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6  things

1.  Deliverability	
  Trends	
  

2. Mobile	
  Readiness	
  and	
  Engagement	
  

3. Targeting 
4. Subject Lines
5.   Email	
  Subscriber	
  Overlap	
  

6. Presiden@al	
  Campaign	
  Emails	
  



NEGATIVE  Deliverability  Trends

◦  Emails  that  never  reach  an  inbox  can’t  be  opened  and  can’t  drive  
revenue.


◦  If  you  have  10  million  email  subscribers,  and  their  average  annual  
value  is  $1.50,  for  every  1%  loss  in  inbox  placement,  you  may  leave  
$150,000  on  the  table.  


◦ Deliverability  has  deteriorated  significantly,  just  
in  the  past  twelve  months.


◦ Why?  Best  pracZce  lapses  


◦ Sketchy  email  address  acquisiZon/opt-­‐in  

◦ List  maintenance/hygiene

◦ Mailing  inacZves

◦  Irrelevant  mail


30	
  Day	
  Period
	
  Ending	
  May	
  2

2016 2015
<90%	
  Inbox 20% 11%
<70%	
  Inbox 4% 2%
<50%	
  Inbox 2% 1%

%	
  of	
  Total	
  
Retail/Dept	
  Store	
  

Emails





◦ Metrics	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  

◦  Current	
  mobile	
  opens	
  now	
  as	
  high	
  as	
  76%	
  of	
  total	
  for	
  Retail	
  (Apparel)	
  	
  
◦ Mobile	
  conversions	
  as	
  high	
  as	
  63%	
  for	
  Retail	
  (Apparel).	
  

◦  The	
  performance	
  upside	
  is	
  CLEAR,	
  YET	
  brands	
  s@ll	
  do	
  not	
  sufficiently	
  mobile	
  op@mize	
  their	
  emails.	
  

◦ Only	
  35%	
  of	
  all	
  recent	
  retail	
  emails	
  were	
  mobile	
  ready	
  	
  

◦ But	
  for	
  emails	
  with	
  read	
  rates	
  greater	
  than	
  20%	
  ,	
  
51%	
  are	
  mobile-­‐ready	
  



TargeZng


◦  	
  Targe@ng	
  best	
  prac@ce:	
  	
  Segmenta@on	
  based	
  
on	
  customer:	
  
◦  Preference	
  
◦  Status	
  
◦  Browse	
  
◦  Purchase	
  

◦  These	
  graphs	
  relate	
  a	
  brand’s	
  targe@ng	
  average	
  
depth	
  of	
  file	
  for	
  each	
  mailing)	
  to	
  that	
  mailing’s	
  read	
  
rate.	
  

◦  For	
  Mercola	
  (leW),	
  the	
  higher	
  read	
  rates	
  are	
  all	
  
associated	
  with	
  the	
  more	
  targeted	
  mailings.	
  	
  For	
  
Infowars	
  (right)	
  most	
  of	
  the	
  mailings	
  are	
  untargeted	
  
and	
  have	
  lower	
  read	
  rates.	
  





• Key	
  factors	
  in	
  email	
  opens	
  

• Short	
  vs	
  long?	
  	
  	
  No	
  correlaIon	
  with	
  opens	
  
• Best	
  performers	
  /promoIonal	
  or	
  not?	
  
those	
  referencing	
  merchandise/services	
  
relevant	
  to	
  message	
  recipient	
  
• Subject	
  line	
  examples	
  from	
  highly	
  read	
  emails	
  

• Incredible	
  prices	
  on	
  coats,	
  sweaters	
  and	
  more.”	
  	
  (Macy’s)	
  

• “Textured	
  bucket	
  bags	
  for	
  her,	
  from	
  Vince	
  
Camuto.”	
  	
  (Nordstrom)	
  

• “Get	
  ready	
  for	
  back-­‐to-­‐school	
  with	
  the	
  write	
  stuff	
  &	
  free	
  
shipping.”	
  	
  (Oriental	
  Trading	
  Company)	
  

• “Descendants	
  costumes	
  are	
  here.”	
  	
  (Party	
  City)	
  

• “We’ve	
  waited	
  all	
  year	
  for	
  this.”	
  	
