Return Path Best Practice Guide

Maximise Email Response Rates and ROI

In a shaky economy email marketing is more important than ever. But shrinking margins means there is
no room for error. Low response, poor deliverability and subscriber dissatisfaction can quickly add up to
a big hit to your bottom line and your sending reputation. In this session, Margaret Farmakis, Senior
Director of Response Consulting at Return Path, will walk you through research on over 60 UK-based
marketers to show where the missed opportunities are. How long do companies take before they start
sending email? How many are missing the chance to make a great first impression with their welcome
message? Are you experiencing the same pitfalls that top brands fall into that lead to higher complaints,
poor reputation and deliverability failures? Find out!

Idea #1: You won't get clicks if you aren’t in the inbox

Sent — Bounces # Deliverability

In order to gain a true picture of what your deliverability rate is, you need to accurately measure it,
and this involves using a seedlist-based deliverability tool to show you which ISPs are sending your
mail to their Bulk/Junk/Spam folders and which are blocking your mail all together. Then you need
to take accountability for your delivery problems. If you’re working with a reputable ESP, that
certainly helps, but 9 times out of 10, it's you who control whether or not your emails are going to
be delivered. Why?

Idea #2: Know your sender reputation

Visit www.SenderScore.org to find out what yours is (for free).
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Your sender reputation is the key factor determining your deliverability. Every marketer has a
sender reputation. A sender reputation is like a composite credit score for your email program and is
used by the ISPs to determine whether or not your email will get delivered to the Inbox, the junk
folder or not at all. The score is based on a variety of factors, including: complaint rates, list quality
and infrastructure.

The keys to managing your reputation are mostly found in maintaining your list quality and
managing your complaints. Complaints are critical to track and process. Ideally, you will be able to
track them against your specific mailings and sources to find out what is working and what is not.
List quality is critical because it reflects to ISPs that you are a responsible sender that processes
everything they send back to you.
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Idea #3: Engage subscribers and make a great first impression

55% of companies don’t send a welcome message.

— Creating Subscriber Experiences that Maximise Returns for UK Marketers, Return Path, 2009

Welcome messages act as symbolic handshakes to your email subscribers. Not only do they confirm
the subscription, but they thank the subscriber for signing up and reinforce the benefits of the email
program. Great welcome messages go one-step further and instantly engage with subscribers to get
them clicking and converting.

According to our study, only 55% of the marketers we tracked were sending a welcome message.
This may be due to the fact that most of the companies in our study (91%) had some type of
confirmation process for new subscribers, like a landing page confirming sign-up, a separate
confirmation email, or both. Rather than just confirming that they’ve been added to the list, we
recommend using the welcome message to start a conversation with subscribers. Ideally, welcome
messages should be personalized and customized (if personal data was collected during the sign-up
process). This further helps to make the message interesting and relevant for the subscriber. You
may also want to consider sending a welcome series to further extend the conversation.

Idea #4: Trigger relevant messages based on lifecycle

Use website behavior and purchase data to inform your email messaging strategy.
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In order to optimize the subscriber experience, decrease complaints and improve program
performance, Return Path has found that marketers need to take a customer lifecycle approach to
email marketing. There are four key stages of the customer lifecycle:

1. Acquisition: growing the file with active and engaged subscribers.

2. Conversion: earning the open and click by quickly transitioning subscribers from inactive to
active or non-buyer to buyer, thereby driving revenue.

3. Engagement & Retention: providing subscribers with relevant and useful content so that
they anticipate and interact with your email messages, regardless of whether or not they
are in-market to make a purchase.

4. Win-Back: bringing unresponsive subscribers back into the fold and removing those that
have no intention of reengaging with your messaging (thereby improving your response
rates).

Successful email marketing programs comprised of active and engaged subscribers are the direct
result of effectively messaging to these subscribers during every key lifecycle stage, as well as
adhering to best practices across the lifecycle.
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Possible website triggers include abandoned shopping carts (the subscriber has added items to their
shopping cart but has navigated away from your website without making a purchase); items out of
stock (the subscriber has previously purchased an item that is running low in inventory or is being
discontinued); reorder reminders (the subscriber is likely in-market to reorder a previous item); wish
list emails (the subscriber has added items to their online wish list); reminder emails (the subscriber
has asked to be reminded about purchasing a gift for a birthday or special occasion).

Idea #5: Reactivate non-responders

Inactive subscribers could represent 60-75% of your email file.

Permission isn’t static and subscribers’ lives and situations change. It’s inevitable that some
subscribers will lose interest in your email program. What can you do to prevent that? Send a
triggered win-back campaign that will bring inactive subscribers back into the marketing fold. For
those that don’t respond, it’s time to cut them from your file.

Don't leave money on the table. These inactive subscribers are past customers or potential
customers who were once happy to be receiving email from you. They represent a huge source of
untapped revenue.

BONUS IDEA: Use content to boost relevance and value

Break free from one-dimensional messaging that promotes subscriber fatigue.
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It's important to balance promotions with useful and relevant content. If you’re sending the same
free shipping or discount offers day in and day out, chances are it’s eventually going to fall on deaf
ears, especially if your subscribers aren’t currently in-market to make a purchase. While subscribers
are interested in great deals, they’re also looking to you to help them live better lives.

It’s not your products and services that interest them, but HOW your products and services will help
them be more beautiful, more organized, better parents, smarter, more successful, improve the
home, bring them closer to friends and family — basically, help them live better lives.

Incorporating content can be easy. Include a few bulleted tips that clearly illustrate how your
products and services can help subscribers. Reader-generated content in the form of ratings,
product reviews or testimonials is another great way to make your promotions more interesting.
Even better, tailor your content based on where the subscriber is in the lifecycle. For example, if
they just made a purchase, ask them to rate a product or leave a review. There’s nothing wrong with
touting the value-proposition of your brand, as long as that value translates into clear benefits for
the subscriber.
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More Resources from Return Path

A Get our UK Subscriber Experience Study: http://www.returnpath.net/landing/ukstudy/

A Get your free reputation report: www.senderscore.org

A Sign up for our newsletter and blog: www.returnpath.net

A Subscribe to our podcast on iTunes (search for “Reputation Radio”)

A Learn how we help companies boost email program response and revenue:
http://www.returnpath.net/blog/whitepapers.php

A How can we help you solve your email challenges? Visit Professional Services to learn more:
www.returnpath.net/proservices

A Need help with your email deliverability and response? Call us. We can help. Learn more
about Return Path at www.returnpath.net or email us with questions at
info@returnpath.net.
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