage THE USER FLOW, you absolutely need to include one step to
wrap up this week of learning: analysis.

Most email marketers look at top-level metrics: opens, clicks, and conversions.
With a landing page, though, there is tremendous value in understanding what happens
between the email click to the landing page and the conversion. It can often educate
you about your email creative and even about the offer.

Figure 6.11 shows a landing page from IBM.

-

$S400NS ¥Od LNIYdINTd dHL ONIATING ‘T XddA B w

~N



-

CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® w

United States | change |
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Figure 6.11 IBM Multichannel landing page

This page offers a number of places to click. You can explore content, reach a
representative, navigate off the page, and more. If an email was sent to drive traffic to
one of these specific areas to convert visitors and the conversion was low, it would be
a huge help to be able to see where people are clicking on this page. You could then
either change this page layout to make it more focused, change the destination link, or
potentially even just gather clickstream data to create a very personal email follow-up.
For more advanced email marketers, your landing page is a great place to try multivari-
ate testing. We will speak about that in more detail in Chapter 7.

Knowing how your landing pages work is a key element of creating a big splash
with your email marketing efforts. And as you move forward into week 3, you will
need to remember all of these cornerstone elements so you can apply them appropri-
ately to build the blueprint for success.

Week 3: Counting Down to “Go Time”

Now that you have filled your head with many different best practices and strategies, it
is quickly coming down to the time to send your email campaign. This week focuses on



helping you make sure you have thought through all the key elements you will need to
have in place in both the short-term and the long-term to ensure success. In this week,
there is a good bit of information to absorb. One caution: Even if you think you can cut
corners here, you can’t. Keep this section in front of you as you begin to design your
campaign, even if you don’t activate it for a few months.

Monday: Mapping out a realistic strategy

Tuesday: Defining your data transfer process
Wednesday: Making sure tracking and links will work
Thursday: Checking for the deliverability “basics”
Friday: Testing for actionability

Monday: Mapping Out a Realistic Strategy

For our purposes, strategy is the reason you are creating your email program. There
can be many reasons to send an email to people: acquisition, conversion, loyalty, reten-
tion, up-sell, cross-sell, viral, service, transactional, invites, and more. All of these fit
within the larger umbrella of a program. Maybe your emails are part of a multichan-
nel program, maybe they are the only marketing elements you use, or maybe they are
meant to drive to a larger effort. In any event, your program is meant to help achieve
some presumably monetary goal for your company: sell more, or get more X. And
using email has become one of the most effective ways to make that happen. That ulti-
mate company goal is 100 percent the guiding principle of your email strategy.

Although creating a strategy from company goals seems easy, it can very quickly
become overwhelming and unproductive if you are not careful. Why? Because email
offers so many opportunities to personalize, customize, and build individual messag-
ing, that one simple email, intended to be targeted for different types of response or
data, can turn into 100 messages. So to keep you on track, we have built the following
ten-question strategy/workflow organizer for your strategy design. This is another sec-
tion you may find useful to bookmark, rip out, or highlight like crazy.

The Strategy/Workflow Organizer for Email

1. List three company goals that are measurable. Example: increase sales by §
percent.
a)
b)
J

2, List all the types of email messages you have thought of sending. Examples:
newsletter, stand-alone, direct email.

a)

-
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® §

b)
J
d)
e)
3. Now, prioritize the top two types of email from the previous answer:
a)
b)
4, Which is the most important to you? Pick one.
a) New sales on a continual basis
b) Existing customer up-sell
o) Supporting longer customer life cycles through thought leadership or news

d) Notifying customers of product- or service-related updates

5. What is your average unit sale price?
6. What is your average sales cycle? Examples: immediate, three months.
7. Does any other group, person, or department need to be involved in making a

sale/transaction happen? (For example, do your emails drive leads that sales-
people need to close?)

8. How many different demographic data elements do you have available on your
list?
9. Do you have any past email response data?

10.  Will your campaign be an email-only effort, or are other channels promoting
the same efforts as well? (For example, if you don’t have an email address, will a
direct-mail campaign be utilized?)

Once you have answered all these questions, you are ready to build your realis-
tic email strategy. To make your efforts as successful as possible, we suggest you start
small and add on. This means you need to build a messaging and data flow capability
(discussed further in tomorrow’s section) that will allow you to expand as your knowl-
edge does. Don’t try to segment and send and make messages to every person on your
list in the beginning. To get the best return, follow these rules:

o Determine how the access to email assets you have can best support your com-
pany goal. Pick the most impactful effort, and begin your strategy there. Sure, it
is fun to create a birthday email campaign with a special offer. But if the goal of
your company is to decrease the cost of sales by migrating away from print mes-
saging, that campaign strategy won’t help you, because it is reaching only those
who have already migrated.

o Choose a demographic-driven segmentation strategy, or response-driven strat-
egy, but not both. If you try to map out a contact strategy for welcome emails
that is driven 100 percent by responsiveness to prior messages, you will see that



it gets pretty complex pretty quickly. If you try to add demographics on top, it
will ruin the program. Determining whether response or demographics makes
more sense for you is going to be based on your line of business. If your com-
pany is selling lawn care products, for example, beginning with demographics to
enable messages by geography would make much more sense.

