Best Triggered Email or Autoresponder Series
Honorable Mention B2C
Dortmund Airport — “Database Eraser” Reactivation Campaign

Brand/Client Side Team:
Tim Elsdorfer

Vendors/Agencies:
Rabbit eMarketing

MarketingSherpa Summary - Why They Won:

Reactivation is a vital part of email marketing, and one that is usually overlooked. The team from
Dortmund Airport wanted to improve the quality of their email list, which was recording low clicks
and opens, and high campaign costs. They created a three-message subscriber re-activation campaign
that targeted subscribers who had not engaged with an email in the previous three months. The emails
used a combination of newsletter content and a contest entry offer (to win a sightseeing flight over
Dortmund airport). They also mixed HTML and plain-text emails to ensure subscribers would be able
to see the offers.

The result: 13% of those targeted by the campaign were re-activated on the main list. The rest were
cleansed from the list, lifting opens and clicks significantly.

From Their Nomination Form:

Average open rates for the newsletter after the reactivation campaign were 35.5%, an increase of
some 150% over average open rates before the reactivation campaign. CTR also rose significantly.
Average CTR after the campaign was 12.4%, or double the typical CTR before the reactivation
campaign.
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Campaign goals
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© The reactivation campaign was designed to
improve the quality of the Dortmund Airport Target segment:
end-user e-newsletter list.

Addresses older than

© Existing addresses were a mix of relatively old 3 months

addresses, addresses gathered via sweepstakes
or list rental, and higher-quality addresses
collected through more organic opt-in
campaigns. As a result, open and clicks rates
were lower than average and campaign costs
were disproportionally high.

No opens in previous
3 months

© The aim of the reactivation campaign was to
clean the list of bad addresses, lift open and
click rates significantly and lower sending costs.
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Why is this campaign special?

ficht korrekd angezeigt wird, iicken Sie bite higt

Fals Gese Nachricht

Dortmund Airport m

The reactivation campaign was carried
out in three stages.

The first reactivation email featured
the two most popular articles from
the last newsletter, plus the
opportunity to participate in a prize
draw.

This email was sent out one week

after distribution of the standard
newsletter.

Leinen Los Leinenlos
Gewinnen Sie eine Mittelmeer-Kreuzfahrt fur 2 &bnortmund'

germanwinNgs

2 Kicken S hier und beantworten Sie unsere
Gewinnspieiirage

Gewinnen Sie eine Reise mit AIDAvita
und stechen Sie vom 23.-30.0ktober in See!

Auf groGe Fahrt m Metelmeer — jotzt gewinnen

Ab sofort

Winterfliige buchbar

2 Jetzt schon Fiige ab November buchen und sparen

Noch Platze frei

Hinter den Kulissen des Flughafens

2 Jetzt oniina ran Pty bai dar Flughaten.Fuhrung
gicham,

Restplatz dbei der Fughafen-Fihrung buchen

Heineich & Co. Rotsetioeo §

Pauschalangebote
ab Dortmund Alrport

b Team
vom Dortmund Airport

Leinen Los

Gewinnan Sie eine Mittelmeer.Krouzfahrt fur 2

Noch Platze fre; T e

Hinter g,
len Kulissen
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ghatens




Why is this campaign special?
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14 days later, a second email was sent
out. This was a postcard-style email
which only featured the prize draw.

The third and final reactivation email
was sent out another fourteen days
later. This featured the prize draw
again.

The email used a plain text format to
ensure the content also reached
those who might not be able to
display HTML email.

Dortmund Airport El [ Fiug suchen...
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Subscribers had the chance to win
one of two scenic flights around

Dortmund (with an exclusive ground
tour of the airport included).

Liebe Abonnentinnen und Abormenten,

als Enpfinger unseres Newsletters genielien S5ie zahlreiche Worteile, denn Sie

erfahren als erste womn:

- spannenden Gewinnspielen,

- attraktiven Sonderaktionen und Flugreise-hngebhoten,

- wertwvollen Service-Leistungen wand

- interessanten Informationen zu Reisezielen und News

rund um den Dortmund LZirport. Und all dies frei Haus, Monat fir Monat direkt in
Ihr Postfach.

Doch damit nicht genug: Heute haben Sie sogar die Mdéglichkeit, an unserem
Gewinnspiel exklusiv fir unsere Newsletter-Empfanger tei ehmen. Mit

einmaligen Preisen:

Gewinnen Sie mit etwas Glick eine Flughafenfihrung inklusiwve anschliefendem

Pundflug tber Dortmund fir 3 Personen. Melden Sie sich noch heute hier zur

September 2009

Lieber Herr Bierwisc
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Daumen

Fmund. Airporl'

n 5|e noch h ule mit! .
2 bzicht schon bald

stellen

Teilnahme an!

=+ http: //news. dortmund-airport.de/inxmail3/d/d. php?sbyp000h4 7777 7pys3aZl

Wiel Glick winscht

Ihr Team wom Dortmund Airport
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Why is this campaign special?
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1st Mail

2nd Mail

3rd Mail

Openers
Openers

Newsletter list
Openers

Anybody who opened one of the first two emails was immediately suppressed from further reactivation
mailings and retained in the main newsletter subscriber list.
Anybody opening the third email was also kept in the main newsletter list.

Anybody who did not open or respond to any of the three reactivation emails was declared an "inactive"

and removed from the main email list used for the Dortmund Airport newsletter.
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Campaign results data

Stage 1: Recipients 73,820

\ M Opens
(9.82%
CTR

(4.54%

Stage 2: Recipients 66,944

B Opens

(3.65%
CTR

(1.58%

Stage 3: Recipients 64,109
(Text Version)

H Opens =
CTR
(0.87%

Reactivated subscribers:
10,254
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Campaign results data
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© 13% of those targeted by the “database
eraser” campaign were “reactivated” after
three months of not opening any newsletter
and retained on the main newsletter list.

End-user newsletter:

M Opens © The list cleansing and reactivation process
(C3T5R5%) resulted in significantly better open and click
(12.4%) rates:

© Average open rates for the newsletter after the
reactivation campaign was completed were
35.5%, an increase of some 150% over
average open rates before the reactivation
campaign.

© (TR also rose significantly. Average CTR after
the campaign was 12.4% or double the typical
CTR before the reactivation campaign.
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tel.: +49 (0)69 — 86 00 428 -00

fax: +49 (0)69 — 86 00 428 -09
info@rabbit-emarketing.com ’
www.rabbit-emarketing.com fabbil'
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