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Before we get started…

Audio
• Select “Use Mic & Speakers” for VOIP or 

• “Use Telephone” to get the dial in number and access code

Questions
• Use the Question and Answer panel on the right

Additional Info
• This webinar is being recorded – it will be available in our online         

resource center within three business days

• If you opted-in to Listrak’s mailing list, you’ll receive an email with a    
link to the recording

• If you need support with GoToWebinar, call 1-888-259-8414
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Introduction

• Jeanne S. Jennings
– Experience in online, email, and direct marketing: 20 years

• CompuServe, late 1980s

• Offline and online direct marketing in the publishing world mid-1990s

– Headed Email Product Development for Reed Business 

Information US

• 170 unique email newsletter titles plus promotions

• Average month: 7 million email messages to over 2 million subscribers

– Consultant, Email Marketing Strategy: 8 years

• Clients include Hasbro, Mayo Clinic, National Press Club, Siemens AG, 

U.S. Chamber of Commerce, Verizon, Weight Watchers International

– Sought-after Writer and Speaker on Email Marketing Issues



Why Email? 

50 million people will 
check email at 
least 5 times today
– ClickZ, 2008

55% of marketers 
surveyed expect 
ROI from email to 
be higher than 
any other 
channel

– Datran Media, 
2008

The average cost of 
an email order is 
less than $7

– Shop.org,  2008

Email marketing is 
expected to 
generate $43 in 
revenue for each 
$1 spent in 2009

– DMA, 2008



But Just Sending Email

isn’t Enough
• Your success or lack thereof depends on:

– Who is on your list

– What you send them

– When you send it

Average Open 

Rate

Average Click-

through Rate

Average 

Conversion Rate

Untargeted Broadcast 

Emails 20.0% 9.5% 1.1%

User-triggered 

Campaigns 27.0% 9.3% 2.3%

Lifecycle Message 

Campaigns 26.0% 14.0% 2.8%

Click-stream Based 

Campaigns 33.0% 14.0% 3.9%

Source: Jupiter Research, December 2006



Enhancing Email List Growth

(Online Acquisition)



.

Online Email Acquisition

Calls to Action
• Provide a benefit-oriented reason 

to subscribe

• Offer an incentive

• Include a privacy statement/link

• Incorporate an email address field

• Develop engaging creative



Online Email Acquisition:

Calls to Action
• Put it in a 

prominent place

• Make sure it’s 

above the fold

• Include on every 

page your 

Website



Online Email Acquisition:

Calls to Action

• AIR MILES Reward 

Program (Canada)

– Best Opt-in 

Campaign

• Gold Consumer

• MarketingSherpa 

2007

– Compelling incentive

– DHTML Overlay



Online Email Acquisition:

Search
• Web pages can be 

found via search

• Email acquisition call 

to action relevant to 

content

• Prominent location

• “If you like this, sign-

up to receive email”



Online Email Acquisition:

Registration

• SparkPeople

– Engaging email descriptions



Delivering More Emails to the Inbox

(Deliverability)



Deliverability:

Factors
• Authentication

– Confirming that your email headers match your SPF record

• Content of the email
– Filters like SpamAssassin assign values to words, formats and 

other things that seem “spammy”

• HTML Code
– If it’s not perfect, you may be blocked

– You are more likely to be filtered for code then for content

• Reputation
– Spam reports and blacklists

• Speed of your send
– Send too fast and you’ll be blocked

• Other things



Deliverability:

Investigating
• Monitor your appearance on blacklists

– www.SenderBase.org

– www.BlackListMonitor.com

• Check feedback loops

– Unique to each ISP 

– Detailed information on deliverability provided 
to “white hat” senders

• Have a deliverability audit done

– Pivotal Veracity, Return Path, etc.



Deliverability:

ESP Case Study
• Moving to an ESP resulted in greater 

deliverability and significant lifts in key 
metrics
– 93% lift in open rate

– 171% increase in click-through rate

– 13% increase in conversion rates

– Bounce rate 30 times higher than 
previous sends

– Unsubscribe rate triple the industry 
benchmark

• These last two gradually settled back down to 
normal levels



Deliverability: 

Email Service Providers (ESPs)
• Deliverability is about relationships

• One of the benefits of working with an ESP

• ESP Reports

– Forrester

– JupiterResearch



Garnering Higher Open Rates



Open Rate:

Sender Address
“Knowing and trusting the 

sender” was cited as a 

reason for opening by 

56% of consumers

- Return Path, 2007

73% of those surveyed 

clicked “report spam” 

based on the from line

- Email Sender and Provider 

Coalition, 2007



Open Rate:

Subject Line
35% of consumers open 

messages based on 

what’s in the subject 

line

- JupiterResearch, 2006

69% of those surveyed 

clicked “report spam” 

based on the subject 

line

- Email Sender and 

Provider Coalition, 2007



Open Rate:

Snippets/AutoPreview
Snippets and 

AutoPreview are 

standard in Gmail 

and Outlook 

Email Clients

Client success 

story: 48% lift in 

open rate from 

snippet test



Improving Click-through Rates



Click-through Rate:

Preview Pane
64% of those 

offered preview 
panes use them 
as their default –
MarketingSherpa 
2007

Client success story: 
220% lift in leads 
generated from 
preview pane 
test



Click-through Rate:

Image Blocking
87% of users 

have email 
clients that 
block images 
by default 

- EmailLabs, 
2006

59% of those 
asked 
routinely 
block images 
in email
- Marketing-

Sherpa, 
2007



Increasing Conversion Rates



Conversion Rate:

Segmentation
• 57% of marketers reported that 

providing unique content by segment 
was “routinely justified by results”

• Only 6% reported that it was “not 
justified by results”
– MarketingSherpa, November 2007

• Segmentation = Relevant to Your 
Reader
– Reported interests: information provided at 

opt-in

– Observed behavior: click tracking, Web paths



Conversion Rate:

Tracking and Reporting
• “Lack of accountability/measurement” was 

cited by only 6% of marketers as one of 
the biggest challenges to email marketing

– Source: MarketingSherpa, November 2007

• Think past the email

– Bounces, opens, clicks are good
• Use industry benchmarks as a guide to areas of 

potential improvement

– Click-streams, sales, conversions are better 
• Usually require Web analytics



Increase Your Conversion Rate: 

Testing
• Landing page tests return an average lift of 40%; 

even better results were not unusual 

– MarketingSherpa, 2007

• 34% of email marketers reported that creative 

optimization had the most impact on response

– Datran Media Research, 2007

• Test Strategically

– A/B splits, multivariate testing

– Confirm the statistical significance of your results



Generating More Sales



Useful Welcome Message

• “Honeymoon 

period”

• Go beyond 

“Welcome”

– Motivate recipients 

to action

– Offer an incentive

– Include urgency



“Quick Start” Welcome Series

• Introductory email 
series at email opt-in

• Education, Soft sell



User Generated 

Content
• Olympus Designed  

to Do More
– Best Email Newsletter 

for Marketing 
Purposes

• Gold Consumer

• MarketingSherpa 2007

– 50% reader 
generated content

– Landing pages clean, 
easy to navigate, 
large headlines



Re-marketing Messages

• Greenbrier
– Best Email Sales Alert

• Silver Consumer

• MarketingSherpa 2006

– Initial send, then resend
• Clicked but did not book

• Focus on savings offer

– Initial send (Q=40K)
• 21.3% open rate

• 1.4% conversion rate

– Resend (Q=500)
• 47.2% open rate

• 36.5% conversion rate



Multiple Controls

• Designate multiple 

“controls”

– Different look / feel / 

format / focus

• Promotions

• Letter-look emails

– Rotate to keep readers 

engaged



Transactional Messages

• Higher open rates 

and higher click-

through rates

– Than other types of 

email

• Incorporate relevant 

promotional 

messages

– Even better: position 

as a benefit



How to Get Started



Get prepared!

• Take advantage of every opportunity. Integrating

email opt-in capture with all touch points is vital.

• Remember that email is the pipeline. Many different 

types of messages can and should flow through it. 

• Coordinate with other channels. Done properly, 

1+1=3 in terms of results.

• Put the reader first. It really is all about them.

• Test. Let your readers tell you what works and what 

doesn’t.  



Free Resources

• ClickZ.com

– Twice-monthly “Email 

Marketing” column for 

ClickZ Experts

– 7 years of columns

– Other great columnists 

too!

• JeanneJennings.com

– Articles archive

– 10 years



Free Resources

• EmailExperience.org

• MarketingSherpa.com

• WilsonWeb.com



The Email Marketing Kit:
The Ultimate Email Marketer’s Bible

• Published by SitePoint (2007)

• 245 Letter-sized Pages

• Companion CD-ROM

• “Email-Marketing-in-a-Box” 

according to one reviewer

• Covers the strategic, creative, 

analytic, legal and other key 

aspects of effective email 

marketing

www.JeanneJennings.com/kit



JeanneJennings.com, Inc.
Email Marketing Consultancy

Helping organizations large and 
small become more effective 
and more profitable online

• Focusing on email, landing pages 
and Websites

• Growing email lists via opt-in

• Developing new email strategies, 
campaigns and programs

• Optimizing performance of 
existing email and Websites

• Project-based, hourly, workshop 
and mentoring engagements

Client List (partial)

Hasbro

Mayo Clinic

Museum of Science, Boston

National Press Club

Network Solutions

Union Privilege

The U.S. Chamber of 
Commerce

Verizon

Vocus

Weight Watchers 
International



Questions?

Thanks for Participating!

Jeanne S. Jennings
Consultant, Email Marketing Strategy

Publisher, The Jennings Report

Author, The Email Marketing Kit

www.JeanneJennings.com

JJ@JeanneJennings.com

202.333.3245
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Join us for our next webinars

“10 for 10” - Marketing Ideas For The First Post-Brand Decade

October 21, 2009

Special Guest – Jonathan Salem Baskin

www1.gotomeeting.com/register/546061200

Best Practices for Proving Marketing’s Value

Nov. 4, 2009

Special Guest – Laura Patterson

www1.gotomeeting.com/register/518293176

Five Ways to Improve Your Inbox Placement – And Revenue!

Nov. 18, 2009

Special Guest – Stephanie Miller, Return Path

www1.gotomeeting.com/register/285944736

Actionable Web Analytics – Five Tips for Insightful Analysis

Dec. 1, 2009

Special Guest – Avinash Kaushik

www1.gotomeeting.com/register/345473096

http://www.listrak.com/webinar/10-for-10-Marketing-Ideas.asp
http://www.amazon.com/gp/reader/0470529393/ref=sib_dp_pt
http://www.amazon.com/gp/product/images/1933199156/sr=1-1/qid=1254854772/ref=dp_image_0?ie=UTF8&n=283155&s=books&qid=1254854772&sr=1-1
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We’re here to help!

If you’re interested in learning how 
Listrak can help you achieve your 
marketing goals, contact us today!

www.listrak.com/contact-expert.asp