Before you finalize your strategy, vet it against your data. This is an area where
many marketers fall short. One of us witnessed a $100,000 consulting project in
which an advertising agency created a very comprehensive, best-in-class contact
strategy for a client. When the advertisers went to implement the personalized
and segmented messages, they found that the cell sizes were, in many cases,
zero—no one fit into the ideal groups. So, the strategy had to be thrown away.
Once you think you have a strategy outlined, stop and think for a minute about
how many email addresses you will have to send the message to. It is OK to
begin broad and become more personal from there.

Keep the next step in mind. Your email campaign strategy is most likely part of
a larger strategy. If you are a retailer, the ultimate strategy goal may be to drive
to an online purchase or into a store. If you are a B2B company, your strategy
might be to drive to a validated lead, which can be picked up by a salesperson.
If you are a health-care provider, your ultimate strategy may be to get the reader
to ask their doctor for more information about a product or drug. Whatever the
case, it is important to think about, and be aware of, how your email message
will need to be used.

Here’s an example: Your reader has allergies. They did some research on the
Internet and came to your site. They opted in for allergy-related emails. Your
company sells allergy relief products. The goal of your email campaigns is to
educate readers about allergy management and prevention and drive them to
trial/purchase. Ultimately, your reader will need to go to a pharmacy to make a
larger purchase.

The end step here is to drive them to a pharmacy. This means at some point you
will need to create a secondary email campaign, which is focused on trial, usage,
and community around the use of the product, to maintain their loyalty.

Knowing this ahead of time is critical. It enables you to create an email strategy
that will support polls or questions that trigger this switch from a prospect to a
consumer. Maybe at this point you offer the ability to switch to a different type
of email, to participate in a community group, or to receive coupons for people
connecting through mobile devices.

If you go into the development of an email campaign without thinking through
all the “next steps” and determining what will need to happen, you will end up
with a great but short-lived and only partially successful effort.

Y
H
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® 5

We suggest you stop now for a bit and actually sketch out your strategy. Even
if it is just a bunch of boxes and arrows, it will be an important reference for the next
section.

Tuesday: Defining Your Data Transfer Process

Now that you have a map for your email strategy, you can build your data transfer
process. Depending on the size of your company database, this can be a simple task or
the most horrible experience you have ever had. For that reason, the following sections
are going to be split based on complexity levels of the databases inside your company.
Feel free to skip the other sections, or read them all and have pity on the people whose
company has a multidepartmental CRM solution.

A Few Basics About Your Data Strategy

Email relies on the access to, and usage of, email addresses. In most cases, those are
stored in a database somewhere. For your strategy to work, you will need to have
access to these addresses, in some cases in real time. Sadly, many large companies, or
companies whose databases were built more than ten years ago, don’t have the ability
to capture an email address as a field or store responses to emails. This can signifi-
cantly limit your ability to message dynamically or even employ some of your great
strategic ideas.

At this point, we recommend you take the time to use our database needs assess-
ment checklist as a reference point and then build your own. (Figure 6.12 shows the
opening screen; you’ll find the complete Databaseanalysis.x1s checklist at www. sybex
.com/go/emailmarketinghouraday.) Knowing what your needs are going to be will be
critical for knowing how to manage and build data flows.

Once you’ve done this assessment, you’ll have a very good understanding of your
needs for data management, transfer, and support. You can then consider your options
based on company database size.

Small Companies, or Companies with Limited Database Ability

Believe it or not, these types of organizations have the easiest path to starting email
marketing because they can leverage the power of the email provider’s database. Most
email marketing providers have database capabilities that store hundreds of fields about
your customer. Because this information is stored inside their database,s the ability to
create dynamic, rules-based messaging is simple.

If this is your scenario, the only two elements you need to worry about are the
flow to get data into the database and the ability to extract it for reporting or analysis
purposes when you need it. You can refer to Chapter 7 for more information about
how to utilize reports and analytics to optimize your efforts.



La)
List all of the requirements for your efforts in each of these areas. Put a star next to those that !

will require some sort of data storage or transfer

Email delivery

1. Email delivery that determines automatic select of format (text, htm| and rich text) based on browser's acceptance
level

2. Content and code analysis to avoid spam filters and blocking

3. Record accurate bounce-backs by reason codes, and deliver status to CRM solution

4. Retry non-fatal bounce-backs (soft bounces) automatically a specified number of times.

5. Ability to support rich media, video or flash
6.
7
8
9

. Ability to... determine if the contact status is opt in - opt out and manage accordingly
. Ability to...trigger time activated Emails, and activity driven messages
. Easy to use interface and tool
. Ability to send faster than 50K per hour
10. Ability to vary delivery based on customers preference (ex. Weekly, monthly)
11. Ability to...build complex logic message streams using business rules
12. Ability to personalize web page experience
13. Ability to...support viral functionality which includes tracking and reporting
14. Ability to...manage co-marketing efforts (e.g. dynamically generate BP logo on landing page)
15. Provide automatic e-fulfillment capability (ex. Auto reply with link or attachments)
16. Ability to...track responses from the Email through the site (ex. Client 1 opened the email, clicked on the link, and
registered for my offer)
17. Ability to...leverage transactions to trigger marketing emails - ex: sw renewals, orders, enotifications etc must be
able to access data from multiple data sources to accomplish this
18. Ability to designate Sender name, From Address, Reply address either for entire campaign as a dynamic field in
the Email

