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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 posted in our online            

resource center in 3 business days along with a PDF of the slides

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

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

www.listrak.com    1-877-362-4556  info@listrak.com
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Welcome!

Over 300 participants

ABC

American Medical Association

Sage

Email Marketers’ Club

Wyndham Hotel Group

Hanes Brands, Inc.

Greenbrier Media
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Today’s Tasks

Change our mindset
• Awareness of hidden costs of  

email

• Gain greater understanding of  
the expectation gap

Explore small changes
• For positive results
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The Problem
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No one is really

bothered by 

bad advertising...



The Problem
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Except email users!
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tells it all…

http://twitter.com/home
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Emails are
measurable
and immediate

Problems are largely   
invisible or delayed

A lack of response is  
not necessarily a       
neutral event
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How will this email  
tactic help drive a     
positive response?

How will this help  
me drive a negative 
response?
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Measure & Monitor
• Social media / online monitoring

• Reader feedback / surveys

• Unsubscribes

• Feedback Loops (spam                                         
complaints)

• Inbox delivery monitoring

• Blacklist monitoring

• Reverse metrics
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Example 1 – Remarketing
Fact – Resending email to those who didn’t open the first             
email generates additional clicks and conversions
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Example 1 – Remarketing
Fact – Many non-openers did see the email

Problem – Duplicate emails and irrelevance x 2
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Example 1 – Remarketing
Possible solutions:

• Modify time, subject line, creative, etc.

• Target opens who didn’t click, clickers who didn’t take further action, etc.
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Example 2 – Reactivation
Fact – Unique offers and subject lines 
can reactivate dormant recipients
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Example 2 – Reactivation
Fact – Reactivation lifts expectations

Problem – Returning reactivated addresses to    
the original stream, um, causes them to go                
inactive
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Example 2 – Reactivation
Possible solutions:

• Solve the problem then reactivate

• Segment out inactives and                                                                                                              
change frequency, content,                                                                                               
etc.
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Example 3 – Frequency
Fact – Increasing frequency drives more action
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Example 3 – Frequency
Fact – Net profit doesn’t decline                                                     
gracefully if you send too much –
it collapses!

"25% of respondents who reported an 
email as spam gave "too much email from 
the sender" as a reason for doing so."
Source: MarketingSherpa 2009 email marketing benchmark report
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Example 3 – Frequency
Possible solutions:

• More value = more                                                   
frequency allowed

• Trigger emails

• Segmentation or                                                       
self-selection

• Piggy-back on transactional                            
emails

• Altruistic emails
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Example 4 – Deliverability
Fact – Some emails don’t make it to the inbox

It costs us a 
few clicks and 
conversions
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Example 4 – Deliverability
Problem – It’s not just about missing responses

“As many as 1 in 4 
respondents lose 
some degree of faith 
in an organization 
that is unable to 
deliver email reliably.”
Source: Habeas consumer email survey
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Example 4 – Deliverability
Possible solution - Assess investment in certification and              
deliverability services based not only on additional responses      
but on brand impact, too
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Example 5 – Rendering
Fact – Email clients can be funny about displaying email                  
but a few lost clicks is a cost of email business
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Example 5 – Rendering
Fact – Email is part of the                                                                                                 
brand experience

Is this your brand?
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Example 5 - Rendering
Possible solutions:

• Inline CSS

• Tables

• Alt attributes

• Image/text balance

• Web version links

www.listrak.com/university/HTML-Email-Design/

www.listrak.com/webinar/Effective-HTML-Email.asp

http://www.listrak.com/webinar/Effective-HTML-Email.asp
http://www.listrak.com/university/HTML-Email-Design/
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The expectation gap
Our emails match our expectations, but not the recipient's expectations
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Example 1 – set and forget
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Example 2 – “Electronic mail…is a method 
of exchanging digital messages” Source: Wikipedia
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Example 3 – Permission

We think:
“You have given us permission to                                  
send you email!”

They think:
“I have given you permission to send 
me the email I signed up for, but only 
for as long as I deem that email to be 
worth getting.”
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Example 3 – Permission
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Example 4 – Social marketing

“More than 46% of email marketers plan to use social media and email together 
in 2009.”
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Example 4 – Social marketing

• Our stuff is worth                                                                         
sharing (is it?)

• We are participating in                                                    
social media (are you?)

• Our social channels offer                                                 
a different experience /                                                      
content / value                                                                 
(do they?)

Do social links raise expectations?
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Opportunity costs
If it ain’t broke, don’t fix it!

Especially when we 
have no time, resources 
or internal support for 
testing or investment.
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SMALL CHANGES               

BIG IMPACTS

• Adding a subscriber count to sign-up 
forms increased opt-ins by                       32%

• A call-to-action link in the                
preheader produced a CTR of 30%

• Adding links to previous email content        
at the bottom of a newsletter lifted            
total CTR by

117%
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Retrospective testing
Check past response rates against:

• Subject lines

• Time of send

• Day of week and month

• Offers and content type

But get granular
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Retrospective testing

Step 1

Define factors 
contributing to 
the decision to 

click 

# of paragraphs

Step 2

Define scales or 
categories for 

each factor

1, 2, or 3 
paragraphs

Step 3

Go through past 
reports and cross-

reference each 
with a relevant 

click rate

Step 4

Aggregate results 
and compare
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Retrospective testing

Case study:

The Email Marketing 
Reports Newsletter
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Retrospective testing

• Adding a link in the body of a teaser text 
lifted CTR by an average of 25%

• Using action words like “find” or “learn” in 
CTAs lifted CTR by as much as 50%
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Retrospective testing

• Clicks decline down the email, but the lowest article gets a click 
boost!

• Two paragraph teasers got 23% more clicks than one paragraph 
teasers
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Two key takeaways

Don't just ask, "will this cause more positive actions and 
responses?“  Ask, “will it have negative consequences, too? 
How can we assess that? How can we compensate?”

Work with what you have…small changes can have big 
impacts

1
2



Mark Brownlow
Email Marketing Reports
Vienna, Austria
+43 1 484 1990

mark@email-marketing-reports.com

www.email-marketing-reports.com

twitter.com/MarkatEMR

Today’s Presenter

www.email-marketing-reports.com   mark@email-marketing-reports.com



Use the Q&A 
feature to ask              
a question

Reminder – this session is being recorded and 
will be available for download in Listrak’s 
resource center on 6/22
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Join us for our next webinar

Developing Customer Insight from the 
Ground Up

Special Guest – John Caddell
Caddell Insight Group

July 1– 1:00 ET
https://www1.gotomeeting.com/register/164761240
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We’re here to help!

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

www.listrak.com/contact-expert.asp


