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• MarketingSherpa’s annual 
research cycle provides 
knowledge for continuous 
marketing improvement  

 

MarketingSherpa is a research and publishing 
organization serving the marketing community 
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• Creating contagious content 

 

• Segmenting for success 

 

• Shipping on time 
 

3 tips to produce engaging content 
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72% of B2B firms 
say delivering 
highly relevant 
content is a top 
priority 

 

Only 28% of 
organizations 
report sending 
relevant email 
communications 

Chart: Top 5 priorities for organizations' email 
marketing processes, by primary sales channel 

38% 

40% 

46% 

66% 

72% 

30% 

41% 

39% 

72% 

64% 

37% 

34% 

40% 

68% 

76% 

Integrating email with
other marketing tactics

Increasing email
engagement metrics

Achieving or increasing
measurable ROI

Delivering highly relevant
content

Growing and retaining
subscribers

Consumer channel (B2C)

Business channel (B2B)

Both channels (B2B2C)

Source: ©2011 MarketingSherpa Email Marketing Benchmark Survey  
Methodology: Fielded July 2011, N=2,735 



#sherpawebinar 

 

Which relevancy improvements tactics have 
been working for you? 
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Chart: Top 5 relevancy improvement tactics , 
by level of effectiveness 

 

• Time – triggered 
emails 

 

• Segmentation – 
based on behavior 
or sales cycle 

 

• Content – produced 
for each funnel 
stage 
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40% 
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43% 

54% 

51% 

42% 

52% 

47% 

Segment email campaigns based on sales cycle

Produce content for each funnel stage

Use loyalty/reward programs

Segment email campaigns based on behavior

Automatically send email based on triggers

Very effective Somewhat effective

Source: ©2011 MarketingSherpa Email Marketing Benchmark Survey  
Methodology: Fielded July 2011, N=2,735 
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Content 

Time Segmentation 

More than a buzzword 

Relevancy 

Send the right message to the right person at the right time 
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Conduct content audit 

Print  

Website 
Sales 

Blogs 

Interviews 

Publicity 

Product 
Dev. 

Customer 
Service 

Research 

Email Content 
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Exercise: Taking inventory of your existing library 
of marketing content 
 

Buying Stage Customer questions/ needs Content with answers to concerns 

Prospect 
    

Nurture 
    

Activate 
    

Retain 
    

Refer 
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Who is going to create it? 
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Ask what’s our story? 

Hire a brand journalist - Promote a content director - Search for internal storytellers 
 

Seek to uncover human interest 
stories that personalize your brand, 
giving readers revealing insights 
into your company’s culture, 
products and services 
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Build an editorial calendar  

• This calendar is in line with your 
marketing initiatives, building off 
existing promotions, events and 
key objectives 

 

• The production schedule includes 
milestones, approval process and 
ship dates 

  

• Do less and ship, rather plan more 
and miss deadlines  
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Create content they crave and can’t be contained 

“By publishing content that 
shows buyers you understand 
their problems and can show 
them how to solve them, you 
build credibility.”  

– Ardath Albee                                   
Emarketing Strategies for the 

Complex Sale 
 

• Three types of content to 
stretch your content library: 
repurposed, user-generated 
and original 
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Repurpose content 

• Pre-existing content may 
be found in: 
•Media coverage 

•Speaking engagements 

•Case studies 

•Analysts reports 

•Blogs “blog corner” 

 

• The art of repurposing lies 
in the editor’s ability to 
combine existing content 
with the communications’ 
purpose in a relevant way 
to the reader 
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Exercise: Recycling content ideas 
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Leverage user generated content (UGC) 

• If your brand is in the hands of the 
consumer, why not use their words, 
pictures, and thoughts in your email 
marketing campaigns? 

