Inactive Email Subscribers
Best Practices for Re-engagement
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Email is the heart of your online
identity....and its the gateway to your
digital experience...
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Today’s Agenda

= Deliverability basics
" Email reputation and you
" |nactive email subscribers — what you can do

= Wrap up and Q&A
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What is Deliverability?

Delivered vs. Deliverability

= Delivered — number of messages that did NOT
bounce

= # Delivered — # Messages Sent — # Bounces

= |PR (Inbox Placement Rate) - Proportion of

messages that make it straight into the inbox EEC Definition of Delivered

o 4

....accepted number’ of

messages that make it
directly into a recipient’s
inbox...”

= Getting filtered or blocked by the receivers
REDUCES your conversions

= |gnoring deliverability issues will make them
worse

= Great deliverability is your foundation to
better ROI

Key Point — great deliverability is your foundation to better ROI
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Email Reputation mm

= The issues that affect YOUR sending reputation:

= Authentication adoption

= Email volume

= Complaint and hard bounce rates

= Spam trap metrics

= Blacklist inclusion and management
= First and third party content

= Domain reputation

= Consumer engagement (inactive subscribers)
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Email CPR:
How to Define, Identify, and
Resuscitate Inactive Subscribers
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Today’s Agenda

 Why Inactive subscribers matter

« How to define “inactive” subscribers

« Strategies for keeping subscribers engaged
 Reactivation strategies and termination

 Bonus: A framework for defining “inactive”
subscribers for your company
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How ISPs Look at it
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Why Care About Inactive Subscribers?

Deliverability
— Inactive subscribers hurt engagement rates
— Low engagement rates hurt Inbox Placement Rate
— Over time, ISPs reclaim accounts
— Recycle them or convert them into spam traps

Low Risk  Med Risk High Risk Critical Risk

T A \
Deliverability Risk
2013 2012 2011 2010 2009
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Why are Inactive Subscribers Important?

e Median ROI for customer emails was 522.50
per dollar spent

e Compared to mean customer acquisition cost

of $55.24
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Calculating the Opportunity Cost of Inactives

# of Subscribers 30,000 90,000
Avg. Revenue Per Email
Delivered $0.10

5x Week X 52 Weeks =260
Emails

Potential Lost Revenue $2.34M
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Defining Inactive Subscribers
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How Active are Your Email Subscribers?

Q: What is an inactive
or un-engaged
subscriber?

A: Subscribers who no longer
read your email, but haven’t yet
taken action to stop receiving it.

This can mean something
different for each sender.
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The ISPs’ Perspective
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A Broader Perspective
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Defining an Inactive/lUnengaged User

Before removing an inactive subscriber check If:

Inbox
No Opens/Clicks No Purchases Placement Rate
(90-365 days) (in ~6 months) (sender reputation)
struggling

 |f all three criteria are true, then start to eliminate

« Remove inactives that have been unresponsive the longest first
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Why Do People Become Inactive?
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Engaged Subscribers

%

Retail subscribers
Opened/clicked in the last 3 months

36
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Inactive Subscribers

UP TO

o
O

Email subscribers
Are inactive

Source: MarketingSherpa report
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Why Did Subscribers Go Inactive?

Frequency of Mailing
* You email too often, and they’ve become used to deleting your mail
* You mail too infrequently, and are not engaging!

« Communication: find out how often they want to hear from you
» Preferences and surveys

« Some individuals were never active in the first place

NOT ENOUGH TOO MANY
EMAILS, SEND EMAILS, SEND

MORE! ¥ LESS!
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The Mobility Factor

%

Email marketers

Not designing for mobile devices

58

Source: MarketingSherpa 2013 Email Marketing Benchmark Report
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The Mobility Factor

%

Average user base
Emails on a mobile device
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The Mobility Factor

Consumers
Delete emails on mobile if it
doesn’t look good
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Avoiding Future Inactive Subscribers

Find the cause(s):

— Source

— Permission

— Welcome program
— Messaging
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Maintaining a Healthy List

70%
Maintain an opt-in only
subscriber list
41%
60%
50%
Rem# inactive
subscribers43%
o Measure and remove
> 40% hard bounces 66% ‘
=
o
&=
w
2. 30%
(Y]
>
Launch Reactivation
20% 30%
10%
0%
0% 10% 20% 30% 40% 50% 60% 70% 80%

Difficulty

Source: MarketingSherpa Email Marketing Benchmark Report 2012
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Reactivation Campaigns

* AKA: Win-back/Re-engagement/Re-activation
— All mean essentially the same thing: we want you back!

