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Agenda (@)

o

- : . ¢ <« <«
Before you begin — Marketing planning
behind emaill
8 Keys for Effective Email Marketing
Emall Tools

(@%,“i:nﬂaru sclutions LLC
Cuslamer |||:|rh!_'l,!|'|:_: salulions that kit the mark



Warm Up @

"

€ <« <«

In what year did you receive your first
email address?
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Warm up — What year was email invented?

E-mail predates the Internet. W K L

E-mail started in 1965 as a way for multiple users to communicate time-share on
mainframes.

E-mail allowed users to pass messages between different computers by 1966.

The ARPANET computer network transmitted inter-system e-mail in 1969.

The @ sign to separate the names of the user and their machine -- 1971.

Source: http://en.wikipedia.org/wiki/Emalil
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Does emaill still work as a marketing tactic?

—

- << € <«
Type of Advertising that Most Influences US Adult
Online Buyers When Making an Online Purchase, by
Age and Region, February 2008 (% of respondents)
Afge 18-34 35-44 45-54 55+ Reglon Northeast MNorth South West
central
CUstomear 18% 12% 11% 0% Custome 1% 10% 13% 17%
FEvigw's on FevIEWW's N
company Web company Web
site site
Fromaotional 13% 12% 12% 11% Promotional 13% 17% 11% Qo
2-mails 2-mails
sesrch engine 11% 14% 16% 0% Search engine 10% 2% 14% 15%
results pages results pages
Mol on your most &% 5% 12% 9% Ads on your most 8% EE 8% %
visited favarnte visited favarite
Web site Web site
Third party 1% T 1% Third party 2% 1%
feadback sites faedback sites
Acts within socisl 1% 1% 1% Ads within social 1% 1% 1%
rebaork sitas network sites
Elog postings 1% % Blog postings 2% 1%
hote! n=F58

@“l}nnﬂﬂi sclutions L1LC
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Source! DoubleChick Perfarmics conductad By Opirvon Research
Corparation, "Grean Marketing Study,” provided o eMarketar, April 7, 2008

LEET

whnaLeRarieter.coom
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How do people communicate about products? |

Methods Used After Online Searches to Communicate W« «
with Others About Products According to US Internet
Users, by Age, December 2007 (% of respondents in

each group)

18-24 25-34 35-44 45-54 5564 &5+ Total
Face-to-face S6.9% 0% JO8% M8.4% H4E8% HEA% 6H7.0%
E-mail 47.5% 529% 20E% 01.9% 534% o2d.5% HZ28%
Telephone 43.6% 454% 202% 203% 22.2% 64% S0.2%
Mobile phone 20.5% 41.0% 30.5% 23.0% 195% 12.6% 29.46%
Instant messagmg 226% 205% 135% E3% 61% 4.8% 138%
Text messaging A0 % 197.1% 107% 4% 1.9%  1.0% 108%
Online communities* 22.7% 1448% 82% 50% 28% 13% BE%
Blogging 8% H1% 40% 21% 1.0% 046% 4.1%
Dther 10% 1.M% 18% 24% 23% 346% 22%

Note: n=15/27, "2.g, MySpace o Facebook
source: BlGresearch, “Simuitaneous Media Usage Study (SIMMTT),"
provided to eMarketer, May 14, 2008

e ————————————————————————————————
Dendid Wit efarketer com

http://www.emarketer.com/Article.aspx?id=1006797
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Gathering Emails as a Process

JEg onrark sonations 114

Hem S _l'm'n._'un-nﬁp- A M LOWIT LM

Step 1: People come to your site

P wilh cistomer conmertions,

E-Markoetingg comsltirg o get vou an track

E-blaksiiing ol g W 6T Tiil @8 TRALE Veilt (LSRR [ 100N

'Wha resds yoir maneting sk,
Wi IREamRaOn G0 03 ST KRl

E-Marketing comsulting toget vou on ack
with customer connectons,

Step 2: People fill out subscription form

Step 5: Other ways to
gather emails?

