The Power of Email Marketing

Connect. Inform. Grow.
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Introduction

This presentation has three parts...

Connect, Inform, and Grow

= Connecting to build customer relationships
= Informing people who will buy in to your message
= Growing your business with targeted marketing
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Section 1: Connect
Email Marketing Basics

Connecting with your customers
Engaging in profitable customer communications
Using email for your marketing strategy
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Connect. Inform. Grow.
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Acquiring Customers

It Takes Time, Money, Energy & Effort...

On average, it takes 7 touches for a sale to occur.

= Some buy right away
m Others research and try

m Some show interest but
don't trust you
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Converting Leads to Customers

Communications Impact

One-time touch

Immediate Purchaser

Interested (Buy Later)
Not Now (Maybe Later)
No Interest

Ongoing Interaction

Immediate Purchase

Unlikely to Return

Immediate Purchaser
Interested (Buy Later)
Not Now (Maybe Later)

No Interest
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Immediate &
Follow-on Purchases

Capture Interests
& Communicate

Unlikely to Return




The Value of a Customer

You‘ve already paid for them

It's 6-7 times more expensive to gain
a customer than to retain a customer !

They spend more
Repeat customers spend 67 percent more
They are your referral engine

After 10 purchases, a customer has
already referred up to 7 people 2

Sources:
1. Harvard Business Review
2. Bain and Company, 2002
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Because almost everyone your business
needs to reach reads it:

m 91% of Internet users between the ages of
18 and 64 send or read email

= An even higher number of users ages 65 or
older do the same

m 147 million people across the country use
email, most use it every day.
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It's Cost-effective: Direct Mail vs. Email

m For the same response,
direct mail costs 20 TIMES

as much as email !

m Email ROI is the
highest when compared
to other internet

marketing mediums 2
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Email Marketing Is Not...

Junk email

nsolicited and unwc

an unknown sender

Dious opt-out (if any
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Email Marketing Is...

Delivering professional email
communications...

...to an interested audience...

...containing information they
find valuable.
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ADVENTURES

Multisport vacations

that leave the rest
of the herd behind!

Hola! q q

ol Spring Cleaning
Our season is in full swing in Baja, and we're excited to be Sale Ends in 2 Days
returning to Cape Cod, Holland and Death Yalley in the
coming months,

If wou haven't made vacation plans for 2006 and you've
been thinking of joining us, now is the time to book if you
want to save hundreds. We have just a few days left in our
Spring Cleaning Sale. Read on for more info on the sale
and our other news,

In This Issue

Spring Cleaning Sale Ends in 2 Days
Holland in the Spolight

Support the AIDS/LifeCycle Fundraising Ride
Parting Shot: Family Fun with Black Sheep

‘ Haolland is a picturesque land

of farms, canals, windmills &
castles. Its extensive
netwark of bike paths makes
for enjoyable car-free
pedaling amongst pastoral
and cultural beauty.

Each day you'll have your
choice of distance options to
bike between distinctively
Dutch cultural experiences.
Highlights include a wisit to a working windmill, a leisurely
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Using an Email Service Provider

Email Service Providers automate
best practices

m Provide easy-to-use templates
m Reinforce brand identity USTA Centeal Arizons

MNews & Events

= Email addressed to recipient T ——

UETA Central Arizona hopss pou find thesa cmal messagas

mifcmnatiog s deeful, Maase ues the "Forsard amal ek
Only Prason Racipes Genbor at tha boriom of this paga 10 rwite 2l of your fadlow bernis
Hursts Kia savsbenr playars, fare, and eribisiasts (o subscriss to o Ties a-
Aaistrakmn Onen reerwslatiar,

m Manage lists — adding new

subscribers, handling bounce- — T
backs, removing unsubscribes -' pirell 7\

b hiahd on S tober &6, 1

el o sl SO0 At Paceo Facguat [

= Improves email delivery, tracks e S,

Frudhomima &t (23]

results and obeys P
= r—————r—T—
the law

Frogecfed by Guld Koy Borgesd Ched pad TG

Former Grand Slam Champors snd TV Parsonaliies ke
arcd Wurphy JerseEn wil be Foldrg 8 specisl 2 day tennis
work=hop at Gold Key Rscguet Club in North Phoeni on
Saturdsy and Sunday, October 7 & 2, 2008, The workshop
wil be for pleger= of al shi leyels snd there will b
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Email Basics Checklist

Ask yourself before you begin email marketing...

m Do repeat and referral customers help your business?
= Do you have a plan for delivering multiple communications?

m Is your audience interested in your message?
Is it valuable to them?

m Can you make your emails look professional and reflect
your brand?