 

• Unsolicited testimonials add a 
human touch to your messages 

 

• Today’s consumer relies more on 
fellow consumers’ opinions than the 
brand’s claims when making a 
purchasing decision 



#sherpawebinar 

Don’t fear negative comments 

“When a company is humble enough to admit a weakness, they immediately 

  distinguish themselves from the competition. It opens the door for a trust 

  relationship. The consumer is all too aware of the fact that we are not 

  perfect. To pretend otherwise only serves to raise their suspicion. Tell them 

  what you can’t do, and they’ll believe you when you tell them what  

  you can do.” 

     – Dr. Flint McGlaughlin,  

        Managing Director and CEO,  
     MECLABS 
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Incorporate your evangelists’ voices 

Systematically capture user-generated feedback  
 

• Capture both written and oral feedback 

 

• How to recognize a brand evangelist 

 

• Give terminology, job titles, special requests 

 

• Capture both written and oral feedback  
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Incorporate your evangelists’ voices 

• Troll the Internet  
•  Look on search engines, social networks, 
Technorati, online customer reviews, or with 
monitoring services like Radian 6  

•  Find unfiltered comments and learn the terms 
used to describe your product or service 

 

• Record your evangelists on video  
•  Notice the body language, facial expressions, 
passions and concerns of a true fanatic 

•  Use footage to guide agencies and copywriters 
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Craft original content 

• Starting from scratch gives marketers an 
opportunity to create content that can help 
solve consumers’ biggest challenges 
 

• “Rather than focus on being interesting, be 
interested “ 

- Brian Carroll 

Executive Director of Applied Research 
MECLABS 

 

• “The first step to <thought> leadership is 
servanthood.” 

-John C. Maxwell (adaption)  
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Humanize your content 

“Effective 
engagement is 
inspired by the 
empathy that 
develops simply by 
being human.”  

 
– Brian Solis                                   

Author of Engage and 
The End of Business  

as Usual 
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Tell stories 

Compliment existing content with bonus material 
•An example would be to interview the author of a popular e-book, write or record the 
interview on video and share via email 

Practice the art of storytelling 
•Share personal experiences of employees, customers and 
community members that relate to your brand truth 

 

•Consumers rely on facts to rationalize their decisions, but 
real-life stories connect on an emotional level to move, 
touch and inspire 
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• Start with a small group of internal 
“listeners” to collect stories from 
•Employees 

•Suppliers 

•Evangelists 

 

• Be sure to set up a plan to thank them 
for their effort via newsletter 
recognition, cup of coffee or gift card 

 

• Allow customers to submit stories on 
your website, blogs or social media sites 

 

Find treasure troves 
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Segment audience 

Like learning 
money saving 

tips 
I look forward 

to coupons 

Evaluate 
purchasing 

options 

Enjoy reading 
what the CEO 

thinks I recently 
changed jobs 

“No matter what or whom we’re talking about, from movies to chiropractors 
to books to financial planners, the consumer hankers after specialization.” 

 
– Susan Friedmann                                    

Author of Riches in Niches 
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Earn trust 

The key benefit is that brands 
do not overwhelm readers 
with a bombardment of 
seemingly random offers, 
earning trust that transfers 
into higher open and 
clickthrough rates 

 



#sherpawebinar 

49% 

49% 

53% 

54% 

55% 

Using email for funnel optimization

Achieving or increasing measurable ROI

Growing and retaining subscribers

Improving email deliverability

Integrating email data with other data systems

Source: ©2011 MarketingSherpa Email Marketing Benchmark Survey  
Methodology: Fielded July 2011, N=2,735 

Chart: Very significant challenges to email 
marketing effectiveness 

“Integrating with our 
CRM. We've customized 
it to the hilt and now it's 
very hard to do any 
syncing between our 
selected marketing 
automation vendor.” 

