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Refreshing your Enail Marketing Campaigns

CHALLENGE: Inevitably, most e-mail programs become
less effective over time. E-malil marketers constantly

struggle with diminishing response rates, declining sales
and lack of engagement.




Live Polling Question

How often do you review the performance of your e -mail
marketing campaigns?

a. Daily

b. Weekly
C. Monthly
d. Annually

e. | do not actively track my e -mail marketing campaigns.
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Director, Campaigner Product Marketing
Protus




Agenda

Evaluating your
email marketing Testing
campaigns

a/b split tests
Tracking Metrics

What to test

Getting Back to Basics
Setting Objectives

The Email Marketing Plan
From and Subject Line
Design

Copy

Personalization
Segmentation



Refreshing your emalll
marketing campaigns

Track campaign metrics
Focus on the basic best practices .

Test! Test! Test! y %,



Email Evaluation






Look Familiar?

Email Campaign Report

Date |Number Number | Number|Number| Total | Unique|Unsubscribe;Unsubscribg Bounce| Open |Click Thr
Sent |DeliveredBounced Opened Click| Click Rate(%) | Rate (%] Rate (%) Rate (%)
Thrug Thrus

4-May 273 268 5 105 35 31 3 1.129 1.83% 39.189 11.57¢9
11-May 105 104 1 34 3 3 3 2.88% 0.95% 32.699 2.88¢
18-May 60 60 0 16 4 4 1 1.679 0.00% 26.679 6.679
25-May 167 167 0 46 6 6 1 0.609 3.33% 20.699 3.42¢
31-May 212 209 3 41 5 5 2 0.969 1.42% 19.629 2.399
15-Jur 194 189 5 23 6 5 0 0.00 2.58% 12.179 2.659
22-Jur] 199 199 1 36 5 4 2 1.0199 0.50% 18.189 2.029




Nearly 20% of emall
marketers do not know
how their emall marketing
campaigns perform.
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Importance of Tracking

See where you can improve
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4 Personalization

Maintain a healthy contact list

CANSPAM compliance
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attention?

Lack of time
4 Compiling and analyzing data
4 Implementing changes

Analysis Paralysis!

Lack of resources
4 No dedicated team to manage email marketing
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What should | measure?

Reputation, Message

Envelope, Timeliness,
Infrastructure

wOpen rate
wHard bounces
w Soft bounces

wDate and time
sent

w Clickthrough rate

Targeting and Campaign
Positioning Effectiveness

wUnsubscribe rate wConversion Rate
wLinks clicked wTrack Campaign
wPositive vs. Source

Negative clicks wSales
wSubject Line wRevenue
wFrom Line
wResponse by list

segment

Source: eROI



Metrics Report

A B C D E F G H I J K L M N
1 Email Metrics Report

3
4
Gross . .
: sy (@i f Jetter) S et Send A Total Bounce Hard Soft Net Emails | Net Emails Uiscib P 7

ampaign iNname ISSUE I NEWSIETTE] uoject une ate Sen Time EST ’Sne‘:’: Hotinces % Hoiings oo Sent Sent % nsuos nsu; oeENs
6
7 ORGANIZATION or BRAND AVERAGE 0.89% 99.11% 0.015%
s Newsletter Issue/Campaign Name|Changes in XYZ Policy 10/6/2008 11:54| 74,563 964 1.29% 519 445 73,589 98.71% 19 0.026% 17,833
9 Newsletter Issue/Campaign Name| New Trends in XYZ 9/28/2008 10:13| 74,409 798 1.07% 434 376 73,611 98.93% 11 0.015% 17,021
10 Newsletter ISSue/Campaign Name| Interview with XYZ 9/22/2008 12:08( 74,080 690 0.93% 354 356 73,400 99.07% 16 0.022% 16,589
1 Newsletter Issue/Campaign Name|New & Improved 9/15/2008 11:36| 73,852 412 0.56% 222 202 73,440 85.44% 6 0.008% 16,025
12 Newsletter Issue/Campaign Name|Recent Findings: XYZ 39/8/2008 2:36( 73,801 445 0.60% 234 223 73,356 99.40% 4 0.005% 15,896
13 AVERAGE: 74,143 662 0.89% 353 320 73,481 99.11% 11 0.015% 16,673
14

15 | © Copyright 2000-2009 MarketingSherpa LLC.

Source: MarketingSherpa
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Get Back to Basics



Setting
Objectives



What are you trying to
accomplish?

Increase sales?

Promote your business?
Launch a new product?
Convert website leads?
Improve customer loyalty?
Attract new customers?
All of the above?




What type of communication?

Newsletter
Promotion
Press Release
Welcome Emaill
Letterhead
Invitation