= Do you have an Email Service Provider to help manage
your strategy?
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Section 1: Connect
Building a Quality Email List

The benefits of a permission-based marketing
Building a valuable contact list
Keeping your list current
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Save up to S50 Year On Your Current Insurance Nesds,

WHY PAY MORE For Tha Sama Insuranda.

GO HERE TO SAVE
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Connect. Inform. Grow.
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Making the Connection

Build Your List Where You Connect!

Service or Events

Sales Calls and Meetings  Email Signature In-store Guest Book Website Signup

Ron Cates
Eegional Development Director
Constant Contact

emait ||

L Join Our Email List J

Subscribe to Ron's
Newsletter!

1
i
1
i

Customer & Prospect
Database
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Collecting Information and Permission

m Include your logo e, :
and brand identity. ... =

1/ S
e - unset
| R e Travel

m Describe your email S :
Content and hOW Often ................ 5* mﬂgrm%ﬁ;mm u—ulmmmnmmtmm'
you’ll be sending

------------------------------------------------------------------------

---------------------------------------------------------------------

= Ask about your P o o i e S Yur Wt

................
......... |.; Piease selpat the areas alinfmst & 2 Flease provide yourinformarion hees. kemes mpsd wih an ™

customers’ interests F o st g e e

........................ Hi— —
to stay relevant el —i
""F";u;l:.;;;:ﬁ:'ﬂ D Doyouper e wwhdmemse? [ |l

= Ask for additional s
contact information "
wodid iy no recedve taus only amal cpmpalgrs
when necessary | | |

---------------------------------------------

Sunged Trevm| s 2] Sadelegabiga ribe® which giareniaess e psyrmen e eemownl af voursepl] sdoass
o the S s Trawed i

Wizle: in apch mrpl] pou) recedae, thane w4l be o Ink io ursfei ba orchangs yr prass ofinkems| Yoir
DrixBcy i imporeni i Uy - please read ourEmal Priscy Polioy
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Sending a Welcome Email

LIGHTGROUP

EREATIVE MEDIA BOLUTIONS

---------------------------------------------------

_ —Welcome to the Email Community
= Personalize

your message

Welcome to the LIGHTGROUFP email community. Please add emails@thelightgroup.com to your

m REI nfo rce email program's address book to help ensure delivery.
____________ Privacy is impeortant to us; therefore, we will not sell, rent, or give your name or address to
pel‘m |SS|On a nd fee '5- anycne. At any point, you can select the Update Profile link at the bottom of every email to
B unsubscribe, or to receive less or more information. H

ability to change
preferences

Thanks again for joining the email community. If you have any guestions or comments, feet
free to contact us, .

---------------------------------------------------------------------------------------------

Sincerely,
John Evans
LIGHTGROUP

Copyright © 2008 Constant Contact, Inc. 19



Confirming Permission

= Include your ...
logo and brand

identity o

E_ConFrm Your Subscription

lllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllllll

m Ask for explicit™ ... ,
confirmation

= Includea e »
confirmation :

link

Copyright © 2008 Constant Contact, Inc.

-----------------------------------------------------------------------------------------

Confirm Subscription

------------------------------------------------------------------
-----------------------------------------------------------------------------------------------

Response Necessary to Complete Subscription _

Please confirm your subscription to Sunset Travel by clicking the link below or
replying to this email. .

---------------------------------------------------------------------------------------

We ask for your confirmation to protect you from receiving unwanted email. If you
do not respond, your email address will NOT be added to this list.

Thank you,
Sunset Travel
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Using a Permission Reminder

U NN NI NN NN NN NI NN NN NN EE NN NN NN NEEN NN NN NN NN NN NN NN N NN NN N NN N NN N NEENNEENNEEENEENNEEEEEEEN
D

=
nmmma?

Y¥ou are receiving this email from Doylestown Bookshop because you subscribed to our Loyal Customer

Club. To ensure that you continue to receive emails from us, add doylestownbooks@aol.com to your
address book today.

You may unsubscribe if you no longer wish to receive our emails.

Copyright © 2008 Constant Contact, Inc. 21



Keeping Your List Current

= Include your

Iogo and brand --........... :. ............................................ .,
. . T :
Identlty E hlt.i.G'n\Ir_:i-n!:nGu 19.!1'!0"8

This email is sent quarterly to remind you that you are subseribed to the LIGHTGROUP Email

i i ‘___.y Commumnity. We trust that you are enjoving our emails! Please take 2 moment to u mtemmmﬁle )
- PrOVIde d Ilnk SO NPT L : | with any changes to your email address, interests, or other contact information.