[\ yOnMark Sclutions 1L1C
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Step 4: People auto-emailed a
thank you message with upsell
message, offer or link back to
site.

Wraby
Marketing Analysis & Strate

Step 3: People re-di ected’f oa
thank you for subsctibing page
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Other Means of Gathering Emails @
Y

€ <« <«

Email Append
Tower Data
Accudata

Buy Lists (List Rental)
InfoUSA

Accudata

Things to consider — How gathered emails? What did people opt-
In to receive? How strong is the sending brand?

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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Other Roles of Emall

Step 1: People find links for

whitepapers and videos

[T

Smithers Quality Assessments

ey Tarvicey Parrasran Warigry Cormpary

Farvions

[ TE ST -;

I

registration form l
: Smithers Qualii}; !.i}TSE‘CGS:EJ"Ij__ﬂLEE:

BOT00 WD Papar Bubs oripon

k. ey o ATV piarsbard vrmpes b oy wvwi s manky

Bl b 13 oy el e Pl A OD

v, T Bl mas banaas 150 Sl Soid sad ARTIE. |
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Registration
form re-
directs to
o g whitepaper

Draffereniies berween

[0 9001 1HK iad ASS1008

ket F; el

Vica Fradera, [O0

8 Uspper Toas | Sociscred Rigde v

Subject: AS9100 Whitepaper from Smithers Quality Assessments

. AS9100 Whitepaper from Smithers Quality Assessments
Step 4.
i mither lity A men
Email Smithers Quality /Assessments

tl"l g g e red Communicate a quality concern Dear kristy,

Upcoming training Thank you for requesting the whitepaper titled “Aerospace Requirements
— Differences between ISO 9001:2000 and AS9100B.” You can

. . opportunities
WI t h | I n k to download the whitepaper by clicking here.

Find a quality consultant
As vou prepare to be certified to the Quality Management System which

.
Wh Ite a e Did you receive this newsletter meets the AS9100 requirements, you will need to select a registrar to
p p from a friend or colleague? perform your audit. Smithers Quality Assessments has over 15 years of
experience in the practice of Quality Management. Please consider

Subscribe to the Smithers Smithers Quality Assessments as your registrar.

r for future | siesine. ™
reference e o A

You received this message because you are a customer or a valued partner of Smithers Quality Assessments. Click here r
to Unsubscribe

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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How to improve emalil effectiveness ((D)
Y

€ <« <«

1. Start with an Email Communications Plan.
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Sample Communication Plan

Business Software Company Example

Audience IB *KE Frequency m

Communication

m

"

€ <« <«

Marketing Intelligence Alerts

Technical Users
Business Managers

As Needed

Product Update

Business Managers

Updates to the product suite
New releases

Business Update Business Managers As Needed
Directors / VPs
eNewsletter Technical Users Quarterly

Business Managers
Directors / VPs
C-Level Executives

L\

b OnMark Sclutions LLC
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How to improve emalil effectiveness (@)
o

€ <« <«

2. Practice Good Design.
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Practice Good Design

W . .
=, See [ssue Onling Whitelist

-:':(M\Elfke’[iﬂgSherpa Ema”Sﬁerpa Change Your Email Account RS

. 'NEW! Laboratory ! August 15, 2007
. ' Online Marketing Case Study: Email vs Postal Mail Test: How One
mal’ketl ng iTests Organization Lifted ROI 30%

SUMMARY: Not every fundraiser uses email (alone or as part of
their marketing mix), but it's a tactic worth testing -- especially
with rising printing and mailing costs, not to mention lagging
response rates.

Apply critical eye to the email you
create.

Keep it short and sweet

Keep it personal - respond to your
subscriber’s interests and needs.  MarketingExperiments

i Lab test results &

See how one organization pitted a series of emails against their
usual direct mail package and tripled the number of donors and
walkers for their annual fundraiser. Using email, they signed up
three times as many participants and increased ROI 30%.

