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People are checking email around the clock

6.3h
3.2h

3.1h

91% 87% 18%

Source: Adobe Consumer Email Study, July 2015
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People are guilty of checking email in awkward locations or times

70% 52% 50% 43% 42% 18%

70% 57%18-34 27%

70% of respondents think 
they check their email “as 
often as they should” 

Only 24% believe they 
check email “way too 
much”. 69% 32%

Source: Adobe Consumer Email Study, July 2015
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of marketers are less than satisfied with their email marketing efforts

2 3
Source: Adobe Email Marketing Study, 2015
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RICHARD HENDRICKS

Contextual Email 
Marketer

Has achieved some of the 
advanced, data driven 
strategies of email, leveraging 
contextual information such as 
date, time, location, and has a 
strong business strategy for 
email.

ERLICH BACHMANN GAVIN BELSON

Classic Email 
Marketer

Has achieved the basic 
strategies of email marketing , 
such as emailing lapsed 
customers, including basic 
personalization fields, or 
cross-selling.

Dynamic Email 
Marketer

Has achieved some of the real-
time strategies of email 
marketing , such as automated 
remarketing , coordinating 
emails with other channels, and 
capturing customer feedback.
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But, where are email marketers today?

54%

32%

14%

Classic
Dynamic
Contextual

Most are 
still Classic
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Most Classic Email Marketers are not Satisfied

43%

72%

93%

Classic

Dynamic

Contextual

"We are very satisfied with the effectiveness of our 
email program"



© 2016 Adobe Systems Incorporated.  All Rights Reserved.  Adobe Confidential.

#EmailMaturity
10

Emailmaturitymodel.com
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Email Marketing Maturity Services

Classic:
 Onboarding Campaign 
 Reengagement Campaign 
 A/B testing 
 Dynamic Delivery Template 

Dynamic:
 Abandoned Cart Campaign 
 Outbound Offer Management 
 Channel Additions 
 Preference Center 
 Survey 
 Business Advisor 

Contextual:
 Open-Time Channel Analysis
 Inbound Offer Management 
 Data Analysis – expanding the customer 

profile 

Cross Level:
 Desk Side Coaching  
 Lifecycle Marketing Audit 
 Migration Program
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Maturing email marketing 
practices can drive a 4x increase in 

incremental revenue
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Be an Email Hero

Advancing your email maturity
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Classic Dynamic Contextual
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Onboarding Campaigns: Start at the Beginning

 Ditch the Welcome Message for a 
multi-message series

 Trigger in real time or near real time

 Capitalize on high engagement

 One message, one strong CTA, per email
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Onboarding Campaign: Just Answer

Increased 
US Lifecycle email 

revenue by 

18%
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Onboarding Campaigns: Start at the Beginning

 Ditch the Welcome Message for an 
Onboarding Campaign

 Trigger in real time or near real time

 Capitalize on high engagement

 One message, one strong CTA, per 
email

 Leverage campaign for progressive 
profiling
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Classic Dynamic Contextual
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The Classic to Dynamic Marketer Transition: Buck the Status Quo

19

 Become an Agent of Change

 Create More Time

 Streamline production processes and 
STOP:
 Designing and coding every message 

from scratch

 Pulling lists from outside data sources

 Manually scheduling campaigns
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Boost Relevance: You Got It, Now Flaunt It

 Start with date-driven messaging
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Date Driven: The Container Store

Segmented & 
targeted emails 

generate

58%
of all email  
revenue.*
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Boost Relevance: You Got It, Now Flaunt It

 Start with date-driven messaging

 Cater to your mobile audience
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Desktop
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Fluid-Hybrid Design: Advance Auto Parts
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Desktop
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Fluid-Hybrid Design: Advance Auto Parts
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Responsive/Fluid-Hybrid: Adobe

#EmailMaturity
© 2016 Adobe Systems Incorporated.  All Rights Reserved.  Adobe Confidential.

#EmailMaturity



© 2016 Adobe Systems Incorporated.  All Rights Reserved.  Adobe Confidential.

#EmailMaturity
26 26

Responsive/Fluid-Hybrid: Adobe

#EmailMaturity
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Boost Relevance: You Got It, Now Flaunt It

 Start with date-driven messaging

 Cater to your mobile audience

 Step up your abandoned cart game
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Personalizing the Abandoned Cart: Protective Life

Abandoned cart 
emails average a 

41%
open rate
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Personalizing the Abandoned Cart: Adobe

Abandoned cart 
emails average a 

41%
open rate
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Boost Relevance: You Got It, Now Flaunt It

 Start with date-driven messaging

 Cater to your mobile audience

 Step up your abandoned cart game

 Implement abandoned browse triggers
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Abandoned Browse Triggers: 
Travelocity

Personalized emails
lift open rates by

29%
and click rates by

41%
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Boost Relevance: You Got It, Now Flaunt It

 Start with date-driven messaging

 Cater to your mobile audience

 Step up your abandoned cart game

 Implement abandoned browse triggers

 Gather and leverage more data

 Preference center

 Surveys

 Experiment with simple open-time personalization

 Testing & optimizing automated campaigns
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Classic Dynamic Contextual
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The Dynamic to Contextual Marketer Transition: 
Take It to Top Brass & Shatter Silos

 Gain Executive Buy-In

 …and make nice with IT!

 Make (More) Data Actionable

Email

Display

Social

Search

Print

App

Video

Push

Exec

SMS
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Context in Action: Ulta
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Context in Action: Ulta

 Perfectly Timed

 Value-Centric Messaging



© 2016 Adobe Systems Incorporated.  All Rights Reserved.  Adobe Confidential.

#EmailMaturity

Context in Action: Ulta

 Perfectly Timed

 Value-Centric Messaging

 The Cross-Sell
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Context in Action: Ulta

 Perfectly Timed

 Value-Centric Messaging

 The Cross-Sell

 The Upsell
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Context in Action: Ulta

 Perfectly Timed

 Value-Centric Messaging

 The Cross-Sell

 The Upsell

 The #Selfie Sell
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The Dynamic to Contextual Marketer Transition: 
Take It to Top Brass & Shatter Silos

 Gain Executive Buy-In

 …and make nice with IT!

 Make (More) Data Actionable

 Maximize Integrations Across 
Channels & Solutions

Email

Display

Social

Search

Print

App

Video

Push

Exec

SMS
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Cross-Channel/Cross-Solution: La Fourchette

 Related recs delivered on website by Adobe Target

 Adobe Analytics triggers remarketing via Adobe Campaign … at dinner time!

 Real-time recommendations in email via Adobe Target integration
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The Dynamic to Contextual Marketer Transition: 
Take It to Top Brass & Shatter Silos

 Gain Executive Buy-In

 …and make nice with IT!

 Make (More) Data Actionable

 Maximize Integrations Across 
Channels & Solutions

 Experiment with Hyper-Context

Email

Display

Social

Search

Print

App

Video

Push

Exec

SMS
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The Value of Contextual Marketing

CLASSIC 
EMAIL MARKETING

DYNAMIC
EMAIL MARKETING

CONTEXTUAL
EMAIL MARKETING

2X
classic marketing

4X
classic marketing

M O N T H L Y  R E V E N U E
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EmailMaturityModel.com Adobe.com/go/email
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Thank You
Patrick Tripp

Sr. Product Marketing Manager 
Adobe

@ptripp

Jen Capstraw
Business Consultant

Adobe
@jencapstraw

EmailMaturityModel.com
adobe.com/go/email
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