Su bsc rl be IS can Remember that we will not share your information with anyone outside of the LIGHTGROUP.
H If you would like to offer suggestions fof ways to improve any of our email communications we would
u pd ate CcoO nta Ct I nfo wvalue your thoughts and ask that vou please take our brief subscription survey. :

3 &
Thanks again for your subs en]:hon We look forward to an opportunity of asslsimg vou with any
future c:reatuaﬁ.mecﬁh solutions.

e
P}
s
Py}
Pl

m Ask for feedback

Copyright © 2008 Constant Contact, Inc. 22



List Building and Permission Checklist

Ask yourself as you build your list...

Are you collecting contact information at every
customer touch point?

Are you asking for permission as well as contact
information?

Are you clearly describing your email frequency and
content?

Are you sending a welcome email or a confirmation
email?

Are you using permission and subscription reminders
to stay current?

Copyright © 2008 Constant Contact, Inc. 23



Section 2: Inform
Creating Valuable Email Content

Determining what is valuable to your audience
Choosing an effective email format
Deciding what day and time to send

Copyright © 2008 Constant Contact Inc.



The Basics of Valuable Email Content

Getting Acguainted
What You Meed fo Kagw Mow ADout
MNew Pupgies and. roung Kids

.E ‘Whether you're planning 0 brkag n
Sl s popoy home to the femily o yoo
U8 wre nirnody ® proud geapoy parent,

ol TR papery BT B only o wino
nesch aome basic trolning to make mure yosd oo all play el
mgether

Pugpies are pruone o piay bibeg, fuoging, jumging, digging,
chawtng, snd sealing yoor chid'n fogs, One of the Dest ways m
gt sharted wibth Inbrodocticerm i o creabe A apecad sren 0 your
foene for pappy e,

B Migre pn Qujr Wi\ be

Links to Puppy Resources

Folirm TeiE N PkE 00 1 BE SEON WIONTODMS B8 Fr i [T fingig & s iy
0 el iy 1R R
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eI 1o

1 Announcements
) New Messages
= [ Newsletters
[ Furry Family
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Content Has to Meet Your Objectives

“I want to...”

m Promote
m Motivate purchases

LivingOrder

time - data - paper - Space

m Increase event attendance

m Inform
= Inform potential customers
m Differentiate my business

butay individual whe wants guck results. Bt
hour

= Relate
m Increase loyalty

Cal us for detads and schedubng-- 512-301-2470 n Austmy
=l 210-552-4950 in San Mmhalhwukmﬁm
snechtrq..unrnp-umu nager,

amEuEnp. =

m Encourage more referrals
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wehen 1 speak T abways tel my

- that if they could remember

pmk one thing about g=tbng organiced,
=hwcusid re T this: BE

DECISIVE

Chutter, vour dask o on

o kitchon tabke, aimest

Fapresancs dm:mmn that hava ret

Boon made. Havo e avar haand

Wl Gy [ wa pul: it hare FOR

FOMW?™ Wall, That b st deecision woau ane puktng of T for
latar. smuuﬂ-,numwlt Wy ? Whans chould o put ey
Do wou naad o kesp it at @17

How long does it taks you o pck ot 3 mofmm ar
L e

Usually indenidvanacs s based i fear, cnca it oftan maans
o are afrakd of makisd "Tha Wrord Chodica.” ‘What is the
worst thing that could happan? Make a decision this waak
to work on pour deciduanacs. o'l B battor argardecd
arvd sawe tima for athar things. [ think. [ am pretty sera. )

Chedy prticie came froos Lories Clhyties Deet Bleg., wo
can gut theses ppsty dellvared vin e mal, Clich heare 1o
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Constant Contact’

Connect. Inform. Grow:
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Coming Up With Valuable Email Content

Share your expertise

Use facts & testimonials
Give guidance & directions
Offer discounts & coupons
Exclusivity & VIP status
Hold contests & giveaways*
Acknowledge your audience

* Check applicable regulations before deciding
to hold a contest or giveaway

Copyright © 2008 Constant Contact, Inc.
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Keeping Email Content Concise

Host large bodies of content...

= On your website

Colorado Ratting Trip
] In a PDF docu ment Cur Sunset Travel Adventure Group is
gearing up for the second annual rver rafting
i P trip. It is scheduled for August 23 - August
= In d Ionger arCh|Ved Version 27th, starting at the base of Glan Canyon

Dam in beautiful Colorada, There arae still six
spaces left for anyone interested in joining the group.

