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* Email marketing is one of the best ways to
promote your brands

 Email marketing is one of the cheapest ways
to promote your brands

 Email marketing is one of the most abused
ways to promote your brands

AUDIENCE| 10



What do you do to save your email names?
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What are the best practices to employ to
ensure that your email names are not abused?
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That you stay off black lists and other spam
traps
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Best Practices-List Building

* Use a two-stage opt in before a name goes
into your database

* Re-ask every twelve months

— Retain permission data

* Be prepared for churn; up to 30% turnover per
year for many files
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Best Practices-List Building

e Send welcome email

* Use relevant white papers, product specs,
case studies, testimonials, contact info for

person they can follow up with to nurture
leads via email
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Best Practices-Targeting

* Relevance and value
— Segment lists
— Personalize when possible

— Better to send several smaller segments with
relevant copy for each part of list

* No Viagra or money laundering scams
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Best Open Rates (60%— 87%)

Worst Open Rates (1% 14%)

1. [COMPANYMNAME] Sales & Marketing
Mewsletter

2. Eye on the [COMPANYMNAME] Update (Oct 31
- Nov 4)

3. [COMPANYMAME] Staff Shirts & Photos

4. [COMPANYMAME] May 2005 News Bulletin!
5. [COMPANYMNAME] Mewsletter - February
2006

0. [COMPANYNAME] Newsletter - January 2006
[ *IFNAME|® =|LNAME|*® ]

7. [COMPANYMNAME] and [COMPANYNAME]
Invites You!

E. Happy Holidays from [COMPANYMAME]

Q. ATTENTION [COMPANYMNAME] Staff!
TOATTENTION [COMPANYMNAME] West Staffl!

1 1lnvitation from [COMPAMNYMNAME]
12[COMPANYMNAME] Jan/Feb 2006 Mewsletter
1 3Website news - Issue 3

14Upcoming Events at [COMPAMNYMNAME]
15[COMPANYMAME] Councils: Letter of Interest
16[COMPANYMAME] Coffee Exchange - Post—
Katrina Update

1 7We're Throwing a Pary

1 80ctober 2005 Newsletter
19[COMPANYNAME]: 02.10.06
20[COMPANYMNAME] Racing Newsletter

. Last Minute Gift - We Have The Answer

. Valentines - Shop Early & Save 10%

. Give a Gift Certficate this Holiday

- Valentine's Day Salon and Spa Specials!

. Gift Certificates — Easy & Elegant Giwving - Let Them
Choose

6. Meed More Advertising Value From Your Marketing

L B

Partner?

7 [COMPANYMNAME] Pioneers in Banana Technology
8. [COMPANYMAME] Moves You Home for the Holidays
9. Renewal

10T echnology Company Works with [COMPAMNYMNAME]
on Bananas Efforts

11 [COMPANYMAME] Update - A Summary of Security
and Emergency Preparedness Mews

1 2MNow Offering Banana Services!

131lt's still summer in Tahoe!

14[COMPANYMAME] endorses [COMPANYMNAME] as
SUCCessor

15[COMPANYMNAME] Holiday Sales Event

16The Future of International Trade

1 7[COMPANYMNAME] for your next dream home.

1 ETrue automation of your Banana Research

1 9[COMPANYMNAME] Resort - Spring into May Savings
20¥%ou Asked For More__.



Best Practices-Tests

* There are few absolutes in email marketing
— Test offers
— Test deployment date or time
— Test subject line

— Test small segments before sending out larger
promotions
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Best Practices-Tests

<

Test! Test! Test! “Data trumps intuition”

Shinn Chen, Marketing Manager,
Salesforce.com, shared the results of
his team'’s template redesign.

Call-to-action was moved from a P—

small box on right side of messages  mwowetmmemem . P
3 5 2 Por Mavwes W Sus Coety O e

to just below the message’s headling ~ =~ A

and S =—=r—m

subhead, in line with the rest of the o
body copy. I '

- —

- - o v

Clickable buttons were made much ST el = -
larger .

Results: CTR increased 26%-27% - &

Recent example: http://www.marketingsherpa.com/article.php?ident=31530#
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Best Practices-Engagement

* Be prepared for mobile and social media
* Use dynamic content

e Live offers
e Live ads
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Best Practices-Engagement

Social media tactics employed

’ Use of Twitter / microblogging 78%

@ Social network profile creation and management  65%
@" Creation of video / use of video-sharing sites 60%

e

»
Bog Corporate or brand blog 47%
.. Use of social bookmarking sites 39%
D
Ll Use of social news sites 31%
6 Creation of podcasts 25%
m Creation of widgets 21%
= Virtual world creation and management 6% ,
| Social Medie and Oniine PR Regort| bigmouthmedia
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Best Practices-Engagement

The Effectiveness of Social Sharing in Achieving Email Marketing

Objectives

Irnerease brsnd
raputation amd
A E N85S

Extend the reach of
amal contant o maw
markats

Increase the Sl from
email programs

Generabte moers
cualified l& ads

Accalarabe the growth
of email lists
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Best Practices-Engagement