Click to continue

(Open access until August 22nd)

More Recent MarketingSherpa Headlines:

y c c . . i how- ides:
D 0 n t d IS p | ay e ntl re artl C I e - D I S p I ay e e From: 1 Ladies:ﬂ:h:Lau:ﬂ; ﬁl:fot-@riadiesu\'l;;la:nd:c:m] - — Sent: Mon 9/15/2008 10:55 AM
first paragraph or synopsis with g | 1o s eomrcbtmacon

Subject: Inspiration and advice

link to entire article.

+ Web site design
email tests Quick

+ A/B and

. Bite-size
multivariate test

Inspiration

Practical advice

Secrets of launching

From superstar entrepreneurs

L. 4 - a .,
\ !"'f'““i," !f; “Ihl—“'f!'l?”ll—‘; SIGN UP FOR THE NEW LADIES WHO LAUNCH DAILY LAUNCHTIPS
L e bl el it NEWSLETTER. CLICK HERE.




Designing for Alternative Email Devices

BlackBerry Pearl in 6 Minutes g

First early tinymail demo on the Nokia 770

ks
Disaro
urams
frepdeskiog
UM

In North America, 69% of those using e-mail on their mobile phone use it daily,
high compared with 43% worldwide.

eMarketer Daily, MARCH 24, 2009 http://www.emarketer.com/Article.aspx?id=1006995

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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Who cares who it comes from? Everyone!

©

2
e

_ _ From:  MarketingSherpa [reply@reply. marketingsherpa.com]
Use plain English “From” name
: . . To kristylamyi@yahoo,com
Use a simple “From” address such as o
newsletter@yourcompany.com '
@y aly i}@ject: [Ernailsherpa] Emnail vs Postal Mail: Test Resulks

Some email clients will only display the
“from” address and not the “from” name

Some display only the “from” name, not the
address

Unless an individual with your organization

has a strong personal brand, avoid using a
person's name as "the from" name.

OCnMark scluticons LLOC

Cuslamer markeling salulicns that kit the mark

From: Kiodakgallery . com [Membership@smile, kodakgalle
To: k.risky
i
Subject:  What will wou do with wour summer pics? See ins
From:  Larry Chase's \Web Digest For Marketers [larrychase@vidfm. b
To kriskylarmy 3@yahoo, com
c
Subject:  Best Thought Leaderifﬁip Marketing Examples, Tools & Resour
From: Infiniti of Bedford
[infinitibedfordnews @penskeautomotive, com]
To: kristylamy @yahoo.com
Cc:
Mark Subject: Infiniti of Bedford Mews & Spedials




On the subject of Subject Lines (D
Y

Convey something important - “If you don’t read this, you will miss € &« «
important information.”

Be the “highlight” of the inbox - In-box competition is fierce — you must win
an open. (Remember the 6 Second Rule!)

Be trustworthy - deliver on your promise
Compel the subscriber to take action.

Shorter subjects lines are more effective. (35 char — Some new research
even suggests 4 words and 25 char)

-  Consortium of ... Mews from Consortium of Multiple Sderosis Centers Not Effective Subject

5 Ways to Make the Most of Your ThomasNet Program
] Crain's Clevel... Today's Headlines and Blogs

Not Effective Subject

] Angie's .. Find a great landscaper on Angie's List

From: Quicken Loans Arena [theginsider@thegarena.net] Sent: Tue 9232008 10:00 AM

\@%,"‘_l?nﬂark sclutions LLC for loistylamy@yahoo.com

Cuslamer |||:|rh:_'l,!|'|:_: salulions that kit the mark Ce
Subject: GetPumped: Password for Cavaliers Pre-sale



Design with the Preview Pane in Mind

g

Fram: Target.com [Targethews@target.bfi0.com] Sent: Sun 9/14/2008 3:02 AM

E nti Ce an O pe n ;2 kristylamy @yahoo.com

Subject: Mo kidding around: Free shipping offers on kids' dothing, toys, gear and more.