Complete packages start at 33959 with flights fra Mew York and

Email only essential information Bloston

m Use bullets or summaries m

= Link directly to the information
m Give instructions if necessary

ck out this Cruise vacation for the kids and for you! This four family
includes two babysittersichaperones to help out with the kids.
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Determine Appropriate Format

Newsletters

= Frequency: Regular i.e. monthly / weekly
= Lots of educational content (typically non-promotional)
m Use bullets, summarize information, be concise

Promotions / Invitations / Surveys

= Frequency: Depends on your business and sales cycle
= Focus on promotion / limited content
= Use content to invite click-through or other action

Announcements

= Frequency: Event-driven
m Press releases, holiday greetings, thank you cards...
m Use content to build deeper relationships

Copyright © 2008 Constant Contact, Inc. 30



Branding Emails Consistently

Use different formats and similar designs...

Include your logo

Use consistent colors

Use meaningful graphics

Avoid drastic changes I T —

@ LIGHTEROUE

Arker
bt b 5 g B gl b D
E-FH oy mbn;lrl-ulhwrm-imr"l’

" e i e i

P ) el v i

@ usHTeROUR

Apcamyrare: Spmvrear

L e g D 1 —g s ) —
e, I LT B[R R e e T
¥
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Calling Your Audience to Action

Calls to Action Include...

m Links to click on

= Information to print out

m Phone numbers to call

m Instructions for reading the email
m Instructions for saving the email

Describe the Immediate Benefits...

= What's in it for your audience?
= Why should they do it now?

Copyright © 2008 Constant Contact, Inc.
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Frequency & Delivery Time

How often to send

m Create a master schedule
= Include frequency in online sign-up “Monthly Newsletter”
m Keep content concise and relevant to planned frequency

When to send

= When is your audience most likely to read it?
m Day of week (Tuesday & Wednesday)
m Time of day (10am to 3pm)
m Test for timing
m Divide your list into equal parts
m Send at different times and compare results

Maximum impact with minimum intrusion

Copyright © 2008 Constant Contact, Inc.




Email Content Checklist

Ask yourself as you create content...

m Are you trying to promote, inform, or relate?
m What is your audience interested in?

m Is your email format branded and supportive of
your message?

= Is your email concise and does it include a strong
call to action?

m Does your content match your frequency and
timing?

Copyright © 2008 Constant Contact, Inc.
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Agenda 15:00

15-Minute Break




Section 2: Inform
Getting Email Delivered and Read

Email filters and other delivery challenges
Creating email from and subject lines
Using technology to deliver your email
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Is Your Email Fabulous or Filtered?

adh s, San
L]
.

Deliverability Issues:

Image Blocking
Individual Filters
Challenge Responses
Bouncing

Blocking

Block-listing
Friends-listing
Reputation

Sender Authentication

Copyright © 2008 Constant Contact, Inc.

el

— ESP
R // ,,,,,, \ \

- ,
~ | Email Authenticated

ao>/ msn }ahoo \other ISPs

- / ,,,,,,,,,,,,,,,,,,,, —— oo Vo 2

Filtering & Blocking (Avg 81% delivered — CC

97%* *)

/ .............................. f .................................. l ....................... x .......... :

oo

** Return Path verified
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Image Blocking

Images must be enabled
by most users.

Default setting is manual —
unlikely to change.

m Use image descriptions
= Avoid tall top-bar images
= Avoid image-only messages
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Dgar John, March 2008
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road 1o grast snsysis Starms & e very beginning af

{hs process wen tisidng a quality suney, which Usa apan-anded
inscluidas Being Clear an yaur cijectve, agking Me right guestions o at the
muEsEanE, and misch mare. il arcwes Sed

I this Essue of Hints & ﬁummsw's. ﬁl Lessons Trom 3 b “'
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Email Filtering, Bouncing, & Blocking

Filtering

m Sorts email to a folder, i.e. ‘junk’
m Based on content or origin

Blocking, Bouncing

m Returns email to sender
m Based on criteria or condition

Copyright © 2008 Constant Contact, Inc.
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Scanning Your Emails Before Sending

» Global Colors & Fonts 1ilf
b Advanced Features s
| Table of Contents Block
Rl - =l
Newslet
Anti-Spam Check Close
Your Score:  0.0(Scores of 5 or higher are likely to be blocked)
Result: Low - Your email should not be affected by spam filters.

Copyright © 2008 Constant Contact, Inc. 40



Reputation and Authentication

Reputation

m Meet professional standards
m Low number of spam complaints

Authentication

m Verifies identity of sender

m No authentication = increased
filtering/blocking

Copyright © 2008 Constant Contact, Inc.




