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Breaking News Follow Internet Retailer —— (&) @ €3 (@) 30

Yet another big quarter for U.S. e-
commerce

\

(S ———
retail sales—the highest level yet for e-commerce,

based on data from the U.S. Department of Commerce.
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6 things
1.DE|ivera bility Trends

2. Mobile Readiness and Engagement

3.Targeting
4.Su6ject Lines

5. Email Subscriber Overlap

6.Presidential Campaign Emails
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NEGATIVE Deliverability Trends

o Emails that never reach an inbox can’t be opened and can’t drive

revenue. % of Total
> |f you have 10 million email subscribers, and their average annual |30 Day Period | Retail/Dept Store
value is $1.50, for every 1% loss in inbox placement, you may leave | Ending May 2 Emails
S150,000 on the table. 2016 2015
> Deliverability has deteriorated significantly, just |<22% Inbox 0% | 11%
] <70% Inbox 4% 2%
in the past twelve months. <50% Inbox % ™

o Why? Best practice lapses
> Sketchy email address acquisition/opt-in

> List maintenance/hygiene

> Mailing inactives 2:’ SDATA

° Irrelevant mail source



View by ISP View by Domain

Placement by ISP: emails-weddingwire.com
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o Metrics

o Current mObiIe OpenS nOW aS high aS 76% of total for Retail (Apparel)
> Mobile conversions as high as 63% for retail (Apparel).

o The performance upside is CLEAR, YET brands still do not sufficiently mobile optimize 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

Q1 Consumer Device

Preference for Emall

annhlem

OPENS CONVERSIONS
INDUSTRY Desktop Mobile Desktop Mobile
Financial Services 34% 66% 85% 15%
Intemet Services 69% 38%

65%

25%

Retail (Non-Apparel)

Media/Entertainment/Publishing

L]

Travel & Hospitality
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o These graphs relate a brand’s targeting average o Targeting best practice: Segmentation based
depth of file for each mailing) to that mailing’s read on customer:
rate. > Preference

. ° Stat
o For Mercola (left), the higher read rates are all arus
. . . ° Browse
associated with the more targeted mailings. For burchase
© u

Infowars (right) most of the mailings are untargeted
and have lower read rates.



eBags Amazon Macy's Nordstrom Nordstrom Rack
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Weekly Chart II I
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eIncredible prices on coats, sweaters and more.” (Macy’s)

’ShOrt VS |0ng? NO CorrEIation With OpenS Q”Textured bucket bags for her’ from Vince
Camuto.” (Nordstrom)

*Key factors in email opens

*Best performers /promotional or not?
those referencing merchandise [services [ “Get ready for back-to-school with the write stuff & free
relevant to message recipient shipping.” (Oriental Trading Company)

*Subject line examples from highly read emails *“Descendants costumes are here.” (Party City)
*“We’ve waited all year for this.” (LongHorn Steakhouse)

*“The tastiest email you’ll open all day.” (Outback
Steakhouse)

*“Fall 2015 Collection: Now in-store and online.” (Coach)

*“The power of the patterned t-shirt.” (Tory Burch)
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*Provides an ‘interest profile’ of your
current customers. Helps to

* Locate lookalikes for acquisition

* Tailoring email content and Emall Su bscrlber Over‘ap

promotional partnerships to reflect
these customer interests.

*Specific opportunities: Overlap Analysis: email.oriental-trading.com
° Amazon (AS of December. 2015)
* PayPal

* Social media 80

* Other retailers
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Overlap Analysis: e.olivegarden.com POF& CsVd
{Projected Panel Reach: 6.7M)

Birds of a Feather

i FIOCK Toge tl.ler Projected Panel Reach Overlap Percentage Read Rate
amazon.com 104.2M 2.9M 43% 28.27%
r.groupon.com 64.6M 2.7M 41% 9.11%
email.toysrus.com 15.8M 2.4M 36% 9.34%
walmart.com 36.2M 2.4M 35% 12.72%
explore.pinterest.com 222.4M 2.2M 33% 13.02%
adducto.ro 93.7M 2.2M 33% -
e.paypal.com 111.9M 2.2M 32% 19.04%
e.twitter.com 489.6M 2.1M 32% 7.05%
deutent.ro 84.2M 1.9M 29% -
beauty.sephora.com 12.9M 1.9M 28% 16.51%
rewards.shopyourwayrewards.com 27.8M 1.9M 28% 9.53%
insideapple.apple.com 225.4M 1.8M 27% 24.97%
e.target.com 23.7M 1.8M 26% 10.78%
em.biglots.com 11.1M 1.7M 26% 6.91%
addoring.ro 75.4M 1.7M 26% -
luv.southwest.com 25.0M 1.6M 25% 23.63%
sales.overstock.com 27.8M 1.6M 24% 8.80%
ebay.com 125.3M 1.6M 24% 34.32%

emailinfo.bestbuy.com 29.8M 1.6M 23% 17.61%

e.walgreens.com 19.4M



*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%.

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

¢ Trumg: 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 (& million

Su bscribers; 248 March email campaigns), but engagement (15% read rates) about half
of Tump's, and fAirly serious deliverability issues; i.e,

only about 60% of Cruz’s email is actually reaching his subscriber’s inboxes.

.KaSlCh: Relatively small program (2 million subscribers; 120 email campaigns), and

lowest engagement (10% read ratES), and Cata Strophic

d e I IVe ra bl I lty Not much more than one-third of Kasich's email is actually

reaching his audience's inboxes --- usually a

60 Days Ending Republicans Democrats
3/29/2016 Trump Cruz Kasich Clinton | Sanders
Panel Reach 819K | 40M | 2.0M 5.0M
Inbox % 91 68 93 91
Read % | 141 10.2 12.6 14.7
Campaigns 168 453 202 652

Source

Volumes

16.9M

237.6M

41.7M

1,472
926.6M

506.1M
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