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Chapter 1

THE QUIET REVOLUTION

What is the Potential of Email?

The premise of The Quier Revolution in Email Marketing is that email will significantly and per-
manently affect the way organizations communicate and build relationships with customers. One
reason email is such a powerful tool is its ability to deliver a wide range of value to its recipients,
beyond just traditional blast advertising. In fact, email has the potential to replace—or at least be in-
terchangeable with—almost any other communication form used today. The following experiment
may give you some insight into the potential of email.

For the next 2-3 days, make a list of every piece of regular physical mail (“snail mail”) that arrives in
your mailbox, both at home and at work. For each piece, evaluate whether—given appropriate tech-
nology advances (like security)—that piece of regular mail could effectively be delivered via email.
Next, evaluate whether that piece of mail could actually be enhanced if it were delivered electroni-
cally, either by making it more timely or by providing additional features.

For example, if your credit card bill was delivered electronically, perhaps each line item could be
clickable and provide easy access to a copy of the receipt. Perhaps a more timely credit card bill de-
livered electronically might make it easier to monitor your account for fraud.

Upon completion of this exercise, most people find that well over 90 percent of the regular mail piec-
es they receive today could effectively be delivered via email and, at least the majority of them might
even be enhanced by electronic delivery. While it is unlikely that email will ever completely replace
physical mail, the exercise illustrates the range of value that email can provide.



Chapter 2

FORGET EVERYTHING YOU KNOW

The New Rules

Chapter 2 explores how the rules of email are changing and how sticking blindly to old rules can do
meaningful damage to your brand and your customer relationships. Ask yourself the following ques-
tions:

— Do you spend more time trying to grow your list than trying to target your customers?

—  Areyou interested in finding the maximum number of messages you can send without
generating a spike in opt-outs?

— Are you more focused on subject lines than brand impacts?

— Do you look at the value of email on a campaign-by-campaign basis, as opposed to
examining the lifetime value of the participants in your email program?

— Do you determine how often a recipient gets email from your company, as opposed to
allowing recipients to determine it?

— Do you believe email is essentially free?

If you answered “yes” to many of these questions, you may be falling into the same trap as the credit
card company described in Chapter 2. In this new era of CAN-SPAM legislation and ever-increasing
customer expectations, many of the practices that worked for emailers in the past simply won’t work
anymore. The companies that can boast the most effective email programs today have been success-
ful because they’ve completely overhauled their way of thinking. Chapter 2 explores in detail some
of the strategy shifts implicit in the questions above that can dramatically impact your email results.



Chapter 3

THE THREE LEVELS OF EMAILERS

What Level Emailer Are You?

(1) When choosing who you'll send your message to, you:
a) Utilize your general list of customers who have opted to receive messages from your brand.
b) Select a targeted segment (gathered by preference information) from your overall permission-
based list.
c) Use sophisticated analytics (like purchase history and demographic information) to identify
relevant recipients, one-by-one, from your opt-in customer list.
d) Buy a third-party list of recipients who have not specifically elected to receive email from your

brand.

(2) When selecting the content of your email, you:

a) Have tested your email in advance (for look and feel, subject line, offer, etc.) and have used
simple personalization to ensure the message is optimized for a great number of your intended
recipients.

b) Have utilized advanced techniques to test and personalize entire content sections of your mes-
sage so that each email will speak uniquely to each recipient.

c) Will employ simple personalization techniques, such as using the recipient’s name, account
number, rewards points balance, etc.

d) Plan to send the identical information to all recipients.

(3) When deciding on the timing of your email messages, you:
a) Use sophisticated sequencing technology to automatically send uniquely-timed messages to
each recipient.
b) Send messages according to your predetermined (weekly, monthly) schedule, regardless of the
availability of compelling content.
c¢) Choose to send email when you have content you believe to be relevant to your recipients.
d) Believe that the more email you send, the better your response rate so you send as often as

possible.

(4) When analyzing the results of your email marketing efforts, you:
a) Monitor “open” and “click” rates and try to get them to trend upward with future efforts.
b) Have designed your campaigns so they can be measured both by email statistics and the email
campaign’s impact on the desired action (buy/use/attend).
¢) Do not measure campaign effectiveness.
d) Evaluate the campaign in terms of measurable increases in overall customer trust and lifetime
value.