Make the “call to action” visible in the

- E F
preview pane :

1 [ [ | Pt [ 0 |1 | o o [ 1 o | o o | | e
Consider an images disabled layout = i i etk e

|Z| Right-click here to download pictures. To help pratect wour privacy, |E| Right-click here to download
" ” = Outlook prevented automatic download of this picture from the Internet. pictures. Ta help protect your
Use an “alt” tag on any image to ensure
E Right-click here to download |E| Right-click here to download automatic download of this
. picturez. To help pratect your pictures. Tao help protect pour
text d IS I a privacy, Dutlook preventad privacy, Dutlook. prevented
p y automatic download of this sutomatic download of this
picture from the Internet. picture from the Internet. ) )
Girlz' Camp Rock Skimmers. WTech Kidizoom Camera. $59.99. F‘ Riight-click here
$16.99. Free Shipping.
Place text above your header image _
y g |Z| Right-click here to domnload T |i] Right-chick here to download
pictures. Ta help protect your pictures. Ta help protect pour

\
ForkNft Free Realty Check 3/21 ...Ledrn more
Larry Tyler [infoi@ktecing . com]
You Forwarded this message on 3/13/2007 2:27 PM,

To:  kristksamy@onmarksolutions.com

v

Learn about Farklift Free - "What does Lean have to do with it?” - Free Webcast March 21, 2007, 3

A FREE exclusive event with the National Manufacturing WebExpo and

Forklift Free Reality Check; “What Does Lean
Tl ltal waed WAT_ L . _a —

\ ‘ “IEIIML{II'K SI:-Iulil”.‘:ll!i I_I_.: Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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Permission Email at Work @

o

€ <« &«

Email Does Not Display the Same Across Email Clients
Two different ISP’s. One displays the header correctly, one doesn’t
HTML is a standard, but email clients vary

o h.%&'._-"‘-- :

[

Dvive GIL-.EEHﬂmﬂ: S FTTMALeOS
m

\@ 'H\““ﬂlk ﬁl‘lutlf‘lli l_l_‘ Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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Eye Tracking for a Newsletter

Emphasis on reading the first
two words of the headlines.

@40“*‘“"‘ Sl}luli[}llﬁ I_I_.: Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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More on Eye Tracking @

Images & Heatmaps: Emails with Images On/Offs Imaaes Off b
Images turned :

on (left) =
generates a
little more

focus on top
and then scan
down. Images
turned off
(right) shows
more
readership of
message.

Images On .

Marketing Sherpa 2008 Email Marketing Benchmark Guide
@-ﬂ- En;ﬂﬂﬂi Sl}-lulil}llﬁ I_I_.: Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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Validate your HTML / Avoid Pitfalls

W3C Markup Validation Service: --
http://validator.w3.org/

Non-compliant HTML: a leading SPAM
indicator

AOL/Firewalls reject invalid HTML

Can cause rendering problems
Scripts: Can be security risks

Most are stripped out

Some ISP’s block messages that
contain them

Test how your html looks across browsers
http://browsershots.org/

€ <« <«

Markup Validation Service

Check the markup (HTML, XHTML

...} of Web documents

Jump To: Validation Qutput

Errors found while checking this document as HTML 4.01 Transitional!
Result: 38 Errors, 18 warning(s)

<!DOCTYPE htwml PUBLIC "-//W3C//DTD HTML 4.0l Transitional//EN">
<html>

<head>
<title>Your Digestive Rdvantage IBS sample has shipped</title>
<meta http-equiv="Content-Type"

content="text/html; charset=utf-8">

</head>
Source: <hody>

<a href="http://whatcounts.com/dm?id=%%SUBSCRIBER ID TAGY%">View
this message in a browser window</a><br>
<table border="0" width="600">
<tbody>
<txr>
<td width="183">&nbsp;</td>
<td width="232"r&nbso:</td>

Encoding : uif-8 (detect automatically)

Doctype: HTML 4.01 Transitional
Root Element: html

(detect automatically)