— Represent one of the highest ROl opportunities in marketing
* Low cost, potentially high reward

* Average Reactivation rate for most marketers: 1-2%

* Potential Reactivation rate for High Performers: 10%+
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Winback Program: Overview

—p
| eese] *
Inactive Email
Group Validation

Wait X Days Wait X Days

N N
We Miss You We Miss You 2 Final Notice
email email email
Very
Inactive
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Re-Engagement Tactics: Apply Learnings

e|ntegrate engaged group into core cadence
eMeasure creative performance, optimize accordingly

e|ntegrate triggered re-engagement email at 6-month
mark

@leadspend LeadSpend

Datalnsights



Engaging Subject Lines

 We miss you and we want you to see what’s new
— Appeals without forcing you to offer incentives for their inactivity.

 We have a confession...and an offer you won’t want to miss
— Apologize for not reaching out to them in a while, give special attention.
— Limited time incentives.

« We hate spam, too. Let us know if you want to stay on our list.

— People don’t want to go through the trouble of unsubscribing, so being
blunt can be effective.

— Straightforward, and gets to the point.

— Let them know that if they do not opt-in by a certain date, they will be
removed.

— Keep your word! Actually remove them if you do not receive an answer.
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Re-Engage With Special Offers

Option 1: Re-Engagement Test — With a special offer

Week 1: We miss you — come back with this special offer!
Week 2: Confirm your email and receive 15% off your next
purchase!

Week 3: It’s not too late — confirm your email to receive 15%
off your next purchase

Week 4: Farewell from Company XX, we’ll miss you...

@leadspend LeadSpend
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Re-Engage Without a Special Offer

Option 2: Traditional — no special offers
 Week 1: We miss you — confirm your subscription

e Week 2: Confirm your email to continue to receive
our best deals!

 Week 3: It's not too late — confirm your email today
e Week 4: Farewell from Company XX, we’ll miss you...
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Click to keep receiving emails.

| GTAPLES FAST and FREE SHIPPING on all orders over 520 | Weekly Ad >

Click to keep receiving emails. | “iew on mobile device or browvwser

FAST and FREE SHIPPING on all arders over §45. | ‘Weekly Ad =

Tom our email program. You can always come back.

You will be removed from our email list

unless you confirm your subscription nhow!

You need to take action or this will be the 1ast email we send you, Don't miss out on;
« Exclusive coupons

« Product deals

« Special events

« Product launches

Please click to continue receiving exclusive offers on all the supplies you need.
IMK & TOMER | PAPER | OFFICE SUPFLIES | TECHHOLOGY | CLEANING | BREAKROOM | FURNITURE | COPY & PRIMT | HOT DEALS

INKE & TONMER | PAPER | OFFICE SUPFLIES | TECHNOLOGY | CLEAMING | BREAKROOM | FURNITURE | COPY & PRINT | HOT DEALS

Redeem onling @ Print in-store coupon @

6206-4204-4
He
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Example: Four-Part Email Series

PLACE

THE CHILDREN'S

AND BECAUSE WE'VE MISSED
MUCH, WE'D LIKE TO OFFE

DISCOU

PLEASE SAY YOU'LL COM§

M BACK! GIVE ME MY COUPON |

| NO, THANKS. |

@leadspend

We ve missed you
THE CHILDREN'S
PLACE
#ig Fashion, Litlle Price
of Clecrance 1

Baby Girl Boy Baby Boy Newborn

wE MisS YOU

'd like 0 gee you g

PLEASE CONF /M YOUR EMAIL SUBSCR PTION
LEAS!

WE'D LIKE TO OFFER YOU A

SPECIAL COUPO

PLEASE SAY YOU'VE MISSED US, TO(

I you're hesitant, how about you just hear from us In small doses,
like once a week..Does that sound good?

OPT DOWN FOR FEWER EMAILS

Vo'vo missed you

Baby Girl 8oy

WASHINT
SUMEVINE

e SAID?

You're important to us.. We'd hate to lose |

b PLEASE CONFIRM YOUR EMAIL SUBSCRIPTION ‘

WE WANT T0 CONTINUE EMAILING YOU ABOUT ALL TYPES OF GREAT DFFERS & PROMOTIO!

AND BECAUSE WE'VE MISSED YOU SO
MUCH, WE'D LIKE TO OFFER YOU AN

EXCLUSIVE PROMOTION!

PLEASE SAY YOU'VE MISSED US, T00?

I'M BACK! GIVE ME MY EXCLUSIVE PROMOTION |

WOULD YOU LIKE TO STAY CONNECTED, BUT RECEIVE FEWER E

OPT DOWN FOR FEWER EMAILS |

NO, THANKS. | WANT TO UNSUBSCRIB

NO, THANKS. | WANT TO UNsugscrigfll M Account

50 happy togethe:

PLACE

Baby Boy Newborr

WE WOULD

SS YOU

IF YOU WENT AWAY.. 90

PLEASE CONFIRM YOUR EMAIL SUBSCRIPTION

WE'D LIKE TO KEEP SENDING YOU ALL TYPES OF GREAT OFFERS!

TO SHOW YOU HOW MUCH WE WOULD
MISS YOU, PLEASE ACCEPT THIS

EXCLUSIVE OFFER...
JUST FOR YOU!