Scoring Key:

Add up your points

(1) a) 1 point b) 2 points ¢) 3 points d) 0 points
(2) a) 2 points b) 3 points ¢) 1 point d) 0 points
(3) a) 3 points b) 1 point c¢) 2 points d) 0 points
(4) a) 1 point b) 2 points c) 0 points d) 3 points

0 Points:

Striking Out: You are Not Acting Responsibly with Your Email Programs

Your recipients have not given you expressed permission to send them email (which poses legal
concerns), and your message content has little or no relevancy to the majority of your audience. 75e
Quiet Revolution in Email Marketing is a great resource for you - it can teach you how to develop
relevant messages, how to build good lists, and how to navigate the new CAN-SPAM

legal environment.

1-4 Points:

Welcome to the Game: You are a Level One Email Marketer

You are just beginning to explore the email medium. You employ simple personalization and basic
measurement in your email campaigns, but do not utilize complex analysis. Beware: If you grow
your list too large and send messages too frequently, you'll find it difficult to maintain relevance with
each message and to every recipient. 7he Quiet Revolution in Email Marketing can teach you how to
increase relevancy with actionable answers and detailed case studies from leading brands on a host of
topics and tactics for successful programs.

5-8 Points:

Getting on Base: You are a Level Two Email Marketer

You have taken a giant step toward relevancy and customer-driven communications. You include

a combination of testing, targeting and preference gathering in your initiatives and your content is
relevant to most of your recipients. 7he Quiet Revolution in Email Marketing can show you how to
take your email to a higher level of personalization by examining the successful targeting practices of

leading brands.

9-12 Points:

Grand Slam: You are a Level Three Email Marketer

Congratulations, you are winning the ballgame! You utilize the highest degree of relevancy, through
techniques such as dynamic content and predictive analytics. Your approaches combine the best of
personalization and targeting because you treat each outgoing message as unique and each recipient
as an individual. 7he Quiet Revolution in Email Marketing can now help you best manage the pro-
gram within your enterprise -- from strategies for implementing governance policies and managing
lists across the company, to integrating data and utilizing advanced techniques.



Chapter 4

CUSTOMER COMMUNICATION MANAGEMENT

Being the Friend at the Party

Chapter 4 contrasts the efforts of emailers whose messages are unread and deleted with those that
recipients look forward to receiving. This exercise seeks to find some examples of both of these types
and compare them to your organization’s email efforts. In other words, who are your messages at the
party described in this chapter: the good friend, the old acquaintance with ulterior motives, or the
incessantly clamoring stranger?

Examine your own email Inbox.

How many organizations regularly send you messages?

List the ones you most look forward to and those you are most likely to read first. Describe what
engages you about these messages.

Messages I enjoy or find valuable Why I value this message (example: valuable

information, enjoyable content, relationship, etc.)

List which messages you like the least. Do you have any that you once read, but you now just delete?

Messages I do not enjoy and Why I do not value this message (example:
do not find valuable irrelevant content, undesired offers, etc.)




Compare your organization’s messages to those you do look forward to and those you do not. List
which characteristics they share with each category.

Common characteristics Common characteristics
with messages I value with messages I do not value




Chapter 5

EMAIL BRAND VALUE

EBV = existing brand (+/-) relevancy + content value - frequency

People view their Inboxes as their private space and therefore, carefully scrutinize those who they in-
vite into this space. This increased scrutiny means they form strong opinions about your brand based
on the value they place on your email. While this chapter does give one example of how American
Airlines was able to measure in specific financial terms the value of its email list, Email Brand Value
describes a general relationship rather than a numeric formula. Email Brand Value identifies how
several core components of your email program relates to one another to affect opinions about your

brand.

In this exercise we look at each of these components and how they are likely affecting your brand.
These steps of this exercise are meant to get you thinking, in general terms, about each of these core
components. Remember you are trying to establish the general effect of each of these elements rather
than place a specific value on them.

Existing Brand: The value customers place on your brand stems from many sources including your
email program. This value affects how likely your message recipients are to consistently read your
messages.

Describe how most people would perceive the value of your brand

O I feel connected to this brand”

O “I know and trust this brand”

O “I have heard of this brand, but know little about it”
[ “I have never heard of this brand”

0 “I have a problem with this brand”

Think about how you ranked the public’s perception of your brand and how
that perception will affect open rates of your messages. If your ranking was clos-
er to the middle or lower portion of this scale, you will probably need to bolster
the rankings in the other elements of EBV to improve your email performance.