[\ yOnMark Sclutions 1L1C

Cuslomer markeling soluticns that hit the mark

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing



How to improve email effectiveness @
7 N

€ <« <«

3. Provide Content that is Relevant and Timely.

(L3 B = a - Marketing Analysis & Strate | Offline Marketing | Electronic Marketing
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Email works best when relevant

e

€ < <«
“Relevant e-matlampaigns increase net profit by an averagé ©f

timesmore than broadcast e-mailings.” Source: Jupiter Research

O,

Unbeatable Prices to Win 'Em Over

®

lﬂ C

.@_e

A

"="

= ¥

Women Men Baby Kids+ Tweens College Home Bedding Kitchen Furniture Toys Electronics
Search |

View the Weekly Ad »

The 2003 Toys "R"LS Toy Guide mmmm-w su-l-
L hrmmnnﬂvnbhdndﬂ
=

u..nu-J.d- I-u.

A Smarter
Target Weekly Ad

View It Online »

(@,“cnﬁam sclutions LLC

- s =
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Examples of Relevant Emails

— Ta:

From: WebMD News Alert Sent:  Mon 4/27/2009 11:03PM
[WebMDBulletin@health, webmd.com]

To: kristyamy @onmark-solutions. com

Cc

Subject: Swine Flu Facts: Symptoms, How Humans Get It, Mare

WebMD News Alert

Monday, April 27, 2009

Swine Flu Facts: Symptoms,

| How Humans Get It, More

As swine flu continues to spread and news reports flood the media,
WebMD takes a closer look at the questions many are asking. Get

expert
answers in this special WebMD FAQ.
1 Get the latest details on this news from WebMD

Stay tuned to the WebMD News Center for latest news updates

WebMD Shortcuts
Home Page
News Center
Health Topics
Expert Blogs & Boards

1 [ m

m

Framn:

e

BabyWeekly [babyweekly.newsletters@pregnancyweekly, com]

Sent:  Wed 7j25(2007 9112 AM

kristylamy@yahoo.com

Subject: Week 31 in Your Baby's Development

Baby

Timed to the season

smarter!
NG nor.

[To ensure future emails display properly. please add babvweekly.newsletters@pregnancyweskly.com to your addrass;‘

ook,

The “smart” eNewsletter for your baby's first year™

The Thirty-First Week In Your Baby's Development

=

The smart e-newsletter for your baby's first year!

Check out your personal Start Page

Help us make the new BabyWeekly newsletter even

our newsletter based on thelinformation

Timed to the news

—

yOnMark Sclutions 1L1C
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Hi Kristy, get ready to get back outside with Lowe's.
Having trouble seeing this email? Click to view it as a web page.
Add lowes@email.lowes.com to your address book to ansure email delivery.

écor & Paint Search L

Outdoor Living Weekly Ads

Appliances Tools

gt Back
5

m Spruce Up for Spring

Lets Build Someshing Together”

Make your yard
the place to be!

Visit Lowe's for great ideas
to spruce up your yard.
Create a space perfect for
outdoor entertaining or for
just relaxing on your own.

OUTDOOR ENTERTAINING »

SPRUGING UP YOUR YARD »

please take a moment to enter your baby's
e in the My Baby section. We guarantee
tion will always be kept strictly confidential.

ur newsletter now!

Ecliners can be very comfortable for us, but
pbies. When a small child stands up on the
f a sofa recliner, his or her tiny legs can slip
he cushions and be injured by sharp pieces
mechanism just below the cushion. If you
iner or are visiting someone who does,

Timed to information about
my family and child’s age

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing



Top 5 E-mail Content Mistakes (@)

"

1. Making it ‘all about us’ instead of focusing on the readers’ ¢ ¢

needs

2. Not using your prime real estate to engage the reader
3. Assuming your e-mail will be ‘read’ — not just skimmed

4. Skipping the proofing and QA check, on body content and
subject line

5. Ignoring the 60/40 editorial to promotion content ratio

Marketing Analysis & Strategy | Offline Marketing | Electronic Marketing
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How to improve email effectiveness @
Y

€ <« <«

4.Send Emalil “On Behalf” of the Relationship
Owner.