Getting Email Opened

The “From” line

= Use a name your audience
recognizes

m Include your organization
name or brand

m Refer to your business in
the same way your
audience does

Be consistent

----------------------------
*

V40 g|From

4 () John Evans

“  Nangy Hyde

2~y () Eduardo Chavez :

| [iate: Wednesday

Re: speaker notes
RE: what's up?
RE: presentation attached

i~y Pratt, Stephen

15 Warken; Dhakir "

RE: management training

-Ennﬁtant- Contact Caras#ltids 1

Copyright © 2008 Constant Contact, Inc.
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Getting Email Opened

The “From” line — use a familiar email address

Some email
programs
display From
name + email

B BPLF YP Bonus Event - Message (HTML)

EBX

From:  The BPLF Young Professionals [yp@bplf.com] Sent: Fri 5/18/2007 11:14 AM
ok
Sy _

Some email ™ ® e 8§ ©w &2 = | & o= 4 p
Reply  Reply Al  Forward  Delete  Acton™  Move™  KeepAsNew  ReportSpam  Print  Previous | MNext
prog ra m S Free Unlimited Storege st ADL Pictures

This message hes been scanned for known viroses,

display only
From email

Subject: Congtant Contact AZ Mew Blogging Seminar
Date: Wed, 1 Mov 2006 6:24 Fi
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Getting Email Opened

The “Subject” Line

m Keep it short and simple

m 30-40 characters including spaces
(5-8 words)

= Incorporate the immediate benefit
of opening the email

m Capitalize and punctuate carefully

= Avoid copying the techniques
inherent in spam emails.

,¢|D0 g|From

.4 () John Evans

4 Nancy Hyde
(-4 @ Eduarde Chavez :

] Date: Wednesday

Re: speaker notes
RE: what's up?
RE: presentation attached

.4 Pratt, Stephen :
. Warren, Dhakir

RE: management training
‘Constant Contact Cares4Kids '

* *
-----------------------------------

Copyright © 2008 Constant Contact, Inc.
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Avoiding “"Spam-speak”

X The words: free, guarantee, spam, credit card et
X ALL CAPITAL LETTERS

X Excessive punctuation !!!, ??2?

X Excessive use of “click here”

X $$, and other symbols

X No “From:” address

X Misleading subject lines

Example: Typical spam “"From” and “Subject” lines

Junk E-mail

o[ g|From ‘Subject |Received T [size

-] DanKeyes Cash credit / Home credit Sat 9/9/2006 3:1... 1KB
-] acrylate How to be irresistible to the opposite sex 4179-4 Sat 9/9,/2006 3:0... 1KB

14 Louella FRISTAT RVNINT NAPIINT Fri 9/6/2006 10:2... 3KB
-] Andres Alexan... Hey youl Fri 9/8/2006 3:08 ... 697 B
=] il wvendor. actual ~~..~Guaranteed Instant Approvall..l Fri.'El,:-“B,.l“Zl]l]E-3241 v 2KB
-1 bosonic Increase sexual satisfactionsil 7344 Fri9/8/2006 1:51 ... 11 KB

Copyright © 2008 Constant Contact, Inc. 45



Email Delivery Checklist

Ask yourself before you send your message...

m Are your images working together with text to identify
your email?

= Are you avoiding spam-like content in your emails?
m Is your Email Service Provider authenticating your email?

m Is your From line familiar and are you using a familiar
email address?

m Does your Subject line include the immediate benefits of
your email?

Copyright © 2008 Constant Contact, Inc. 46



Section 3: Grow
Increasing Email Click-Through
and Response Rates

Tracking and improving email delivery
Increasing opens, clicks, and forwards
Reducing unsubscribe requests

-4
-/ 4 ’
&
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How Tracking Works

Email ESP Tracking Code Interaction

Emails
Show | 10 [» | Emails | &0
: Spam Opt-
Date Sent » Email name - Sent Bounces Reports outs Opens Clicks Forwards .
132007 Marie Olen Event 26 27.8% ] 0 615% 81.2% 31.2% ﬁ
: (10} asy  (13) (3) i

Copyright © 2008 Constant Contact, Inc. 48



Understanding Bounced and Blocked Email

“Hard Bounce”

= Permanent condition \\ ! / J Sunset
= Email address '—“TI'EWEI

non-existent Great Destinations

= Misspelled/no longer Newsletter
in use

s ,ut there's
& warm weather and

“Soft Bounce”

E Mol start up again. Check out the
! f great deals in this newsletter, or visit our

i wibsite for more vacation savings!