Relevancy: The applicability of content in your messages to each individual recipient.

How applicable to each individual recipient, in their opinion, is the content of
your message?

[ Highly applicable to each individual recipient
[0 Somewhat applicable to each individual recipient
[0 Content is aimed at a wide group that includes most recipients

O Content is aimed at a wide group that may include some recipients

If you ranked the relevancy of your messages as being highly tailored to individ-
ual recipients, your messages are helping to enhance your brand. If your content
is less specific to individual recipients, your future messages are less likely to be
read and may damage your brand.

Content Value: Similar to relevancy, content value describes how much your recipients, as a group,
can benefit from your content.

As a group, my recipients find the content or offers in my messages?

O Very valuable
O Somewhat valuable
O Oflittle value

If your messages contain content that is highly valued, your recipients will look
forward to receiving them and will have an improved impression of your brand.

Frequency: How often individual recipients receive messages from your organization.

How many messages does your entire organization (at the brand level) send?

O Recipients can determine frequency
O per month

() per month

O 3 -4 per month

0 More than 4 per month

While increased frequency does not always negatively affect your EBV, normally
recipients want to receive fewer messages. Allowing recipients to choose frequen-
cy is the pinnacle of frequency control and most positively affects your EBV.




Chapter 6

A PRIMER ON EMAIL MARKETING

The discipline of email marketing has naturally developed a lexicon. Familiarity with these terms

is essential to conduct a successful email program, whether done through a full-service provider or

managed entirely on your own. This exercise will help assess your knowledge of these terms and give
you some direction as to which terms you may want to research.

The following table lists some of the basic email marketing terms defined in the book. Place a check
mark in the appropriate column for each term.

Term

I can clearly define
this term.

I have heard of this,
but am not sure
I can give a good
definition for it.

I am unfamiliar with
this term.

Opt-In

Third-party lists

Appends

Co-registrations

Testing — Nthing

Testing — A/B Splits

Bounce

Hard Bounce

Soft Bounce

Tracked Opens

Viral

Click-through

Replies

Web page clicks

Dynamic Content

Behavior Targeting

Life Cycle Automation

For those items where you checked columns two or three, you should reference chapter six in the

companion book or other material to learn more.

10



Chapter 7

A PRIMER ON EMAIL TECHNOLOGY

Email marketing programs are highly dependent on technology. To conduct a successful program,
you need some fluency with the technical aspects of email. More sophisticated and effective email
programs will be more dependent on advanced technology. This exercise, similar to the one before,
seeks to evaluate the current technological capabilities of your email marketing system (EMS).

The following table lists some of the basic email technology terms defined in the book. Place a check
mark in the appropriate column for each term.

My EMS has this My EMS does not
capability. I am I am not sure if have this capability
familiar with this my EMS has this or I am unfamiliar
Term technology. capability. with this term.
HTML Message
Composition
HTML Message
Bodies
AOL Message Bodies
Plain Text Message
Bodies

Image Hosting

Application Programming
Interface (API)

Bounce Server

Automated Web

Beacon Insertion

Automated Redirected
Links

Total Open Tracking

Unique Open Tracking

Click-Through
Tracking

Conversion Tracking

If you were unfamiliar with some of these terms, reference Chapter 7 in the book to learn more. If
you checked columns two or three for any of these items, you may want to further evaluate your
EMS system to determine if it suits your needs.

11



Chapter 8

THE LEGAL ENVIRONMENT - CAN-SPAM

This chapter focuses on the legal environment of email marketing (especially within the United
States), but does not serve as legal advice. Please seek guidance from your own counsel regarding the
applicability of regulations to your specific business.

In the past, emailers within the United States had to deal with a myriad of state laws regulating their
programs. With the passing of CAN-SPAM, most of these laws have been superseded.

These exercises seek to evaluate your messages and email program and determine if they contain
some of the elements commonly considered advisable under the current legal environment. If some
of these terms are unclear, see Chapter 8 or reference other material on CAN-SPAM.

Answer ‘Yes' or ‘No’ to the following questions:

_ 1. Do your messages display a physical address (not PO. Box) for your company?
2.

If your messages are considered “commercial electronic mail messages”
(C}]’EMMS) and do not meet the definition of Affirmative Consent, do they
contain text clearly labeling them as an advertisement? Note — if your messages
are not considere CEMl\/?S or if you do meet the definition of “affirmative
consent” then answer “Yes'.