Email assembly

1. Email contains personal, trackable urls for each recipient

2. Ability to hard code, by country, the privacy and legal statements in footer or other areas
3. Ability to include seed list with mailings

4. Supports double byte character sets

5. Ability to merge personalization from any field in the database into the Email content

Figure 6.12 Database assessment checklist

Midsize Companies, or Companies with Moderate Database Abilities

Things get a little complex if your company has a database that is able to store email
address records and a few other fields but not all response data. Many companies in
this situation unintentionally make it impossible to do multi-touch messaging because
they use the “batch and blast” method for messaging. This means pulling a list from
the central database and uploading it into the email system for mailing.

This form of email marketing is very poor because it does not allow you to cre-
ate a history of responsiveness by reader. That insight is critical to determining the
average life span of an email opt-in or what points or types of messages cause the most
significant drop-off.

If this is your scenario, you will need to bring your email strategy list to the
database team and enlist the help of your ESP. Most likely, your ESP has dealt with this
challenge before and can work with your data team to do the heavy lifting. This means
your ESP can store your data and response elements in their database to enable you to
do triggered messaging and create daily or weekly feeds of new email addresses and
opt-outs to keep your main database up to date.

-
Y
w

«dIINIL O9» OL NAOJ ODNILNNOD *¢ YddM |



oy
H
H

CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ®

Large Companies or Large CRM Databases

If you work for a global entity that has a large customer relationship management
(CRM) solution in place (like those provided by Siebel or Ephiphany), your email mar-
keting data transfer efforts are going to be tricky. In many cases, your large CRM solu-
tion is a powerhouse of insights. Multichannel purchase behaviors are integrated from
all channels: the Web, in-store call center, and email.

Just because a person doesn’t purchase from an email does not mean they are
not one of the best customers in the collective database.

In these cases, the email messaging strategy you wrote will need to be bounced
off the CRM strategy already in place. This means you will need to adapt your email
strategy to consider all the larger impacts occurring through other channels. It also
means your email capture strategy may be constrained by some data flow. For example,
suppose you are a consumer packaged goods company and have 40 products. Each
one of those products has its own website and email program. Behind the scenes, your
CRM solution and analytics team have built predictive models that say if a person buys
product 1, they are very likely to buy product 4 within 60 days.

If you are the email manager for product 4, you won’t want to build a campaign
that speaks just to new opt-ins. You will want a program that speaks to opt-ins, with
the caveat that if they have bought product 1 recently, they get a different message.
This will require that the data you receive not only be uploaded into the database for
messaging but also be compared to other product databases.

In these cases, our best advice is to start your efforts by sitting down with the
technical team to understand the timing of data flows and then rethink your email
strategies to work within the constraints. It is difficult to turn the Titanic with a spoon.
Once your programs have garnered high response rates and insights that may support
changing the timing or way data flows, you can revisit the conversation.

Regardless of your company size, understanding and organizing your data flow
can make or break your campaign efforts.

Wednesday: Making Sure Your Tracking Links Will Work

The focus of today’s efforts is ensuring that your tracking links will work. This sugges-
tion might seem kind of silly, especially since we spoke quite a bit about creative design
elements in the previous chapter, but it is important.

These days, successful deliverability is contingent upon the perceived security of
the content of an email. This means every image and link inside an email is subject to
automated validation by ISPs.

There is a real threat we need to be aware of as email marketers: the misuse of
links for phishing scams. Craig Spiezle, the director of security for Internet Explorer,



is a leading email deliverability authority and offers these insights to share with you on

the topic:

Leading brands have found that upwards of 80 percent of emails purportedly
sent from them are actually spoofed messages.

In December 2007, there were more than 25,000 phishing sites, a tenfold
increase since January 2005.

Sixty-one percent of consumers are concerned about becoming victims of online

fraud.

In 2007, U.S. citizens lost more than $120 million in fake foreign lottery scams
plus more than $100 million from the notorious Nigerian offers, both of which
originated from forged and deceptive email.

Among the most common types of spoof messages are the following:
e IRS tax filing and refunds

e Social greetings

e Valentine’s Day offers (roses to diamonds)

e Campaign contributions

® 401K contributions

e Lottery scams

® Viagra offers

e PayPal scams

Table 6.2 shows the February 2008 percentage of messages appearing to be from

legitimate domains that are actually spoofed.

» Table 6.2 The Most Commonly Spoofed Email Domains

Domain Email Spoof Rate
bankofamerica.com 87.10%
yahoo.com 87.00%
paypal.com 45.60%
irs.gov 41.20%
telefonica.net 40.40%
comcast.net 33.00%
hotmail.com 24.60%
amazon.com 10.40%

And the examples in Figures 6.13 and 6.14 will show you that a spoofed email

doesn’t necessarily look like spam.

-
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CitiBusiness customer service: online banking account conﬁrm!
07:29:55 -0600)

& CitiBusiness [generated_notify.id9814489-14054CBF@citi.com]
This message was converted to plain text.