PLEASE SAY YOU'VE MISSED US, T0O?

"M BACK! GIVE ME MY EXCLUSIVE OFFER

WOULD YOU LIKE TO STAY CONNECTED, BUT RECEIVE FEWER EMAILS?

OPT DOWN FOR FEWER EMAILS | NO, THANKS. | WANT TO UNSUBSCRIBE |

e QORE
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Best-in-Class Re-Engagement Tactics

DB i Two days only:
m cation Save 15% off your next
u tﬁ%ﬂéﬁé Bkl&bﬁct online or in store purchase. s
i

P Ul ?ﬁlfﬁt@atm
90 Agyfessive Offer
v We miss you

Shop online now »

Printer-friendly version »
Expires 02/27/12

d’“° 8503001000117072003

v Aggressive offer
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Banner Reconfirmation to Utilize Winning Creative

[;LK&‘E FREE SHIPPING n@ ‘,‘O

Please Confirm Your Email Subscription
YL L8ep INe aTUER Coming!

= Using current promotional

emails, add a banner on
the top suipine & 15% Fiss

BIG HUGE

LABOR DAY SALE

= Subject: We Miss You,
Please Confirm Your

Email Subscription to The
Children’s Place!
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Redbox: Four-Part Series to Inactives

* Highlight benefits users will T BT | simeretet e

DON'T MISS OUT ON REDBOX OFFERS! »

e Uses same creative but
different subject for each

touch
* Touch 1: Don't Miss Out on Redbox Offers!

* Touch 2: Don't let any great deals slip by!
Confirm your email!

kesp getting them, first yo

* Touch 3: Confirm your email - Don't lose
out on great deals!

* Touch 4: We Want You Back - Confirm Your
Subscription Now!

LeadSpend
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When All Else Fails, Ask Permission

(% PIPERLIME FREE SHIPPING & RETURNS.

Women - Apparel - Shoes & Accessories | MEN |  Kids SALE Brands PIPERLIME BLOG

Sometimes you just
needsome space.

We totally 3of that.
But lately you seem digtant,
We've ot f‘hc\)oafov( fswc.

Byt va(f have fo know...

Do we have a fuiwre fogpﬂmr?

YES, KEEP M
m:y:;z _I':V NO. I'M BREAKING UP
T o WC O

WITH YOU.*

(n:z?me dafe._now!

Il ot any ime you wont 10 get back ogether. know that our frend reports, sales
and exclusive offers will b right here waiting fof you. Free shipping and returns too!
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Options Outside of Email

Do you have other information on your users?

3
[ g
g s
2 =5
= S = -
o 3 £ 8 sg
5, 2 gs £ 3
< Z z S E S L
% . S# FS
% =g o
% PO
° e
F&E
o.¥
* S

\ i R oisqus
‘ AT )5
‘ i’

backtype

2,
OS’C
E"ems

suments /
Content

sCRM

\ee®

PerfSpot

2,
2 o o e
S$F 23 %
L5 ) %
7O < o 17 - g )
L9 o5 3 S B %
SsE £z by R ®
£qQ &2 - 22
£ %S z v
& z £ S
(<] -4 Z2 X
s 3 Y
g %
£ z
3
&
=
<

@leadspend

LeadSpend

Datalnsights



MoBuck.coMm
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SPLITTING UP

| WouLp Say “lts NoT You, Its Me" ExcepT Its You
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BONUS!

@leadspend LeadSpend

Datalnsights



Special Offer for Act-On Customers

Leadspend 866-847-8597 | Finduson: (§ (8 in

" 'Welcome, Act-On Customers!

ant to start validating your email addresses?

B use our real-time email validation service:

Full List Processing

Identify and remove invalid email
addresses before you mail by
uploading your existing email list.

users to correct mistyped
resses in-form, or filter
out h3 | addresses as they enter
your system with our real-time API.

iveitatry $74.99 Wl $0.006 Yl $0.005 34 $0.004
address to seeif itisvalid. € $0.508 $0.507 $0.006
= (flatrate) (peremail) (peremail) (peremail) (peremail) (peremail)
" Validate 0-10k  10k-100k 100k-200k 200k-500k  500k+ 1mil+
e emails emails emails emails emails
Act-On Customers, get your Act-On Customers, get 25% off your first list
first 25k APl queries FREE! validation with coupon code ActOn.
www.act-on.com | @ActOnSoftware | #ActOnSW
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Q&A

David Fowler

@oregonlimey
Chief Privacy & Deliverability Officer
Act-On Software

Craig Swerdloff

@swerd
CEO
LeadSpend
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Ready to Learn More?

Interested in a demo
Call +1 (877) 530-1555
Email sales@act-on.com
Web www.act-on.com

AWARD WINNING
Inc.5 0 Forbes Deloitte.

2013 FASTEST GROWING 2013 MOST PROMISING
COMPANIES COMPANIES LIST Technology Fast500

MARKETING AUTOMATION SOFTWARE COMPANY
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