3. Is your opt-out mechanism “clear and conspicuous” within your messages?
___ 4. Does your opt-out process unsubscribe addresses within ten business days?
Y;

_ 5. Does %Iour EMS provide for a global opt-out across your entire organization or
line of business?

If you answered ‘No’ to any of these questions you should consider revising your practices. Again,
obtain legal counsel to ensure proper compliance with CAN-SPAM.

12



Chapter 9

TYPES OF EMAIL

This chapter addresses the major types of email and where these fall on a Campaign Value Exchange
(CVE) scale between your organization and the message recipient. Since it will help you determine
how much value your messages are supplying to recipients, classifying your organization’s messages is
vital.

Classify Your Messages

In this exercise, list the standard messages you send and classify them by type. As you do this exer-
cise, note where these types fall on the Campaign Value Exchange scale.

Campaign Value Exchange

More Value To
More Value To Sender | Neutral Recipient
>

3 = 3 =

? =) [N E 5"
8 (=] =} =) =
& 3 2 2. 3
K o a « 8
a 2. o g o
o S ° =2 °
g 5 = 2. 5

Message oQ = B 1) =)

Consider the mix of message types you are sending. If your mix is weighted toward the left side of
this table, it is likely to have a negative impact on your EBV. Later chapters will explain how you can
address this mix to ensure recipients remain eager to receive your messages.

13



Consider Interpersonal Messages

Interpersonal messages are generally considered outside of the scope of email programs. However, as
the out-of-office agent example shows in Chapter 9, interpersonal messages can easily slip into the
realm of email marketing messages. Think about the different groups within your organization. Do
individuals in those groups send marketing-oriented or promotional messages to more than a few
recipients at a time? Remember that some of these may fall under CAN-SPAM. List any groups or
messages that bear further investigation.

—_

A S N U

._.
e

Examine these groups and messages carefully to determine if they should be included within an en-
terprise-wide email marketing policy. Determine if your email technology will be able to handle such
concerns as global opt-out suppression for these mailings.

14



Chapter 10

LEVELS OF PERMISSION

What forms of permission are you gathering for your lists? Without adequate levels of permission
your email program will likely suffer a drop in open rates and may ultimately experience serious
deliverability issues. The book defines the four basic types of permission: opt-out, opt-in, confirmed
opt-in and double opt-in.

Permission Review

Identify each location where an individual can subscribe to your lists. Next to each location, identify
the list they are subscribing to and the permission level achieved by that subscription form.

Permission Level

O o o0 oo
= = < O o O
T T T B T E
o 5 =N =
c 3 o
- o

[aT

Subscription Location | List

After completing this table consider the following:
1. Are recipients sometimes added to the same list with different levels of permission?
2. Are all subscribers giving adequate levels of permission? In almost all cases, opt-out is consid-

ered inadequate. See Chapter 10 of the book for a discussion of how different levels of permis-
sion are appropriate for different types of email.

15



Chapter 11

CUSTOMER PREFERENCES

Reducing Frequency by Grouping Messages

Giving customers control over such elements as message type, content, and frequency can help
elevate your email program to the highest levels of relationship marketing. When you allow your
customers to determine what they hear from you and how often, they are more inclined to remain
committed to receiving your messages.

This exercise seeks to suggest some grouping possibilities for your preferences page. Taking the results
from the Chapter 9 exercise, list each of the messages that fall under the following groups.

Promotional:

Transactional:

Informational:

Administrative:

Based on the information you constructed above, would it be possible to collapse (i.e. group some of
your messages together on a regular basis), thus reducing frequency?

16



Examine your Preferences
Do you use a Preferences page now? If so, consider the following:
1. Do you have a global opt-out on the page? (you should)
2. Do you take unsubscribe requests to this page? (you may want to)

3. Do you allow customers to select the frequency of the messages they receive? (See Chapter 11
for an extensive discussion of the pros and cons of this)

4. Do you have a large number of messages that are too many to effectively group by type? (Con-
sider grouping by information categories)

17
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Chapter 12

OPT-OUTS

How Does your Opt-Out Work?

Think of the email you send customers. What information does the recipient have to enter? Is an
account number and/or password required? In the blanks below, write out the steps required to opt-
out of your email. Use the information in chapter 12 to determine if you are placing too high of a
burden on the recipient.

1.