To: siteopsanalystjob

Dear CitiBusiness customer,

Financial institutions are fregquent target=s of fraudscers. Ws
protect our system= from acttack, but increasingly, our custon

e M B8 8- IO P L R P N G M e~ - W e e B 9 N TS0 LU 23 eSS |

Figure 6.13 Spoofed email purporting to be from CitiBusiness

* 2 : E-Cards &
MM Shop Online Hallmark Magazine Photo Cards At Gold Crown

You have récieved A Haliinark E-Card.

Hello!
You have recieved a Hallmark E-Card.
To see it, click here,

There's something special about that E-Card feeling. We invite you to make a friend's day and
send one.

Hope to see you soon,
Your friends at Hallmark

Your privacy is our prionity. Click the "Privacy and Secunty” link at the bottom of this E-mail to
view our policy.

Halmark.com | Privacy & Securty | Customer Service | Store Locetor

Figure 6.14 Spoofed email purporting to be from Hallmark

So, why should readers trust your email? We know you are not a spammer or
spoofing domains, but what would be worse than spending all this time building an
email campaign and having it blocked because the tracking links you have in it are
highly spoofed or flagged as “non-reputable.”

Now is the time to ensure that your email links are using domains and IP
addresses that are appropriately registered and established and will successfully track
and resolve appropriately to your database. Registering these links and IP addresses
with the right monitoring and reputation system will be one of the only ways you can
ensure you are not being spoofed.



Thursday: Checking for the Deliverability Basics

By most estimates, spam accounts for more than 50 percent of all email communica-
tions. But just because it may look like spam and may act like spam doesn’t mean it

is spam. Spam filters don’t really care if your message is legitimate and valued. To get
some expert advice on the deliverability basics, we interviewed two top email market-
ing deliverability experts, Ray Everett-Church, the chief privacy officer for Habeas, and
Erick Mott, the director of marketing for Habeas. Today’s lesson is based on what they
had to say.

Most ISPs now use spam filters to cull undesirable email to protect their sub-
scribers and cut down on the amount of email traffic that can potentially bog down
the network and slow down service. The more emails their customers get, the more it
consumes expensive bandwidth.

To combat this waste of resources, ISPs, corporations, and institutions of all
sizes have deployed antivirus software and other security solutions. In doing so, they
have set policies about what is considered undesirable content. More often than not,
the IT department is responsible for developing and enforcing policies that may not
necessarily be in line with legitimate business priorities or the needs of individual users.
So, sometimes valuable information is intercepted and thrown into the spam heap
inadvertently.

And last, but hardly least, are the consumers who implement desktop applica-
tions that automatically delete messages that qualify as spam. Many consumers may
never even see messages that might be of interest to them.

Spam filters are becoming an obstacle for legitimate e-newsletter publishers and
email marketers. To get your mail into the inbox, consider implementing these four
basic strategies.

Step 1: Check Your Content for Spam Triggers

Spam filters scan headers, the subject line, the content, and the format of every email
message. Do you monitor your messaging for words and punctuation that set off spam
triggers? Most spam filters look at word choices, punctuation, and case usage. For
example, liberally sprinkling your text with exclamation marks and inserting shrill
sales language that screams out in capital letters is a surefire way to get blocked:

o Keep your subject lines relevant, and edit them for trigger words. Your sub-
ject lines should never include words such as free, special offer, extra income,
money-back guarantee, and other language associated with promotions for
medications, pornography, mortgages, or software. Also, keep subject lines to
50 characters, including the spaces between words so that they show up in their
entireties in inboxes. You may want to send test emails to selected subscriber
groups with different subject lines for each group. That way, you can determine
which ones will bypass filters.
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ® 5

] Craft your message carefully in your own voice. Use plain English—common,
everyday language. The same rules that apply to subject lines apply to your body
copy. Stay away from words and phrases that make your email sound too much
like a sales pitch. If you have advertisers, you might want to rewrite their ads to
align with your style. Use a thesaurus or a skilled writer to assist you with edit-
ing out offensive language.

o Target your message. If you have a good database with information on your sub-
scriber’s demographics and preferences, you’ll be able to segment your audience
and tailor your campaigns and communications. You might also consider insert-
ing the names of each subscriber in your greeting. Messages that are personal-
ized will result in fewer unsubscribes and are more likely to be opened.

Step 2: Consider Plain Text for Your Message Format

Spam filters have biases against particular email formats. Although HTML offers
many creative options for expressing your message, it is also quite often sniffed out by
spam filters. HTML emails may be blocked because the format is widely used by spam-
mers and because their large file size may cause ISPs to strip them out. Plain-text mes-
sages are more likely to circumvent filters.

If you still want to send emails in HTML format, send a text version as well. In
the text version, you’ll want to embed a link to your website where recipients can con-
veniently view the HTML version to get the full impact of your message:

o Go easy on graphics. Too many images in an email will also send out a red alert.

o Practice basic list hygiene. One of the best ways to ensure that your emails
find their way to their destinations is to make sure you are emailing only real
email addresses and responsive people. Purge your lists of old, invalid, and non-
performing addresses.

o Get permission. Use confirmed opt-in, which sends a unique link to the sub-
scriber when they request information to make sure they really and truly want to
be included in your mailings. Also be sure to provide clear instructions on how
to unsubscribe or opt out.

