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Email 1Is BRILLIANT.
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84% of consumel
report clicking
through a

emalill offer.
- Epsilor



/3% of emall users
report making an
online purchase as the
result of a

emaill offer.
-GfK Research
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If a shopclerk
ignored youl
request for
Information
would you buy
§ from that store?
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So? Why
do | care”



Reasontl: Subscriber
get tired of bad, boring
irrelevant emal
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to do?



1. Know Where Your Email Got