3.

(More than 3 steps? Is your process too complex?)

What Might go Wrong?

In thinking about your email, how resilient is your opt-out system? Check all the following that apply:

[0 My opt-out works even if the customer has auto-forwarded their mail (i.e., if the email was
originally sent to jane@college.edu, but she is reading the email from jane@work.com, does
the opt-out process still work?).

[0 My system can record and retain opt-outs even if the recipient is not on my house list (e.g.,
from lists you rent or borrow or have received from co-marketing arrangements).

[ If a recipient opts out of email from my company, that opt-out is communicated to all lists
throughout my company within 10 business days, including lists maintained by individuals
at my company (such as salespeople) that might send emails of a promotional nature.



Chapter 13

GOVERNANCE

Who is Sending Email at Your Company?

The first step in performing an Enterprise Email Assessment can be a simple grid like the one shown

below. Try this exercise with the emails sent from your own company. Don't forget to include

transactional-type messages (receipts, account alerts, etc.) as well as specialty emails, like surveys from

your market research group or region-specific sales pieces.

Group Marketing Marketing Customer Svc. [ Region Sales | Research
Email Sale Alert General Purchase Regional Survey
Newsletter Receipt Newsletter
Audience Sale Alert Newsletter Customers Large-scale Random
Subscribers Subscribers purchasing on | buyers in each | sample from
the website of six regions | past website
purchasers
Frequency One email per | Monthly One after Quarterly About every
major sale, purchase, one six weeks
except the when shipped,
annual sale additional if
where we send shipment is
two delayed
List Size 100,000 75,000 N/A Ranges from | 1,000 on
700-2,400 average
Annual pieces | 1,000,000 900,000 1,800,000 28,800 8,700

19

What Do Your Customers See?

Using the list you developed above, print out a copy of every email that a customer of your company
might have received in the last three months. Do these emails provide a unified, consistent image to
your customers? Ask yourself the following questions:

* Is there a consistent look-and-feel? Look for consistent colors, fonts and font sizes, appropriate us-
age of font styles, such as italics and ALL CAPS, and appropriate resolution in graphics.

e Is the company’s intellectual property (e.g., logos, company names, product names) used properly?

* Is there consistency and/or an obvious pattern to the names in the “from” field?

* Are customers addressed in a unified manner (Dear John, Dear Mr. Smith, etc.)?

* Is the opt-out process addressed consistently?



Chapter 14

ENTERPRISE POLICY

Grade your Policy Components

The list of the most common policy elements is below. Think of your own internal email policy in
terms of these components and give it a letter grade in each area. If your policy clearly covers the
topic, is up-to-date and has been disseminated to all relevant parties, give yourself an “A”. See the
expanded policy element definitions in Chapter 14 if you need more information.

Strategy: Determines the scope of what is covered under the policy, defines a common set
of terms and measurements used by the company, describes the governance body, establishes
rules around administration of Personally Identifiable Information.

Process and Execution: Delineates “owners” of each email (e.g., marketing owns the news-
letter), describes the approval process, sets forth approved providers that meet the company’s
qualifications.

Marketing Objectives: Sets targets for measurement and methods for testing, establishes
how and where recipients should reply to messages, describes how and when frequency stan-

dards should be applied.

Managing Permission: Establishes the level of permission required for various email types
(e.g., commercial vs. transactional), defines opt-out mechanisms, defines standards around
sharing of email lists.

Message Content: Determines standards for the “from” field, addresses look-and-feel and
“voice” of the message, defines the “boilerplate” language, determines what body types will be
used (e.g., HTML vs. text) and sets standards for use of advanced content like JavaScript and
rich media.

Infrastructure: Sets security requirements for data handling, determines technical processes
for reply handling and opt-outs.

Third-Party Data: Establishes list rental, append and co-registration guidelines, sets require-
ments for liabilities and service guarantees for third-party data providers.

20



Chapter 15

MANAGING LISTS ACROSS A COMPANY

How Many Lists?
A 2001 IMT study found that nearly a third of companies had twenty or more email lists. How
many lists does your company have? Fill in the lists and list owner (individual or department) in the

space below (use a separate sheet if necessary):

Lists List Owners

Mechanisms for List Sharing

Because email lacks the natural cost and expertise hurdles common to other marketing media, an
ad hoc approach to email list access may tempt marketers to continually overuse (and potentially
abuse) email-based customer communication. From your list above, pick the two or three lists with
the highest recipient overlap (i.e., the lists with the most recipients in common). Review the List
Sharing Mechanisms below and the information in Chapter 15 to decide which mechanism best
describes your current process for sharing lists, and which mechanism might be ideal for managing
customer communication to those lists in the future.