. Try to get subscriber email addresses from ISPs other than Yahoo or Hotmail.
These casual accounts may not be reviewed very often by recipients, so your
valuable message may sit unopened indefinitely.

o Remove bounce-backs and unsubscribes immediately. ISPs may block your
emails to all recipients if you continue to send communications to invalid email
addresses. Many major ISPs provide useful codes in their bounce messages in
order to help senders determine whether an address should be removed.

] Encourage your subscribers to put you on their whitelists. After someone has
registered, you might consider sending them a welcome email letting them know



what the sender header for your communications will look like, for example,
newsletter@corporation.com. Then you can suggest they place you on their
whitelists. It’s best to send out the welcome letter fairly soon after a subscriber
has registered so they don’t forget they have done so.

Step 3: Let Everyone Know You're a Good Internet Citizen

Many ISPs block email before the filter even scans the subject line for spam trigger

words. The reason for this is that they can’t be sure you are who you say you are.

Deliverability is significantly higher for legitimate senders, with a reputation that can

be verified. You can let ISPs know you are a trusted sender in several ways:

Have a static IP address. Every Domain Name System (DNS) has a correspond-
ing IP address, which is the numerical identifier assigned to computers for that
domain. It’s best to consistently use the same IP address for your email server(s)
so that the ISP knows you are an established sender and can build a reputation
profile about your IPs/domains. Dynamic IP addresses change every time the
computer connects to the network or Internet. ISPs are leery of messages sent
from dynamic IP addresses because many spammers constantly change their
sending IP addresses to avoid detection. Email filters will consequently look
upon dynamic IPs as indicative of fly-by-night spam operations.

Make sure that both forward and reverse DNS are set up for your domain.
Spammers and spoofers forge domain names or IP addresses to hide the actual
address. To detect these, spam filters do a reverse DNS lookup. A forward
lookup checks to see which IP addresses are associated with a domain name. A
reverse lookup checks to see which domains are associated with an IP address.

Set up a sender-permitted framework (SPF) or sender ID framework (SIDF)
record for your domain, and consider other authentication. SPF and SIDF are
authentication initiatives launched by Microsoft and utilized by major ISPs such
as AOL, Earthlink, and others. They were developed to make it easy to distin-
guish reputable organizations and businesses from DNS forgers. SPF and SIDF
allow recipients to see which IP addresses have been approved to send mail from
your domain. If email comes in from a rogue IP address, it can be automatically
blocked. Some ISPs, most notably Yahoo, are experimenting with a new form of
authentication called Domain Keys Identified Mail (DKIM). With DKIM, each
email contains a small digital signature, embedded in the headers, which helps
guarantee the legitimacy of the sending domain. To combat “phishing”-related
identity theft, PayPal is one of the earliest adopters of DKIM and is already digi-
tally signing most of their outbound email.

Get your business certified by an online reputation management services firm.
When it comes to email deliverability, reputation matters. Enlist a credible
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CHAPTER 6: PREPARING YOUR EMAIL MARKETING STRATEGY ®

service to vouch for your name, integrity, and best practices. Working with an
online reputation management (ORM) services firm can help you see where
deliverability problems may arise and minimize the likelihood of being filtered
out by ISPs. Third-party whitelists are widely used by ISPs and receivers of

all sizes.

Definition of ORM

To stand out from the flood of spam and other illegitimate online activities and build trust with
consumers and email receivers such as ISPs and antispam systems, legitimate businesses must
apply the tenets and practices of online reputation management (ORM) to maintain positive
online brand equity and trust.

ORM is a necessary best practice for any organization using email and the Web to conduct busi-
ness. It encompasses the areas of online identity, compliance, infrastructure, consumer assess-
ment, feedback processes, and third-party certification.

ORM ensures that an entity will maintain a positive online reputation, which will improve a busi-
ness’ email inbox delivery rates, email response rates, website traffic volume and response rates,
and their ability to partner with other organizations online.

Get on the whitelists of all the major ISPs. Major ISPs such as Yahoo and AOL
have reputation-based programs that invite legitimate businesses to put them-
selves on the ISP’s internal whitelist. This ensures that your emails are deliv-
ered to recipients as long as you follow their rules. Having a good reputation
increases the probability of a successful e-marketing program.

Step 4: Follow the Letter of the Law

Make it a regular practice to study the latest news about antispam legislation. Sending

spam is a serious crime and can result in irreparable damage to your reputation and

your business, not to mention heavy fines and imprisonment.

Educate yourself about CAN-SPAM compliance. Learn everything you can
about the CAN-SPAM Act of 2003, as we discussed in Chapter 5.

Include a physical address and simple unsubscribe process for all your commer-
cial email communications. The law requires that the “sender” of a commercial
email provider include identifying information, including a valid physical postal
address, and that the emails include a simple unsubscribe method. The FTC’s
definition of “sender” is complicated, so you will need to understand what the
law expects of you if you are considered a sender under the law.



J Develop a privacy policy and stick to it. Make sure all the details are readily
available on your website. Your subscribers will appreciate that you value their
confidential information and respect their wishes. They want to be assured you
won’t sell their names or send them unsolicited email.

o Keep accurate records of subscribers and unsubscribe requests. If you are
accused of spamming, you’ll have all the evidence you need to prove that
you have conducted business lawfully and have acted on the requests of your
subscribers.