1

m Could be temporary

= Server was down
Quick Links

| Ma|IbOX IS fU” Register Mow .
Last Manth's Newsletter Cur Sunget Travel Adventure Group is

H Related Topics gearing up for the second annual river rafting

= Email was blocked Our Sponscrs trip. It 5 scheduled for August 23 - August
Additional Services 27th, starting at the base of Glen Canyon
Ware Ahout Us o ng in hea_ultiﬁ.]l lClqura!dD. There are still six

Colorado Hatting Trip
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Sorting Through Bounce and Block Code

Bounce Scenario
With No Reporting

m Undeliverable email
is returned to the--....
sender’s inbox

m Code explains
the reason for
the bounce

| ) inbax
R pr—r
24 v ol 1

Jul-uz nu.nl-.;

Eeind P | 1147
ol s (8
(51
-"j.:u-::,r-
i
ght—

i l] Sowrrt ok

| S e i

by " irleind itene pio
"l iy,

2 et "t
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Hi. This is the gmail-send program at sample.com.
I'm afraid | wasn't able to deliver your message to the
following addresses.
This is a permanent error; I've given up. Sorry it didn't
work out.
+<address@domain.com>: :
- 38.97.74.8 does not like recipient.
- Remote host said: 550 5.1.1 < address@domain.com >: =
: Recipient address rejected: User unknown in relay
- recipient table
= Giving up on 38.97.74.8.

.
.
u
=

--- Below this line is a copy of the message.

Return-Path: < address@domain.com >

: Received: (gmail 54392 invoked by uid 60001); 12 May

- 2008 19:10:59 -0000

DomainKey-Signature: a=rsa-sha1; g=dns; c=nofws;

. s=s1024; d=yahoo.com;

: h=X-YMail-OSG:Received:X-Mailer:Date:From:Reply-
“ To: Subject:To:MIME-Version:Content-Type:Message-ID;

: b= K7uookssmHhscqp/dleekdIHwE203kthYNWOyTQq
20ypUVSeGGxNRrAKhhWzJtaThHNoHgHjgjv71 rpDXHO'E
o Hi w0PE/Dn8JMran81o1v22+FGJ7K0dQpUzSBkC|GEWJY

'mlUf9bJCbU9n5TICq5mBeQ7MmN+DKrTerpv8bA—

by oy i i - it -
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Utilizing Bounce and Block Reporting

Bounce Scenario With Automated Reporting

m Undeliverable email is returned to the Email Service Provider
m Bounce information fed into one simple report

Emails
t Show 10 ¥ Emails | 60 |
<
: ---------------- -q“-“ m_
Date Sent » Email name Sent Bounces Reports outs Opens Clicks Forwards
132007 Marie Olen Event :ﬁ 27.8% 0 0 B615% 81.2% 31.2% &
: am (a8 (13) (5)

-------------------
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Dealing with Bounced & Blocked Email

Non-existent address

m Check for obvious
misspellings

= Try to obtain a new
address

Undeliverable/mailbox full/
email blocked

m Try re-sending later

m Correct temporary issues

m Obtain a new address if a
recurring issue is present

Copyright © 2008 Constant Contact, Inc.

Contacts : Manage Bounces

ay bounced email addresses (emails that have been returned without delivery), select an email from the list below. For
sentless than 90 days ago, you can view, export, refresh or remaove bounced email addresses fram your list. To remave
acts from the bounced categories, check the bowx(es) next to the categaory name and click the remave button.

Select an Email

Email: | Decamber Mewsletier - 121 006 B

0 Bounce Category Bounce Count
[] Mor-esistentaddress

[] Yndeliverable %

5
i
Mailbo Full N 0
Yacation/Auto Reply il
1
i

O
O
0 other
] Blocked (mare info)

| Exporé| | Remove | | Refresh |
d

-----------------------
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Understanding "Open” Rates

Open tracking indicates [Hints & Tips Online Surveys] 12 “dos” for winning surveys
. . .--\. Constant Contact [tipsi@constanicontact.com]

level of interaction, not e e

delivery... e e =

'm..:rnmwhg th.ht:&Tpa rnw.:lar.l:nr hm::uu ,-uuslg--ndl.q:fufltunm
wiakeiiba. Plaags confinm your continuad intarest in racaiving emal from we.

= An image imbedded in Vet iy Ut Bacina I vt eeger with 2 recae eur amats.
the email was enabled
by the recipient

m A link with imbedded ey

trackmg Code Was .......... Survay data is S0 axciting? Realy, ite Iyt

. canducled an pnime sumvey, than you kmow whad | :
ClleEd e Thess = nathing lie wetching those responses |
roma i tma, by one (refresh, refresh) and discavaring

wihet Ihe gesopie o wpar sl are réaly hanking

B8 SrvEyng, memﬂslapml:mm'zemefﬂmﬁ. " B reasons you shoukd
MUEHHMywcmbammdimacﬁmmThB“ send & suney :
rea 1o great enelysis Stens & tha very beginning of

1he process wish bisldng a quelity suney, which i ks apan-anded
includas Deing clear an yowr objackue, ask.lngmarlm mﬂﬂ
mueshons, and mech mare: :

I Mg Esue of Hintg & Ordine 5
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Analyzing "Open” Rates

Use open tracking to spot trends

= Open rates trending down

m Fewer subscribers are
enabling images

m Fewer subscribers are
clicking links

m Steady open rates

= Assume email is being
received

m Check your ESP’s
average delivery rate

Copyright © 2008 Constant Contact, Inc.