Current Mechanism ~ Optimal Mechanism
Marketing Calendar o o
Frequency Allocation
Pay-based
Merit-based

No Mechanism

21



Chapter 16

EMAIL DATA INTEGRATION

How Much Data?

As soon as a mailing has been delivered, the email delivery system will begin generating massive
amounts of raw data including click-throughs, opens, bounces, opt-outs, conversions, web page vis-
its, etc. To get an idea of just how much data can be generated by a single mailing, consider one of
your larger periodic mailings (e.g., a newsletter) and perform the following calculation:

Number of recipients (A)
Bounce rate (B)
Bounce retry rate (if unsure use 2.5) ©) A)xB)x(C)-=
Open rate D) A=xD) =
Click-through rate

As % of pieces sent (E) A)x(E)-=

Or As % of mail opened (E) A)xD)x(E) =

Add the right column to see the number of records generated by each mailing

(Note: Use aggregate (total) open and click rates here to capture individuals who open/click the mail
more than once, or if you don’t know that number, use your unique open rate times 1.5 and your
unique click-through rate times .33 times the number of tracked links in each email message)

When selecting an engine to record customer response data and perform analytics on the results, it is
important to remember the sheer amount of data generated by a single campaign and that it needs to
be sliced, diced and analyzed to provide useful feedback to the marketer.

22



Chapter 17

INSOURCE VERSUS OUTSOURCE

How Much Expertise do You Need?

Chapter 17 describes five key issues to consider when evaluating an insource versus outsource deci-
sion in email: Expertise, Data Security and Integration, Your Relationship with IT, Deliverability,

and Features.

Evaluating expertise requires two steps, and the first of these is understanding how much expertise

your email program needs. Evaluate your email programs on the following scales by marking an “X”
where you think your program is today, and marking an “O” (or use a different color) where you
think your program will be in 12 months. The farther to the right your answers are, the more exper-

tise you require to execute your email program well.

We send the same content to all recipients

We use dynamic content or automation to send

different content to different recipients

d
N

Our lists are small (<50,000)

1
|4

Our lists are large (>1,000,000)

4
N

We are well-versed in email marketing
laws and best practices

|
|4

We know only the basics about email
marketing laws and best practices

d
N

We get great results (opens/conversions)
from our use of email

1
|4

We don’t know if we are getting results
and aren’t sure what to do to improve

4
N

We have great discipline and know-how
when it comes to testing

|
|4

We don’t know how to test but think we
could benefit greatly from doing it

4
Al

We are satisfied with our list size and growth

1§
| 4

Our lists are too small and our attempts
to grow them have been unsuccessful

4
Al

We know and are comfortable with new technical
trends in email (e.g., the latest authentication and
reputation standards)

1§
| 4

We do not keep up with
technical trends in email

d
N

1
|4

23
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How to Infer a Provider’s Level of Expertise

The second step in evaluating expertise is being able to understand if an outsourced provider can
deliver the expertise you need, which can be tricky if you aren’t intimately familiar with the email
service provider industry. To get an approximation of a vendor’s expertise in email marketing, use

the following checklist:

Company Focus

When asked, does the company say email is their core business?

Does email marketing appear prominently on their website?

If they have a newsletter, does it contain tips and articles about email?
Are at least 50% of their recent press releases about email-related topics?

Publications and Conference Presentations

Does the company have white papers available on email marketing topics?

Are the white papers recent? (Look for at least 3 in the last 6-9 months.)

Are they understandable and well written?

Do the company’s executives regularly speak on the topic of email at major venues?

Client List
Ask the company to tell you about what some of their more sophisticated clients are doing.
Are they doing Level 2 and 3 work?
Subscribe to the email of some of the company’s clients. Do they appear to be following best
practices? Do opt-outs and preference centers work smoothly?

Expertise is just one of the dimensions to consider when making an insource versus outsource deci-
sion. For an in-depth look and case studies, see Chapter 17.