Why These Steps Are Important

It sounds like a great deal of work, and it is. But if your business has a loyal subscriber
base and email communication is an integral part of your business, monitoring and
maintaining a good reputation is worth all the effort. Although there’s no absolute
guarantee that your email won’t be filtered out, these strategies will increase the likeli-
hood of delivery significantly, leading to better response, reduced costs and ultimately,
improved profitability.

Tap into www. reputationwiki.org, a collaboration and educational resource on
the Web for business professionals in marketing, sales, and brand stewardship roles.

Friday: Testing for Actionability

Hooray! You’ve made it through week 3. With a strong strategy in place, a data flow
process, and assurance that your messages are going to be delivered, you are down to
the wire. It’s time to test one more aspect of your campaign: the ability for someone to
take action with it.

The first rule to keep in mind here is that the definition of “action” does not
mean a click-through, because, in reality, emails never die. It’s true—once an email is
delivered, even if it is put in the trash folder, unread, it has a chance of being referenced
at a future date.

Write This Down: Twenty-one percent of all emails are accessed and read up to three months after
they are received. (Source: Zinio)

To determine whether your email is actionable, you can use the following check-
list as a starting point:
o The From name. Does the From name present the brand strength, even if it is
the only thing read? (For example, imagine a recipient saying “Yes, I do recall an

email from Williams-Sonoma.”)

o The subject line. Does the subject line tell you what is inside the email without
having to open it?
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] The header information. Do you have a way to get to the HTML version and a
mobile version of the email for ease of reading on the run? (It is often the person
standing in the store who wants to access your email on their BlackBerry to get
the coupon code.)

o The copy. Does it paint a clear message about what you want the reader to do?

o The landing page. Does the landing page continue the conversation and set the
reader up for the next steps?

Once you feel comfortable your emails can induce or support action, either now
or later, give yourself a pat on the back. You’ve come a long way, and now it is time to
get ready to put all your hard work into motion. It is time to get ready to send!

Week 4: Testing Your Way to the First Campaign

The last two weeks have focused on getting your house in order, and this is the final
week of preparation. The most difficult part of being an email marketer is getting a
campaign and process established for the first time. As you have read, this takes weeks
of planning. In the end, though, every second you spend will pay off in dividends with
the successes you create. Canadian entrepreneur David Gilmour has a phrase: “Two
gets you twenty.” It means that if you take your eye off the ball for even 2 percent of
the time, you lose 20 percent of the resulting effects. This analogy is certainly true in
email.

For that reason, we are going to make you spend one more week getting ready
to prepare your campaign for launch. Our final week will pull together what you have
learned in order to create a strategy and then make sure you have all the cogs working
together like a well-oiled machine. In month 2 (Chapter 7), you will be able to send
your first campaign and test your way to success. Ready for this final week? Let’s go!

Monday: Choosing a From address and subject line strategy

Tuesday: Making sure your templates can be read
Wednesday: Ensuring personalization is accurate
Thursday: Remembering that emails get forwarded and saved

Friday: Going through the success checklist one more time

Monday: Choosing the Subject Line Strategy

As you were growing up, your mother may have told you, “You are what you eat.” The
same is true in email. Your email messages are only as good as the content inside. The
trick is, how do you get people to look inside? In today’s effort we will take a deep dive
into the ways that the “actionability” of your email can be impacted.

Chapter 5 does a thorough job of providing you with tactics that will help you
create your own From address and subject line strategy. In this chapter, we thought it



would be beneficial for you to see how your subject line strategy can actually impact
results and the kind of impact it will have on results.

In 2008, U.K. advertising agency Alchemy Worx produced a very compelling
report on the correlation of subject lines and response rates. Its report showed that a
shorter subject line will positively impact open rates. Specifically, 11-20 words drive
the highest open rates for emails. (The testing looked at subject lines that ranged from
11-140 words). This is a fairly widely held belief. Shorter subject lines can be read in
more email clients and can be read on handheld devices. For years, the standard has
been to try to keep the total number of characters to less than 50 to ensure most email
clients will render all the words in the preview pane.

Although this information is consistent with most historical recommendations,
the information the report provides immediately following this is new, exciting, and a
bit different from any information that has ever been shared before. The report indi-
cated that although shorter subject lines drive the highest open rates, it is the longer
subject lines that drive the highest click-to-open rates. This is new information, and
when you think about it, it makes quite a bit of sense. Longer subject lines act as con-
tent filters for what is in the email. Subject lines like “Get 50% now” is great, but you
need to open the email to see what you are saving money on. Longer subject lines like
“Get 50% off on your new iPhone 3G” provide much more specific insight. These sub-
ject lines will drive lower but more qualified open rates and click rates.

Deciding between volume and quality has long been a heated debate among mar-
keters. Which one you make your focus for subject lines will ultimately be a decision only
you can make based on company goals. To make the most informed decision, review the
elements of Chapter 5, and then test both strategies before making a final decision.