Medecomn | Qailohs
AR X
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Thig repar sosws iy commacsim metcs aswal az e resils ot smals (oo Femoved emslis are sschoed fomhe meiice sod he e To vire dajaie
ot osaras, apsine, @ RE kT pne of esarik, iekoan e Enkad Loint N
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Qe Senl & Cpmpaign nams Sl Bounces Reporis Sty Opens  Oicks Formerds
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Understanding Click-Through Rates

A click-through happens when
your subscriber clicks a link to...

by Thyim b Dear Charlotte,
Inta 1he Wiy - and Welrome to the Valentines and

Visit your website oo L T L

Exchme Couponz & month, howatout epresing

Spaninl {fers your iree Aor your aporse; §
Tri_m of Chr Nabonnl spmcial friend, or your whals

[ |
= Download a file o i [
m Take an online survey
= Send you an email I
Jaunk makes a fabubs

Concoed, HH, there are plenty arawnd
Clicks are tracked by inserting e
special HTML tracking code in b it e

omputer Hoandyman anthgis and spectalty sharas sleng Waka: Struat i Stalngton o

- # Chillmn's Technology the Mpeetic Saaport Mg and the Fantasti Umbeolla Fackany,
Workzhop therei plinty In this anaa Tor all agas, avan 1 Hie weathers wat
| + ke § Europem oo P
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Capitalizing on Click-Through

Use click tracking to determine...

m Audience interests

m Clicks tell you what
topics were interesting

m Save clickers in an interest
list for targeted follow up

m Goal achievement

m Use links to drive traffic
toward conversion

m Compare clicks to
conversions and improve
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WEmMNR- | Cmale: | Fepy Bamspondes | Aphve: | Bamesy | -Eaptors
Emails : Reparts

Medacomn | Qailohs

T et vty

S
This repar shows sy comparsim metics acwal ache resulls ofwr smsls foorie. Famosd emsi iz are sscboag fombhe mekice sod he repoet. To vees gabie
o Boandas, opdied, p ke ph e of sk, iBekan fe Enkad count -

I B e Yoy 0

S |
Brew | 10 o] Erage B8
.........

Spam  Opt- 5

.
Date Sent » Email name Sent Bounces Reports outs Open5 Clicks Férwards
.

ArzznoT Mewy Product Preview a u] i) 0 100.0% u] E u] e
i) .
1202252006 Custormer Dinner [nvitation 47 .0% 0 15% 340% 33% E 1] e
43 M3 2T @ -
1292006 Custormer Lunch Invitation 2 523 36% 0 0.2% 399% 129% E 0.5% e
k) oy @0 @8 - 1
1202006 Septermber 18 Mewsletter 172 3.8% 0 1.2% 482% 162% E 1] G
(B @ @moan -
1212006 Customer Dinner Invitation 353 4.8% il 0 448% 192% E 0 e
(161 st (29 -
11/28/2006  Thank You Campaion 356 8.1% 0 08% 495% 11.1% 06% 4%
(293 @3 (En (8 - 4B}
H .
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An unsubscribe request happens
when your subscriber no longer
wants to receive your emails. Leisurely Summer Lawn Games

All e Under £100!

Horseshoe Set

Bocce Set

Dear Gina,

Offer you r Su bscri be rS e-GiftMarketplace.cam is wour online

resource for outdoor enthusiasts of

perma nent “St removal all ages. we've filled our warehouse

with all kinds of backyard games to
help wou create the perfect setting

Best praCtlce IS automatic far an afternoon of family fun.

We carry the largest selection of

removal with an unsubscribe [wnasmes on the web. There's [ it seo = ame thoze | covpust geo —olan s

something for everyone, 4nd, just for hesve-he. our own backaraund.
|in k our walued subscribers, we'll give wou

Badminton Set

1

FREE SHIPPING on all orders made by Croquet Set
the end of July. So don't delay, come N
visit us today!

] Safelnsubscribe® :
This email was sent to jarmnold@constantcontact.com by tips@constantcontact com

Update Profile/Email Address | Instant removal with Safelnsubscribe™ | Privacy Policy.