- Survey participant 
 

20% of B2C marketers 

responded that 
segmenting campaigns 
by behavior was difficult 
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is the Worldwide Leader in Email Intelligence 

 

Delivering Measurable ROI 
• Get into the inbox 

• Engage your readers 

• Join the trusted senders 

• Protect your brand 

• Make your email program best-in-class  

 

 

 

Over a Decade of Experience 
• Certification whitelist accepted at over 

2 billion mailboxes worldwide 

• Nearly 300 global ISP partners 

• Serving over 2,000 leading brands 

 

To get more email delivered to the inbox, visit Return Path online 

www.returnpath.com 
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   Take our Email Benchmark Survey here:    

MarketingSherpa.com/survey 
You’ll receive a  

FREE special report on CMO Perspectives on 
Email Deliverability for completing it.  

How is email working for you? 

http://sherpa.2013emailmarketingsurvey.sgizmo.com/s3/
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Go on the quest for data 

 “If content is king, your 
database is queen.” 

– Amy Garland          
WhatCounts, Inc. 

 

Search for all available 
data within your 

•Email database 

•CRM and sCRM 

•Financial software 
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Endemic data 
• Data unique to a particular 

record 

 

• Examples are contact and 
demographic information  

 

• Mostly gleaned from the 
information subscribers 
volunteer on opt-in or 
preference pages 

 

• Learn more with “How-to: 5 
Steps to improve your email 
newsletter”  

 
 

http://www.marketingsherpa.com/article/how-to/improve-your-email-newsletter
http://www.marketingsherpa.com/article/how-to/improve-your-email-newsletter
http://www.marketingsherpa.com/article/how-to/improve-your-email-newsletter
http://www.marketingsherpa.com/article/how-to/improve-your-email-newsletter
http://www.marketingsherpa.com/article/how-to/improve-your-email-newsletter
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Transactional data 

• Transactional data consists of data 
captured during any transaction an 
opt-in has with your brand 

 

• Financials are the most common 
source of transactional data 

 

• Look at RFM 
•Recency: How recently did the opt-in transact 
with/purchase from your brand? 

•Frequency: How frequently does the opt-in 
transact with/purchase from your brand? 

•Monetary: Value of the customer in financial 
terms, i.e., money spent? 
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Behavioral data 

• Most actionable data 

 

• What actions has your 
subscriber taken both online 
and offline? 

 

• Examples may include: 
•Website clicks 

•Email opens 

•Calls to customer service 

•Coupon redemption 
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Computed data 

• Computed data is the 
outcome when one or 
more variables are 
used to create a third 
variable 

  

• For example, the 
variable "number of 
miles from a retail 
store" is computed 
data 
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• The company: Nytro Multisport 

 

• The marketplace: Sports e-retailer 

 

• The product: On-road and off-road bicycles 

 

• The channel: Email, online ads and social media 

 

• The campaign objective: Turn Nytro’s increasingly stagnant email list into 
a highly relevant, targeted email program 

Case study: One-two campaign punch grows 
email and mobile lists  

http://www.marketingsherpa.com/article/case-study/segmentation-delivers-40-lift-in 
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Campaign #1: Run sweeps to learn more about 
current subscribers 

Promotion 
• Display ads on select cycling-oriented sites. 
• Facebook and Twitter posts announcing sweepstakes and winners 

 

Enter-to-win registration 
• Full name 
• Email address 
• City/state/ZIP code 
• Country 
• Birthday 
• Bike of choice  
• Opt-in check boxes for email and mobile alerts 

 
*One of the prize bikes was a favorite of tri-athletes and the other was more likely to be 
purchased by a road cyclist. This is why the team gave registrants a choice about which prize 
they would prefer 

 
 



#sherpawebinar 

Campaign #2: Segment list and test creative 

Segmentation 
• Separated actives from inactives 

 

Similarities 
• Display ads via select cycling-oriented sites 
• Facebook and Twitter posts 
• A landing page that included checkboxes to join the  
   mobile list and email program 
• Subject lines similar in style and character length 
• A red-colored top navigation bar in the email body 
• An image hyperlinked to the landing page underneath 
   the navigation bar 
• Two smaller boxes showing other offers or ads 
• A forward-to-friend feature 

