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Why	
  Do	
  We	
  Hate	
  RFPs?	
  
1.  They  take  up  too  much  <me  that  could  be  be?er  spent  on  one’s  day  job


2.  They  create,  or  further  exasperate,  tensions  within  the  organiza<on,  
par<cularly  between  marke<ng  and  IT


3.  They  never,  ever  end  on  <me.    Rather  they  drag  out  over  months


4.  It’s  impossible  to  discern  actual  differences  between  the  various  par<cipants
—everyone  can  do  everything  (apparently)


5.  No  one  really  knows  what  they  should  be  puRng  into  the  requirements


6.  No  one  really  knows  where  the  market  is  in  terms  of  pricing—what’s  a  fair  
deal  these  days?  
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Seven	
  Tips	
  for	
  Mastering	
  Your	
  Email	
  RFP	
  
1.  Determine  Your  Timetable.    Then  Add  50%.


2.  Give  the  incumbent  a  fair  shot.


3.  Your  Problem  is  Your  Own.    So  is  Your  Solu<on.


4.  Know  What  You  Don’t  Know.


5.  Get  Input  From  Every  Possible  Stakeholder.


6.  Get  the  Price  Right.

7.  Don’t  Let  an  ESPs  Descrip<ons  Fool  You.  
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5	
  months	
  

Requirements  Gathering/  
Use  Case  Explora<on

	
  

RFP  Issued

	
  

RFP  Response  Scoring

	
  

Use  Case    
Presenta<ons

	
  

Sandbox  Environments

	
  

Contract  Nego<a<on/  
Op<miza<on
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Not	
  to	
  get	
  technical…	
  	
  
but	
  according	
  to	
  	
  
chemistry,	
  alcohol	
  	
  
is	
  a	
  solu6on	
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Full-­‐Service	
  MSP	
  ESPs	
  Cloud-­‐based	
  Marke6ng	
  Stacks	
  

Services	
  Only	
  Point	
  Solu6ons	
  

More	
  Services	
  
Fewer	
  Services	
  

More	
  Channels	
  

Fewer	
  Channels	
  

Source:	
  Chris	
  Marrio/	
  Analysis,	
  Marke6ng	
  Democracy,	
  LLC	
  



MASTERING THE EMAIL RFP 
Technical Aspects to Consider for a Successful Project 



What should I consider? 
1.  Campaign Inventory 

•  Has everything been accounted for? 
•  Are the inventory items being tracked? 

2.  Data Model Requirements 
•  What data will be needed for personalization? 
•  What data will be needed for segmentation? 

3.  Data Source(s) 
•  Where does the data come from? 

4.  Feedback Loop 
•  Where does the data go? 
•  How often should this data be delivered? 

5.  Deliverability 
•  What link branding will be used? 
•  SPF; DKIM; YFBL; - What??? 

6.  Automation 
•  What should the machines be doing on their own? 



Campaign Inventory 
1.  Identify your campaigns 

•  What campaigns do you have?  
•  Do you plan to keep all of them? 
•  What would you like to add? 

2.  What creative is needed? 
•  Isolate common elements – logo’s, social icons, spacers  
•  Templates. 

3.  Track your inventory 
•  Create a traceability matrix as part of the RFP planning or as a step in 

the RFP. 



Data Model Requirements 
1.  What data is needed for personalization 

•  Are you personalizing the greeting on each message? 
•  Are you adding any cart or order history items? 
•  Is there any dynamic content based on profile attributes? 
•  What data will the user be able to update in the profile/preference 

center? 

2.  What data is needed for segmentation 
•  How do you currently segment your target audience? 
•  How will this criteria change over time? 
•  Can the subscriber change this criteria? 



Data Source(s) 
1.  Identify where the data comes from 

•  Are you using a CRM? Multiple CRM’s? 
•  Do you need web metrics to drive campaigns? 
•  Do you need data from the cart on your website? 

2.  Establish the database of record 
•  All data sent to the ESP should come from the database of record 
•  Data originating at the ESP will be sent back to the database of record 



The Feedback Loop 
1.  Feed the database of record 

•  What data is needed in the database of record?  
•  How should you handle changes made in the profile/preference center? 

2.  Identify what data is needed in the CRM 
•  Does customer service need to know if the customer unsubscribed? 
•  Does customer service need to see the customers campaign history? 



Deliverability 
1.  What link branding is going to be used? 

•  What sub-domains will be needed for each brand? 

2.  Will you be using a dedicated IP address? 
•  DNS entries will need to be made for: 

•  SPF 
•  DKIM 

•  Create the YFBL (Yahoo Feedback Loop account) 
•  Get the IT team involved early so it’s on their radar 



Automation 
1.  What can we let the machines do? 

•  Data loading 
•  Data exports 
•  Reporting 

2.  Long running and drip campaigns. 
•  Identify the data needed to trigger long running and drip campaigns. 
•  Does the ESP support automation? 
•  Does the automation occur through the API (i.e. – data loading, 

unsubscribes, etc.) 



Key Take Aways 
• Have you identified the campaigns that will be served 

from the ESP? 
• Have you identified what data will be needed to drive 

these campaigns? 

Contact: 
Jeremy Grecco – jgrecco@redpillemail.com 
General Support – support@redpillemail.com 
 