I I ame of croquet, backyard pastime,

&] Safelnsubscribe® y
This email was sent to jarmoldi@constantcontact. com by tips@constantcontact com :
Update Profile/Email Address | Instant removal with Safellnsubscribe™ | Privacy Policy.
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Reducing Unsubscribe Requests

Why do people unsubscribe?

L Over_commu n |Cat|0n § You have successfully unsubscribed

] Irrelevant content E Thank you - We have received your unsubscribe request and have removed

u Poor ta rgeting : jarnold@constantcontact.com from our list.

 We are sorry to See you go!

Enable your audlence E Please take a moment to tell us why you chose to unsubscribe. (optional)
to leave comments '
when unsubscribing
from your list!

. 150 characters remaining
[ ]

L]
L]
Ml Submit
L]

Copyright © 2008 Constant Contact, Inc.
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Understanding Email Forwarding

Providing a forward link in
your emails helps to...

“N [Hris & Tgn Orim Barviye) Enploing surstios tpoes and polinsg
PRI Sonl Y et R O TH - rlee | e urn) £ Dbt O ond et Curket Pesnanila
e e —

T & (R Pl SRS B o ) S S AR
= l

Ty mmn il T B e e

m Identify people who

forward your emails il e e

---------------

.

= Format your forwarded i e

emails correctly |
= Enable the people who Dear Important Colleague,

L ]

-----------

----------------------

receive your forwarded ﬂgﬁﬁﬁgﬁlﬁfmﬁﬂﬂﬁmf‘i‘”@?‘;’;i?u"‘if?f{n{
email to jOi n you r email ﬁ;’:ﬁﬁ:ﬁ?;;c?m added to any smail liasts, 1F you roclonger wish o recsive Hheae
list
Hmw rivjc Surveys n-*ﬁ
Daar Jahe, Bleny'June 3008
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Encouraging and Rewarding Email Forwards

Use your forward report to...

= Thank people who forward e o on
your emails smickovich@constantcontaci com

astern@roving.com

m Learn about the value of your — msseemen

khebschi@constantcontact. com

ema iI Content gbarsoum@constantcontact. com
dbrissendeni@constantcontact.com
dbrissendeni@constantcontact.com

Help your audience spread g
the word. Ask them to —
forward your email

Copyright © 2008 Constant Contact, Inc.

HOFQFQFQFQFH QR QR

-------------------
““““

i 1312007 12:37 PMEST
S /302007 1237 PMEST
1312007 11:36 AMEST -
D 1/3/2007 11:36 AM EST
§ 11302007 11:30 Al EST
S 11312007 1129 AMEST
L 4/3/2007 11:27 AM EST
1/3/2007 11:27 AMEST
11342007 11:26 AWEST

. >
----------------------
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Email Tracking and Response Checklist

Ask yourself after you send...

m Are there any bounced or blocked emails that require
attention?

= Is your open rate trending upward or downward?

m Did your audience take action on your email by clicking
through or forwarding your email? What were they
interested in?

= Did anyone unsubscribe from your list? Did they give you
feedback?

= Did you identify any areas for improvement so your next
email is more targeted and more effective?
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]

Constant Contact’

Connect. Inform. Grow:

Just getting started?

et Pl o i -0 7 04 0 urEATH L LR TIT

m Start building your list

m Learn how to create an email Look what you can do today!
. . With Ermnail Marketing & Online Surveys.
= Sign up for a free trial S

i, an prom| et |mion, an golne sy, o il gne emai st

Ready to learn more? Gnrom o it Gl o 3 Lﬂ
L

Emad Markrtog and (ko Sy from Constant Contact make il easy'and
afordabre for you to connect wih your ustomerE g members.

m Attend an in-depth seminar

= Read Email Marketing for Dummies | BEMliy JEERiiis —
m Visit the Constant Contact learning speakiio! Listen ! .
Center ll-illhfllﬁluﬂ-“@:\.'lc‘l:llui:\-“ﬂ.:tﬂ mmwﬂmhm Bedik .J. r;ltll'“ .__
Want to expand your expertise? W miium || Geewesmw SE
: I 5 . anindy finsis B Tias newsiar
= Join Constant Contact’s online RRi e, Rmmerirere | | Mot
community T .
- '; Liuﬂnﬂm1 mdm ewwwar s ool e
= Get trained in email marketing best e e st
practices through Constant Contact i sk -
UniverSity ERUT U | Eateiy | ey Tie Prngieny | Py Taey L Ciygpetivm ? 156006 0404
. Copard g 413 ¥300-2008 Corslun] Conbast. oo, Bl dghh mowrssd. ™ rain s 1o |
= Sponsor a non-profit through e 5 i e o o
Cares4Kids.com
ConstantContact.com
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Thank You!

Please fill out an evaluation and
leave it on your seat.
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