Chapter 18

BUILDING YOUR LISTS

As an email marketer, your house list is one of the most valuable assets you possess. But great lists
aren’t built in a day. List building takes time, and it requires integration with every one of your
endeavors, both online and offline. Lists can grow in many different ways, but they should all start
in the same place: at every significant touch point with your customers. Each of the list building
techniques below are described in Chapter 18 in greater detail. Which of these methods do you use?
For which lists? Which of these methods might you want to use in the future? Use the grid below to
outline a strategy for building your lists using customer touch points.

Key: v - Already Do Now O = Should Consider X = Would Not Consider

Name of List
(From Chapter 15 Exercise):

Gather opt-ins on your website
Rent lists

Append

Co-registration

Cross promotions

Viral marketing

Email change of address

Direct marketing

. Point of Sale

10. Customer service representatives

0N N R =

11. Product registration
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Chapter 19

DELIVERABILITY

Are you Blacklisted?

One of the shortest routes to deliverability problems is being blacklisted. One quick way of check-
ing to see if you are listed on one of the major blacklists is to check out a site called DNS Stuff
(www.dnsstuff.com). If you don’t know it already, examine the header of one of your company’s
most recent email marketing messages and find your originating IP address (usually listed a group of
numbers in the line beginning “Received From” that looks something like “69.2.200.183”). View-
ing headers varies with different email clients, so contact your I'T department or service provider if
you are unsure how to proceed. Go to the DNS Stuff website, find the box marked “Spam database
lookup,” enter the IP address and click “Lookup.”

The returning page might be a bit cryptic, but the service will highlight in red those blacklists that
list your IP. Be warned that this service comes with a lot of technical caveats, and having no red en-
tries in the list does not necessarily mean you are not on a blacklist somewhere, or weren’t on one last
week. It does, however, give you an idea of the number and variety of the blacklists out there and an
idea of where you stand.

Are you SPF Enabled?

There are a number of emerging email authentication standards designed to ensure that mail is
actually from who it purports to be from. Most of the spammer’s power thus far has stemmed from
anonymity. If a spammer attempts to send email from a fake address, these authentication schemes
will catch them and flag their email as spam.

Sender Policy Framework (SPF) is the first authentication scheme to be widely adopted. To see if
your email is SPF enabled, you can perform the following test. First you will need the originating
IP address that you found in the previous exercise. You will also need to find your Return-Path or
Envelope-From email address by looking again in the header of that same recent email marketing
message. Note that the email address you are looking for is frequently not the address that shows in
the “from” field of the message. If you find both a Return-Path and Envelope-From email address in
the header, use the Return-Path email address.

Armed with both the IP and the email address, return to the DNS Stuff website and go to the bot-
tom of the page and click on the “SPF Test” link. On the SPF Test page, enter the email address and
the IP address and click “Lookup.” Again, the resulting page might be cryptic, but look towards the
bottom of the results for a line that reads, “Results:”. If the result is PASS, your message is correctly
SPF enabled. If the result is UNKNOWN, you have no SPF record filed yet and should contact the
people who run your EMS to investigate getting one. If the result is FAIL, your system is set up for
SPE but the record does not match the IP you actually mail from—this is worse than having no SPF
record at all, and you should contact your EMS manager immediately.
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Afterword

Email is shifting from a simple mass media tactic into a savvy marketing and customer
communications channel. Or what author Bill Nussey describes as 7he Quiet Revolution in Email
Marketing.

In his widely acclaimed book, Nussey identifies ways companies can extend their brands and win the
customer loyalty battle through a process he describes as Customer Communication Management—
a long-term, overarching strategic view of email that companies must adopt to establish clear
enterprise policies and strategies—a necessary step to avoid email misuse and ultimate damage to
brand value.

With over a dozen case studies and actionable answers from leading brands (including CNN, Staples,
and The Bombay Company), this first-of-its-kind resource presents tested and proven solutions for
sophisticated, brand-sensitive marketers with its comprehensive look at how email is transforming
customer relationships throughout the enterprise.

The Quiet Revolution in Email Marketing is available on Amazon.com and BarnesandNoble.com.
Join the Revolution! Visit www.QuietRevolutionInEmail.com.

The Quiet Revolution website is dedicated to educating and building a community for marketers
facing the current challenge of leveraging email as a comprehensive customer communications
channel. Through a stable of resources—including the Customer Communication Management
toolkit (a book, free tutorial download and interactive test), as well as an ongoing blog—Bill Nussey
details his methods for transforming customer relationships throughout the enterprise.