Tuesday: Making Sure Your Content Can Be Seen

It is crucial that recipients can see everything in the emails you send. Yet this is often
an area where marketers drop the ball. In the previous chapter, we covered creative
design and best practices. But as you get ready to kick off your first campaign, after
someone opens your message, you want them to be able to get all your content, even if
images are blocked or turned off.

Some of the most up-to-date results focusing on the reality of the state of render-
ing come from the Email Experience Council. A report released in June 2008 exam-
ined the email design practices of 104 top online retailers and their performance in an
images-off email environment. It also includes the results of a survey of 472 marketers
regarding rendering issues, conducted in conjunction with SubscriberMail.

Increasingly, images are being blocked by default by email and webmail clients,
changing the game for B2C marketers, many of whom have become accustomed to
designing emails that are composed mostly of images. “The results of this study under-
score the importance of proactively designing email to compensate for image suppres-
sion,” said Jordan Ayan, CEO of SubscriberMail.
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She continues, “Specifically, email marketers must design emails to work with
and without images present and test to ensure optimal image rendering. Marketers
whose design accounted for image suppression reported impressive lifts in key perfor-
mance areas. Still, a significant percent of email marketers realize this issue, yet fail to
take action to address it.”

Here’s a summary of the results of the Email Experience Council rendering study:
] Twenty-three percent of retailers send emails that are completely unintelligible

when images are blocked. Of the 77 percent that sent intelligible emails, there

were significant variations in clarity based on their use of HTML text and alt tags.

o Fourteen percent of retailers compose their navigation bars with HTML text
rather than images.

o Three percent of retailers used HTML call-to-action buttons rather than images.

] Eighty-eight percent of retailers include a “click to view” link in their pre-
header text.

] Sixty-three percent of retailers include whitelisting instructions in their pre-
header text.

Based on the importance of image rendering and the need to quickly read the
copy in an email, many marketers take precautionary steps. These include the actions
shown in Figure 6.15.

Actions Taken to Address Image Blocking
According to Subscriber Mail/eec survey of 472 executives

Added Alt Tags l l l l l l 7L% | 2

Added “Click to View” Link | | | | l l 7L% | ;E

Have Sent Text-Only Emails | | | |4s% | E
Minimized Images Above the Fold | | | |48% | %
Added Preheader Message l l 32%| | %

. I ) =

0% 10% 20% 30% 40% 50% 60% 70% 80%

Figure 6.15 Actions taken to address image blocking

Whitelisting

Figure 6.16 shows an example of how an email message can look when sent to some-
one who is very cautious about what they receive or doesn’t know that their images are
turned off in their email client.
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Figure 6.16 Email with images blocked

To avoid having your emails look like this, you should encourage people to
whitelist or safelist your messages. Figure 6.17 shows current actions taken by market-
ers ranked by usage frequency.

Preheader Element Usage
In the promotional emails of 104 major online retailers

“Click to View” Link | 88%

Whitelisting Instructions | 63%

Preheader Message 13%

Branding/Statement of Sender :l 9%

“Forward to a Friend” Link :I 7%

Link to Detailed
Whitelisting Instructions ]4%

Subscribe Link :IZ%
“Click to View on Mobile :I 2%

Device”Link

Unsubscribe Link ]1%

Personalized Greeting ]1 %

No Preheader Text Used :I 6%

0% 20% 40% 60% 80% 100%

Figure 6.17 Preheader element usage in the promotional emails of 104 major online retailers
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Forms Rendering

In addition to image rendering, there is often a question about using forms in email.
Although there is still much debate about forms in email, the handy checklist shown in
Table 6.3, provided by Pivotal Veracity, can be a huge help with rendering and the abil-
ity to interact with a form for your campaigns. And we believe that even on platforms
where the forms are not operable, their appearance alone can create a perception of
value that generates higher response rates than without.

» Table 6.3 Forms rendering by ISPs

ISP/Desktop/Mobile Rendered? Operable?
AOL.com Yes No
AOL9 Yes Yes
AT&T Yes No
Comcast Yes N/A
Cox Yes No
Earthlink Yes Yes
Gmail Yes Yes*
Hotmail/WLM Yes No
Lotus Yes Yes
MAC Yes No
Netzero/Juno Yes Yes
Outlook 2003 Yes Yes
Outlook 2007 No No
Outlook Express Yes Yes
Outlook XP Yes Yes*
Road Runner Yes N/A
Thunderbird Yes Yes
Verizon Yes Yes
Yahoo! Beta Yes Yes
Yahoo! Classic Yes Yes

Wednesday: Ensuring Personalization Is Accurate

It’s the middle of the last week before you send your campaign, and you are work-

ing hard to make sure everything is checked and a contingency plan is in place.
Personalization is one of the tactics many marketers use to make sure emails are recog-
nized and opened. Today’s focus is making sure your data feeds and dynamic content
strategies are set up correctly to avoid embarrassing personalization errors.



comes
tional

From:
To:

Cc
Subject:

Of course, you should test every new campaign you set up. However, when it

to personalization of data inside an email, you will want to employ a few addi-
best practices:

Establish consistent data entry capture fields for each field on your database. For
example, you may want a rule that the first name must have at least two letters;
for the state entry, you’ll need to decide whether to allow the entire state name
or require a two-digit abbreviation.