  (LongHorn	
  Steakhouse)	
  

• “The	
  tasGest	
  email	
  you’ll	
  open	
  all	
  day.”	
  	
  (Outback	
  
Steakhouse)	
  

• “Fall	
  2015	
  CollecGon:	
  	
  Now	
  in-­‐store	
  and	
  online.”	
  	
  (Coach)	
  

• “The	
  power	
  of	
  the	
  paOerned	
  t-­‐shirt.”	
  	
  (Tory	
  Burch)	
  





Email  Subscriber  Overlap


• Provides	
  an	
  ‘interest	
  profile’	
  of	
  your	
  
current	
  customers.	
  	
  Helps	
  to	
  	
  
•  Locate	
  lookalikes	
  for	
  acquisiIon	
  
•  Tailoring	
  email	
  content	
  and	
  
promo@onal	
  partnerships	
  to	
  reflect	
  
these	
  customer	
  interests.	
  	
  	
  

• Specific	
  opportuni@es:	
  
•  Amazon	
  
•  PayPal	
  
•  Social	
  media	
  
•  Other	
  retailers	
  





• Trump:	
  	
  Very	
  small	
  email	
  program,	
  (less	
  than	
  one	
  
million	
  email	
  subscribers;	
  74	
  email	
  campaigns	
  in	
  March),	
  but	
  very	
  high	
  
engagement	
  and	
  strong	
  deliverability.	
  	
  Being	
  the	
  undisputed	
  king	
  of	
  earned	
  
media	
  hasn’t	
  hurt	
  Trump	
  here.	
  

• Cruz:	
  	
  Much	
  more	
  extensively	
  developed	
  email	
  program	
  (4	
  million	
  
subscribers;	
  248	
  March	
  email	
  campaigns),	
  but	
  engagement	
  (15%	
  read	
  rates)	
  about	
  half	
  

of	
  Trump’s,	
  and	
  fairly	
  serious	
  deliverability	
  issues;	
  i.e.,	
  
only	
  about	
  60%	
  of	
  Cruz’s	
  email	
  is	
  actually	
  reaching	
  his	
  subscriber’s	
  inboxes.	
  

• Kasich:	
  	
  Rela@vely	
  small	
  program	
  (2	
  million	
  subscribers;	
  120	
  email	
  campaigns),	
  and	
  

lowest	
  engagement	
  (10%	
  read	
  rates),	
  and	
  catastrophic	
  
deliverability.	
  	
  Not	
  much	
  more	
  than	
  one-­‐third	
  of	
  Kasich's	
  email	
  is	
  actually	
  
reaching	
  his	
  audience's	
  inboxes	
  -­‐-­‐-­‐	
  usually	
  a	
  sign	
  of	
  un@dy	
  email	
  address	
  acquisi@on.	
  
	
  

	
  

60	
  Days	
  Ending
3/29/2016 Trump Cruz Kasich Clinton Sanders

Panel	
  Reach 819K 4.0M 2.0M 7.1M 5.0M
Inbox	
  % 91 68 38 93 91
Read	
  % 24.1 14.1 10.2 12.6 14.7
Campaigns 168 453 202 1,472 652
Volumes 16.9M 237.6M 41.7M 926.6M 506.1M

Republicans Democrats

• Clinton:	
  	
  Largest	
  email	
  audience,	
  mailing	
  with	
  
extremely	
  high	
  frequency.	
  	
  About	
  16	
  messages	
  per	
  week	
  going	
  to	
  each	
  of	
  
her	
  email	
  subscribers.	
  	
  That's	
  more	
  than	
  two	
  per	
  day.	
  	
  Read	
  rate	
  
engagement	
  is	
  12%,	
  with	
  deliverability	
  over	
  90%.	
  

• Sanders:	
  	
  	
  Second	
  largest	
  audience;	
  emails	
  almost	
  as	
  frequently	
  
as	
  Hillary,	
  but	
  drives	
  higher	
  engagement	
  -­‐-­‐-­‐	
  15%	
  
read	
  rates.	
  	
  He	
  too	
  has	
  reasonably	
  strong	
  deliverability.	
  
	
  

	
  



hlps://vimeo.com/142105814	
  