(L3 B = a - Marketing Analysis & Strate | Offline Marketing | Electronic Marketing
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Personalized for each
account manager with

Permission Email at Work

photo

Customized introduction by

account manager

e

“Egupment

Integrated Media for Maximum Results

s S L b

Marketing News Brief

lick

;IB‘J.' -

——

HOT HOT HOT...WHERE DID THE TIME GO?

Summer in Cleveland this year has been HOT (and we are
only at the beginning of August!]) I truly hope that you have
been able to enjoy a few cool breezes where you ara.

As summer goes forward, many of the marketers that I am
wiorking with are putting the finishing touches on new products
that are expected to be launched between September and
December of this year. New product launches and
advertisement plans are already being created for the new
waar that i= just around the band. 1 start getting ralls from

Includes “corporate” content

yOnMark Sclutions 1L1C
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Gonveyer
& Caster

EQUIPMENT FOR INDUSTRY
We Keep Your Business Rolling™

Products Technical Library

Dear Kristy,

1.800.836.0630
1.216.631.0202

Your Account Manager

Case Studies

Craig Goetzmann
Phone: 315-485-3810

We know that everyone is looking for cost savings ideas right
now. Here is one example of how a manufacturer implemented
change to their plant flow and saved operational expenses.

Conveyors Help Owens-Brockway
Revitalize 100 Year Old Plant

Owens-Brockway Facilities
Engineers were tasked with
increasing production
capacity and generally
modernizing the facility.
This became more of a
challenne as mast huildinas

Email: cqoetzmann@cc-afi.com

Featured Product
™

[ 35058 Slder
Bed Belt
Conveyor

Versatile, medium duty conveyors
in 24 hours.

& qust 2007 1. sue

Ellen Howlett
NED Regional
Sales Manager

Contact Me
Email:
ehowlett@penton.cor
Phone:
216.931.9737

\_/

ectronic Marketing




How to improve emalil effectiveness @
Y

€ <« <«

5. Test to Optimize Email Content and Layout.

(L3 B = a - Marketing Analysis & Strate | Offline Marketing | Electronic Marketing
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Email Testing and Optimization @
e

1. Subject Lines 21. Taglines ¢
2. Sender Lines 22. Creative Examplé 2 «
3. Personalization 23. Press mentions “Click to continue...”
4. List Segmentation 24. Store Locations
5. Greeting Text — Content 25. Phone Numbers VS.
6. Greeting Text — Style 26. Animations 0 N
7. Body Tgxt—Conte)ét 27. Charts Read maore...
8. Body Text — Style 28. Strikeouts e
9. Closing Text — Content 29. Signatures
10. Closing Text — Style 30. Testimonials
11. Images 31. Clebrities
12. Offer / Promotions 32. Polls / Surveys
13. Response Buttons 33. Call to Action
14. Day/ Time Sent 34. Sound
15. Color 35. Numbering
16. Coupons 36. Themes
17. Pricing 37. Discounts
18. Free Trial 38. Refer a Friend
19. HTML vs. Text-Only 39. Click to Talk
20. Unsubscribe 40. Email Sign-up
O Nolebook DEALs
~ -
\h L‘!Eﬂ’ﬁ?,rh,,?'gl,ﬂkifﬂi”II‘E Marketing ﬂ.nalysis&ﬁt-'f:é;;lil ofnn-w;_p:'arket:ﬁg | Bl h:a.-ket:ng



XSportsProtective — Subject and Offer Test

Email Title 1:
SALE — up to 60% off on Snow Safety Gear from XSportsProtective
Email Title 2:

Free Ground Shipping on Snow Safety Gear from XSportsProtective

Offer 1: Safety Gear Sale! Up to 60% |
Off! (Superimposed over snowboarder graphic)

Offer 2: Free Shipping! (Superimposed over
snowboarder graphic)

Results
OPEN RATE Click Through Rate:
Emaill (Sale) = 13.86% Email 1 (Sale) = 7.2%

Email 2 (Free Ship) = 13.98% Email 2 (Free Ship) = 4%

m

"