 
*The only major creative difference was how the first message 
 utilized a suggestive picture of a young woman as the top image,  
while the second email showed a well-known female cyclist in action 
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Results from the first campaign:  
• Open rate increased 112% 

• Clickthroughs increased 6% 

• 9,877 new people signed up for emails 

• 2,318 opted in for text messages 

 

Results from the second campaign: 
• Open rate increased 142% 

• Clickthroughs increased 40% 

• 10, 045 new people signed up for emails 

• 3,634 opted in for text-messages 

• The second campaign indicated a significant 
advantage – higher relevance. The action-
based image surpassed the suggestive 
image in clickthroughs 

 
 
 
 
 
 
 

Results 
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• You are what you ship  

 

• If the email is not sent at the 
right time, the message will be 
irrelevant 

 

• To ship on time and make it a 
repeatable process  
• Map of the path to purchase 

• Editorial calendar 

• Segmented list 

• Predictable approval process that respects 
the urgency of sending on time 

 

Ship on time 
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Automate emails 

• A single or series of emails created by a defined set of rules 
based on dates, events or behaviors that are automatically 
sent to a subscriber 

 

• Consistently achieve higher                                                        
open rates due to timing                                                              
and relevancy 

 

• Make up 22% of organizations                                overall email 
volume  
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Chart: Most popular automated email messages 

11% 

13% 

16% 

17% 

22% 

24% 

26% 

32% 

48% 

54% 

63% 

Shopping cart abandonment

Triggered based on website behavior

Event countdown

Win back/ reengagement

Date triggered (e.g. renewals, reorder)

Activation (e.g. how to)

Upsell (e.g. product recommendations)

Post purchase (e.g. product review)

Transactional (e.g. bills, receipts)

Thank you

Welcome

Source: ©2011 MarketingSherpa Email Marketing Benchmark Survey  
Methodology: Fielded July 2011, N=2,735 

• 21% of 
abandoners 
reengage and buy.  
 

• Abandoners spend 

55% more on 
purchases than 
non-abandoners 

 
- Conversion Academy  



#sherpawebinar 

Send in real-time 

• Data mining allows marketers to leverage 
our readers internal motivations and location 
in the sales cycle 
 

• Trend-jacking ideas relies on external factors 
•Weather conditions 

•Big events 

•News stories 

 

• Can be challenging to implement 
• Incorporate resources in your editorial calendar to 
respond to these opportunities quickly 

•Can happen over the weekend or off regular work 
hours 
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Poor example 

From: AppSumo  
Sent: Thursday, October 06, 2011 
at 5:16 AM 
To: Rice, Jeff 
Subject: Steve Jobs was originally 
obsessed with typography 

 

This came out the day after Steve 
Jobs died. 
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Super example 

• Real-time guerrilla marketing 
effort during  Super Bowl XLV 

 

• Email survey sent moments 
after B2B ad aired 
•Email sent to more than 20,000 
marketers in the US and Canada. 

•13.5% open rate, yielding a 16.5% click 
to open rate. 

•More than 680 responded to the poll 

 

• Followed up with results via 
email the next day 
•63% said YES it was a good idea 
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Capitalize on water 
cooler conversations 
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Watch the weather 
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Poke fun  
at rival(s) 
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Feast 
on fun 
facts 
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Q: What are the three factors needed to create relevant content? 

A: Content they crave 

 Segmentation 

 Real-time communications 

 

Q: Besides creating original content, what are two other ways to generate 
new content?                                                                                            

A: Repurpose 

 User-generated 

 

Q: What are four types of data to collect? 

A: Endemic  Behavioral 

 Transactional Computed 

Section Summary:  
Produce relevant content 
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• Daniel Burstein, Director of Editorial Content 

     MECLABS/MarketingSherpa 

     Twitter: @DanielBurstein 

 

 

 

 

• Courtney Eckerle, Reporter 

     MECLABS 

     Twitter: @courtneyeckerle 

 

Thank You! 

https://twitter.com/danielburstein
https://twitter.com/courtneyeckerle