Ensure that all data capture points/forms on your website and in email are cap-
turing consistent data.

Create some rules for using personalization inside an email. For example, no
one wants to see a first name that is one letter: “Dear, G.” To avoid this type of
issue, create a rule to use the default personalization when a first name has less
than three characters.

Determine what your default personalization strategy will be regardless of what
the data entered is. Figure 6.18 shows an email one of the authors received from
JetBlue. It is a perfect example of a well-intended personalization strategy gone
wrong.

Jeanniey Mullen [jeanniey @emailexperience.org]
"Austin C. Bliss'

Jeanniey Mullen

FW: Earn a complimentary oneway flight!

Figure 6.

rlfy'? “One purchase and I'm ready to jet.”

Get a free* oneway JetBlue® Flight
jetBlue Certificate and 25 TrueBlue® points

ARWAYS after one purchase with the JetBlue
Card.(1,2,3)

Dear JEANNIEY Every eligible purchase
with the Card eams you
one Award Dollars that
turns into TrueBlue points
you can use to jet.®

As a TrueBlue member, you can enjoy jetting with
JetBlue even more knowing vou're eaming free
travel along the way. And with the 0 TrueBlue
points you've earned as of June 3, 2008, you're
On your way 10 redeeming 10T your Next AwWara And there are double
Flight. But you could be even further than that Award Dollar categories
with our offer to get you jetting sooner with the to eam you flights faster.*

18 Personalization gone wrong
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Notice the copy: “And with the 0 TrueBlue points you’ve earned as of June 3,
2008, you’re on your way...” Really? With 0 points, Jeanniey won’t get very far. A
more appropriate personalized message would have been to send people with 0 points
the same email with a statement like this replacing the one I received: “We noticed you
don’t have any points yet, so now is a great time to take advantage of this offer.” You
see, personalization does matter to the reader.

Personalization may seem simple at first, but please begin using it in smaller
chunks and with great caution to ensure you get the hang of it before you go full
stream ahead.

Thursday: Remembering That Emails Get Forwarded and Saved

We have spoken about this concept a number of times throughout the book already.
Email is unique. Unlike paper, even when you throw it away, you can still dig it out of
the trash folder a week later. Unlike a phone call, when are you done with it, it is still
there. Once you send an email to someone, it lives forever. This means your messages,
your brand, and your offer all need to maintain the highest level of quality they can.
When we are speaking with people about email marketing, we often conduct a
quiz called “What Kind of Emailer Are You?” In this quiz, we tell people to imagine
they receive an email about a sale on flowers. We then ask people to imagine what they
would do with the email, and it always ends up that their actions fall into one of five

possibilities:

. They see the subject line or from address and delete the email.

. They see the subject line or from address and save the email in a folder to read
later.

. They read the email and click it.

o They read the email and delete it.

] They read the email and file it away.

We then ask people to imagine that three weeks later their best friend calls in
a panic that she forgot her mother’s birthday and is desperate to send flowers and is
looking for a recommendation.

At this point, regardless of which of the five types of readers we have in the
room, every single person says they would remember the email received weeks ago
(admitting that they might not remember the details of the content) and will go as far
as digging into their trash folder to find it and send to their friend.

You can try this email life-span test with any type of content, and it is always
the same reaction. Emails live forever.

This is something you need to know and understand before your first campaign
goes out. Why? Because this means your branding, your offers, and your editorial con-
tent will be read and referenced not just for days or weeks but potentially for months
and, in the business world, even for years.



Understanding that email lives forever can give you a leg up as you think of
copy. Referencing previous emails special offers or upcoming content keeps people
engaged well beyond the one-email-readership trend that many new emailers fall into.

Use this information wisely.

Friday: Going Through the Success Checklist One More Time

A funny thing happens when you are the person who actually clicks the button to send
an email campaign. Even if you are 100 percent sure your email campaign is set up per-
fectly, when it comes time to click the Send button, your heart begins to race, and you
start questioning everything you have done up to this point.

This is not something that goes away quickly. It lives for each new send you do.
In the email world, we call this sender’s remorse.

For that reason, on the day before you send, we recommend you take the time
to review all the elements of this chapter and go through the success list one more
time. We also recommend sending a final test to both yourself and someone who’s not

involved with the campaign at all. Having a fresh set of eyes never hurts. 1:9

Your success checklist should include the following;: E
o Verifying your data source and data flow P
o Making sure your messaging strategy matches your customer profile ;%
J Following best practices on creative design, which includes deliverability 2
o Knowing that the reporting and tracking you need will be there E
o Following the user experience through to the landing pages and website 5
o And last but not least, having a backup plan in place in case something goes

wrong

We recommend you go through this chapter in detail one last time, because next
week is your big chance to click that Send button and drive some revenue and results.

Test Your Knowledge

This chapter was filled with information. See how much you retained. A score of 5 out

of 5 will ensure you are on your way to email marketing success.

J What are the six elements you need to have in your intelligence arsenal to get
ready to build your strategy?

o How is email being used as a media channel by marketers?

o Why do you need to be concerned with your deliverability and reputation score?

o What is the main opportunity area for marketers when it comes to confirming
opt-in?

o Name three basics of deliverability you need to know.