<<

<«

<«

\@,l nﬂalh \I llllll”‘lllinl L l
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How to improve emalil effectiveness

6. Email Metrics and Web Analytics for Performance
Optimization.



Email Marketing Campaign Metrics

Audience: John Deere Retallers
52% Open Rate
65% Click Through Rate

Audience: Large UTV Dealers
38% Open Rate
5.6% Click Through Rate

http://www.emarketer.com/Article.aspx?id=1006890




Web Analytics and Emaill

Uses click-stream data to:

Measure performance of each link in email:

e Click-through (No. and Pct)
* No. Orders Generated/Link

Maximize email effectiveness:
» Refine product layout to optimize ROI
e Drive traffic to web site
* Determine best day to send email



How to improve emalil effectiveness

/. Integrate your Email System with your CRM System



Integrate CRM, Web and Email

Email triggered
based on the event
of a sample sent.

Email drives
customers to local
stores for purchase

Survey answers
drive follow up
emalils sent



How to improve emalil effectiveness

8. Be Relentless About Deliverability.



Why ISP’s Block E-Mail or Send to Bulk

ISPs block e-mail or route it to the bulk folder for four primary
reasons:

Technical sending problems (incorrect message headers,
authentication problems, no reverse DNS entries)

Excessive invalid addresses
Excessive complaint levels

Content that appears to be spam

http://www.clickz.com/showPage.htm|?page=3625110



How to Navigate Spam Filters

Avoid All Capital Letters in Subject line. Reduce Caps in Body Copy.
Avoid Symbols like: !, and $$$

Avoid Words and Phrases Like: “Click Here,” “FREE,” “Limited Time
Offer,” “Be your own boss” ...

Use Bright Colors and Large Fonts Sparingly

Look Like a Newsletter - Use of Date, Month, and Frequency
Reduces SPAM Score



How to improve deliverability

e Switch to a Private IP.

e Maintain the same “From” address

» Ask to be added to the subscriber’s address book or “Safe Sender” list

« Remove “bounced” email addresses from your mailing list.

« If an address has produced a soft bounce three times in a row during
the course of 21 days or more, remove it temporarily

« Conduct an Email Deliverability Audit. www.emaildeliveryaudit.com



Email Tools



Email Application Service Providers

Blue Hornet
Campaigner
CheetahMail
Constant Contact
Digital Impact
EmailLabs
ExactTarget
IContact
IPost

Listrak

Lyris

Mail Chimp
MyEmma
Precision Dialogue
Responsys
RightNowTechnologies
SilverPop
StrongMail

Topica

Vertical Response
WhatCounts
YesMall



In Summary

How are you going to build your list?

Know your audience and plan your message and timing
accordingly

Design for email not for a web site

Test, Analyze, Measure

Integrate with CRM if possible and segment your lists
Deliverability is still important



2009 Predictions for Emall

1) Automation heats up. Email triggering will happen automatically. “The difference between
this year and 2009 is that now people have CRM in place, the data is there, and e-mail tools
are integrated with the CRM system and its data,

2) Marketers tap integrated marketing programs more of  ten. E-mail marketing used to be
relegated to the Web marketing team or to someone hired specifically to do e-mail marketing.
This coming year, as head counts shrink and companies realize the value of controlling the
entire message, integration will take a bigger role.

3) List hygiene becomes a must. “As marketers’ budgets are more constrained, people will
realize how quality is so much more important than quantity.

4) Mobile e-mail marketing becomes a standard option. “There are tens of millions of
BlackBerry phones, and people are checking e-mail from everywhere—at the mall [or] driving
in their cars. By offering a mobile e-mail option, marketers will make sure messages are
deliverable and readable.

B to B - http://www.btobonline.com/apps/pbcs.dll/article? AID=/20081211/FREE/812119997/1085/FF



Raffle



Thank You and Questions!

Kristy Amy

OnMark Solutions

P: 440-463-2183
Kristyamy@onmarksolutions.com

Web addresses:
www.OnmarkSolutions.com
www.SmallBusinessEmailMarketing.com