Integrating your email newsletter with social media:
a virtuous circle

Automatic feed

Cherrypick with Feedburner
most p-Fipular Track with
tﬂ-plE:S Gioogle Analylics

5. Email

2. R F
Newsletter SS Feed

Track with Track with
Ghoar ESP system Feadburner &
Google Analytics

Manual update
or automatic
with
4. Facebook 3. Company Twitterteed

Fan page Twitter

Automatic with
Twitter app

Track with hit.ly Track with bit.ly

smartrocus @ 4
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Best Practices-Engagement

e el A Wiy e Terermesen bay com e onr ad 2 win Dok 12 wuinre Jennr cf v wrin e
Buy.com

A s Tip: Recruit to Twitter
via Emalil

F,
Tweet n Seek |
weln
Tacmnolagye o ook 1f helze pou =0 yosr paee =5 2o A clyeat, ik kean -
. 25Tt SN= N=w, 12 AR PTG B W PATER LA R0 tome Profile hind Peonle Settings Help Sign ot

Al PU T S B vvm-uurv.»vh.lvw.olwt.uluk “ul

Sy oo’y \v.\\ FETCNU TR ST S A | (PP ,uuguu.l.n
S00ULTS O T TRALL BNy u(u SN COMCOTlY JUls ylu (N2 5
Do e prand paze .\'r'.,

Many wit piny, bt zoly ot man an Bass greal pooviicbe: Kndas RAT, Sy

Buy.com’s TweetnSeek 4 starts NOW. 1st
S e s o T 3 peeps to answer ALL questions win
ke FREE PRODUCT! Question 1 below.

l @ i , ‘ Rules at: www.buy.com/tweetnseek

bucpdy Ratwet

L= L Sanlek
S " - o e
Usicched A waex ooy fan i Nt 5 Pager Bu co
1 pou Uk sus heve winl lu<-> oot 120 Curpocer e Tawl i Senc ﬂu’,_‘.ym‘-

wialuz', O, wrnd DL furgil puar Uerkany cugp.

Lood ek
The By Tooer

Q2010 Tetier Abowr Us Contict Sloy Sanes Gooshes AN Builrass Medy debs Terss  Prieacy

SRR R T TONTRRA CACMIERT OO CATITEAtE £ Luy ooer ¥ Tomen o Laaki piamanion. Ferssioacts ront be
Bt oh wate o ape Vo Dt Yut e e e Folae i Gide o e e e Lt caw. wleh aledy sleh ..
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Best Practices-List Maintenance

* Keep your list clean.
— Remove opt-outs immediately.

— Go through your bounces and non-opens. Make
sure email addresses are correct

— Keep track of open rates by individual and remove
names |1 f they haven’t
months



Best Practices-Manage
Your Reputation
* Honor unsubscribe requests within ten day
window [SPAM laws]
* Resolve spam complaints quickly
* Avoid changing IP address

 Monitor complaint rates, bounce rates, spam
trap rates

* Do limited test runs and monitor volumes

* Quarantine new opt-ins or risky list tests
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Best Practices-Customer Preference

* Give people opportunities to manage what
you send them
— Format: text or HTML

— Content preferences: show menu of various
products they have signed up for and allow for
one page opt-ins and opt-outs

— Frequency: ask people how often they would be
willing to receive information from you

— Include contact info and ability to share or
forward



Best Practices-Scheduling

e Limit the number of emails you send a week
to the same individual

—eNL or other requested
count

— Be SELECTIVE when sending emails about
webinars, white papers, shows and conferences.
DON” T Dbl ast everyone Wwi

* Use the demographics you have to make sure what you
send is relevant

— Better to under send
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Best Practices-Design

e Company name in from line for fast
recognition

e Limit subject line to 50 characters or less

* |nsert call to action at top for immediate
viewing

* Check for correct rendering
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Best Practices-Design

Using Eyetracking research to improve Email marketing

Need to deliver Scannability and Skimmability
Heading and subhead copy critical
First 2-3 words most important
ake hyperlinked

. Large fonts work well

Images often missed
Use text link calls-to-action

Readers scan down the left
of an E-mail

First part of para important
F shape eyetrack

Email intros skipped

Use to personalise and engage
e.g. with hyperlinks
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Best Practices-

Design \I_.JJW

Step up
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Best Practices-Delivery

e Use email verification and certification
services. (i.e. Return Path)

— If no one from a company is opening your email
you may be blocked.
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Best Practices-Analytics

* Go beyond basic data
* Tie into web analytics
* Real time reporting & tracking

* Understand the relationship between email
and offline efforts

* Conduct mid-year review

* Use metrics to build case for change &
Improvement
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Best Practices-Optimize

* Conduct email stream analysis

—-Use technology to...
* Automate as much as possible
* Fight list fatigue
* Grow your list
* Forecast campaign response
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Best Practices-Innovate

 Use audio and video

e Build friend lists [77% trust email from a
friend]

e Test, Test and Test

e Getinspiration from case studies, blogs,
resource sites, award galleries
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Best Practices-Integrate

* Integrate email into your marketing
program
— Promote social presence in emalil
— Enable social sharing in emalll
— List growth through social
— Content development
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Best Practices-Integrate

Search t&

Social
Media




Best Practices

eQui t using the word

— Use deployment
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Closing

« User actions are a response to the sum
total impact of all the various factors that
contribute to the emaill experience.
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Resources

* Exactarget.com

* Clickz

* Email Labs

* iMedia Connection

* Marketingsherpa.com

* Bronto Blog
 Emailmarketingreports.com
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